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katz Proposes 
oint Ad Drive 
I Watch Field 


Reciprocal Tariff 
Dispute Is Backdrop 
for Promotion Offer 


New YorK—The question is, is 
a public relations stratagem or 
oes it mean something? 

Last week, with a slight flour- 
th, the American Watch Assem- 
lers’ Association announced that 
s president, Benjamin S. Katz, 
so president of Gruen Watch Co., 
ad invited James G. Shennan, 
resident of Elgin National Watch 
0, to join with the AWAA in a 
int promotion. 

Mr. Katz proposed that watch 
pmpanies should pony up $500,- 
)0 for an advertising and promo- 
on fund, and offered $100,000 
om Gruen to begin the drive. He 
aid he would also invite Hamil- 
pp, Waltham and other domestic 
atch companies. 


The AWAA represents more 
lan 70 companies, most of which 
port Swiss movements and as- 
rmble watches in this country. 
ome of its members, notably 
ulova and Gruen, also have 
mestic manufacturing setups. 
ulova’s is large, with a volume 
more than 1,000,000 units do- 
estically, and is generally be- 
ved to be second only to Elgin 
nong domestic makers. 
The U. S. watch industry is 
plit three ways: Domestic manu- 
pcturers like Elgin and Hamilton 
ho make and assemble watches 
this country; domestic assem- 
lers like Gruen and Bulova who 
0 both; and assemblers who 
holly import their movements, 
‘ce Benrus and Longines-Witt- 
auer. Then there are companies 
hich import complete watches. 
The domestic manufacturers 
ave their own association, the 
erican Watch Institute, of 
hich Mr. Shennan is president. 
(Continued on Page 103) 


rove Buys Fitch, 
aking Over June 1; 
um on Ad Plans 


St Lovis—Grove Laboratories 
nc unced last week it had bought 
\.. Fiteh Co., Des Moines, Ia., 
He: tive June 1. 
Fich plants at Los Angeles, 
chson, Miss., Bayonne, N. J., 
ad Toronto are included, and the 
| any’s announcement said “op- 
Al ons will continue without in- 
r\.ption.” 
» pansion of the Grove company 
ll give it a volume in excess of 
10,000, the announcement said. 
kesmen for the company de- 
comment on advertising 
B or whether the Fitch ac- 
would stay with Campbell- 
tun, which took over the ac- 
after Fitch and L. W. Ram- 
0., Davenport, severed a long 
®\onship (AA, Oct. 11, ’48). 


— 


Available Market Data Is Catalogued 


This is the second annual “Market Data Issue” of ADVERTISING 
Ace. Beginning on Page 29 and continuing uninterruptedly 
until Page 96 will be found a special section, featuring a descrip- 
tion of about 800 pieces of market data available from media, 
trade associations and other sources. Convenient coupons for 
requesting this data are scattered through the section. Check 
through this wealth of material, 
items you want, and then use the handy coupons to request the 
data in which you are interested. 


write down the numbers of the 


Sales Execs Buckle on 
Their Fighting Armor 


Straus Ousted 
as Eversharp’'s 
Board Chairman 


CuicaGo—Key to the proxy bat- 
tle for control of Eversharp, Inc., 
the removal of Martin L. Straus II 
as chairman of the board, and the 
abolition of that office last week 
is the return of the buyer’s market 
and intensified competition in the 
writing instrument field. 

The feud between Mr. Straus 
and the majority of the other 
board members was brought into 
the open with the publication of 
Eversharp’s annual report for 1948 
(the fiscal year ended Feb. 28). 

In that report, the acting pres- 
ident of the company, Louis A. 
Stone, announced that the writing 
instrument division sustained a loss 
of $2,338,586 during fiscal 1948. 
In 1947, the same division re- 
corded a staggering loss of $10,- 
132,724. 

The management proxy com- 
mittee, consisting of Mr. Stone, R. 
Howard Webster, Benjamin F. 
Pepper, and Gene Tunney, as- 
serted that, following the huge 
1947 loss, the board “accepted Mr. 
Straus’ assurance that costs in that 
division would be brought into 
line with sales prospects. This as- 
surance has failed, by a wide mar- 
gin, to become a reality. 


ws “Hence,” the management com- 
mittee asserted, “it is our strong 
feeling that the situation calls for 
action, and it is our intention to 
take such action, as quickly as 
circumstances permit. We see no 
reason why your company should 
continue to suffer substantial losses 
in this division when competitor 
companies show substantial earn- 
ings.” 

Mr. Straus and the opposition, 
consisting of a “common stock- 
holders committee,” declared that 

(Continued on Page 106) 


Business... 
adjusting to normal. 
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Polaroid Camera 
National Drive 


Starts in June 


Company Sells 35,000 
‘Picture-in-a-Minute’ 
Cameras During Tests 


CAMBRIDGE, Mass.—Following a 
series of highly successful test 
campaigns resulting in the sale of 
35,000 Polaroid Land cameras since 
last December, Polaroid Corp. will 
break its first national campaign 
June 13 with a full page in Life. 

Ads for the camera, which de- 
livers a permanently printed pic- 
ture one minute after the shutter 
is snapped, also will appear in 
Holiday, National Geographic, The 
New Yorker, Time and other na- 
tional magazines. In addition, 
newspapers in every major market 
in the country will carry half and 
full-page dealer ads and Polaroid 
is planning to sponsor a national 
television program beginning next 
fall. Batten, Barton, Durstine & 
Osborn is the agency. 

National distribution will be 
completed by June 15. Although 
the camera costs $89.75, Polaroid 
says the average sale comes to 
$120, including an exposure meter, 
extra film, etc. With approximately 
35,000 sales since December, it can 
be estimated that Polaroid volume 
has come close to $4,000,000 at re- 

(Continued on Page 104) 


GAROD ELECTRONICS CORP 


COMMON MAN’‘S TV—Garod Electronics 
Corp. will push this new low-priced model 
in its cooperative advertising as an ap- 
peal to the mass market. A newspaper 
campaign, through Shappe-Wilkes, New 
York, will break in about two weeks. 


FCC May Give 
TV Allocation 
Details in July 


WASHINGTON—The Federal Com- 
munications Commission said 
Thursday that it is working 
on a plan for a nationwide com- 
petitive television service which 
will retain the existing 12 chan- 
nels, and expand into a substantial 
number of additional channels 
in the hitherto unused “upstairs” 
band. 

The commission said it hopes to 
release details of the proposed 
reallocation in about six weeks, 
but that it will be late fall before 
the required public hearings are 

(Continued on Page 106) 


Last Minute News Flashes 


Zenith Schedules $350,000 FM Promotion 


Cuicaco—Zenith Radio Corp., which has repeatedly reaffirmed its 
faith in FM radio, will back up that faith with cash as it opens a $350,- 
000 promotion on its new $40 super-sensitive FM receiver, the Major. 
About $100,000 will go directly into magazines. The remaining $250,000 
is scheduled for cooperative advertising, chiefly in newspapers. Mac- 
Farland-Aveyard handles consumer advertising on the account. 


Pepsi Tests Coney Island Coupon Offer 

New YorK—Pepsi-Cola Co., in a test campaign in seven New York 
City newspapers, is offering a 41¢ coupon with every six-bottle carton 
of Pepsi, good for any five rides when presented with 25¢ plus 5¢ tax at 
Coney Island. Ads will run this week and next. Biow Co. is the agency. 


Sun Oil Uses Survey in New Ad Series 

PHILADELPHIA—Sun Oil Co. is launching a campaign this month in 
432 newspapers in 18 states based on results of a recent survey which 
showed that “Sunoco Dynafuel is 4 to 1 choice of auto engineers.” The 
theme is also used on Sun Oil’s “Three Star Extra” news show on NBC. 
Agency is Hewitt, Ogilvy, Benson & Mather, New York. 


Starts Newspaper Ads for Lorle-Lodorante 

New YorK—Parfum Lorle, Inc., is launching a campaign this week in 
newspapers in between 60 and 70 cities throughout the country for 
Lorle-Lodorante for ladies and gentlemen, a body refresher and de- 
odorant which comes in a choice of scents. L. H. Harman, Inc., New 


York, handles the account. 


(Additional News Flashes on Page 107) 


Shoot for 25,000 Members, 
Better Sales Training, 
Planning, Integration 


Cuicaco—The National Federa- 
tion of Sales Executives wound up 
its three-day, 14th annual con- 
ference here Wednesday by chang- 
ing its name to National Sales Ex- 
ecutives, Inc., by electing A. H. 
(Red) Motley as chairman of the 
board, succeed- 
ing Alfred Schin- 
dler of St. Louis, 
and by adopt- 
ing nine resolu- 
tions dealing with 
taxes, salesmen’s 
unions, the cost 
of distribution, 
and various as- 
pects of national 
policy. 

Reporting a 
present total of 
11,400 individual members and 90 
affiliated local clubs, the organi- 
zation moved forward quickly and 
confidently toward its goal of 25,- 
000 members within two years, 
and local club representation in 
every major merchandising center. 
Some 2,000 members and a score 
of clubs have been added to NSE 
in the past year. 

In addition to Mr. Motley’s ele- 
vation from first vice-chairman to 
chairman, the group elected three 
vice-chairmen: Arthur H. Hood, 
Vance Publishing Co., Chicago, Ist 
vice-chairman; John R. Davis, 
vice-president in charge of sales, 
Ford Motor Co., 2nd vice-chair- 
man; and Wesby Parker, vice- 
president in charge of sales, Gen- 
eral Foods, 3rd_ vice-chairman. 
Everett Merrill, Merrill & Usher, 
Worcester, Mass., was elected 
treasurer, and Robert A. Whitney 
continued as president and head- 
quarters office director. 


A. H. Motley 


s Resolutions adopted included 
the following: 

1. That everything possible be 
done to reorient the Department 
of Commerce and the Secretary 
of Commerce so that this depart- 
ment will be the spokesman for 
business, including sales and dis- 
tribution, in the government, in 
the same way that the Departments 
of Labor and Agriculture are 
spokesmen for their respective 


(Continued on Page 103) 


Pleasant Repetition 
AA’s April 4, 1949 issue 
carried this box on Page 1: 
“This is the largest issue, 
from the standpoint of ad- 
vertising revenue, which Ap- 
VERTISING AGE has ever pub- 
lished.” 
This current issue beats 
that record, so again we say: 
This is the largest issue, 
from the standpoint of ad- 
vertising revenue, which Ap- 
VERTISING AGE has ever pub- 
lished. 


ss ean ee ; ae ee, Pa sian re & ae a, oi eS We Re ow: oa. rah nape acme at Lee 
< So ee Oe ee ae ha a i ak a. a : Soe tak ee cae ol a ah : Claes = pe ne : og tare ana ne al A ap ter 
a ee sf ee rig One iat ee le a a a | eR ie pela siete ee as so ee ss ie SA de. - 
an , z ee et a oe a eee im ie 5 ae: ug elt Bs eo") ee. i RES r SG AD Me AMR tea me Any pee sy las ig ie lie seal a =) a. ee : ai 
— ’ . . ham ne. 
: oo a 
ee ‘i 
oo re 
os. 
, 
; — 
ae 
eae. 
\ pty 
eer 
Pe “ 
] B 
a 
—— a ee ; eee = 
~ oe 
* es 
ee . i a 
| ae ie 
| ee ; 
| asad ; 
ee 
4 i \ s)] d 
Ly 2 trp Le I 
; - H 4 
! 
him VE | 
‘ | el ee 
y - Po eee ie aa 
61 Sq, inches of 2 
b? 7 
stints sata’ 
> apo] °* Bie 
7? ue td BZ. * tach Screen 
| ; > Hand Rubbed | 
Mahegany Cabinet 7. 
s ; 
ae see oo Sm seen ern eee: fines - 
ee ee Ses Sao anaes een ae 
| as ci ei terhene eo wo cath Oainin tn, ott 
| s 
Ne 
| | ee ‘i a 
one 
| > a 
| Pe 
: a 
| y 
| is 
| aon eee a 
| Coe eae 
| ; 
— 
| ae 
| 
sy! 
a 
fo 
Pree * 
ae 
| SoC eae 
a eta een enced oe By Fut 
es batae 
| en 
‘he 
ee 
cr | giatines on 
a 
| Bee 
| ee: emer, 
% a i 
a 
nadnhitiaeamaptiaaitbaddintnedl es a 
| pa 
| ; 2 + ¥ 
a 
ots 
“ae 
| sgh 
, Re 
Fp 
SS 
j ie 
" : 
' ; 
| 7 
| 
| 
i | im 
; i = 
bi een 
— Sa 
| ii. 
pe Te 
| ee 
Po Le 
Pe ke a TOE 
, SS ond 
| : ; ‘ ‘ aaa aN ioe 
= ‘ ‘ iS oe ; i + a BE Pe: ‘ ¥ Arey hee te * C peta > : £ i ea # none % f Se tee ee 4d # Mo é ‘ ; f ' i oe: ce = ‘ rile Sa ea alee pOF 
; 5: eae at AS ean SRR SAE We SUS eign ech, yl ten ee Peer ell ge i SD “i ae 


oe 
* 


‘Globe-Democrat' Drops 
Metro; to Add ‘Puck’ 


The St. Louis Globe-Democrat 
announced last week that it plans 
to cancel its contract, effective 
Oct. 31, with Metropolitan Sunday 
Newspapers, Inc. It has been a 
member of the group since its in- 
ception in 1932. The St. Louis Post- 
Dispatch is also a member of the 
metro group. 

Douglas B. Houser, Ist vice- 
president and advertising director 
of the Globe-Democrat Publish- 
ing Co., who made the announce- 
ment, also said the Globe-Dem- 
ocrat has signed a contract with 
Puck—the Comic Weekly, effec- 
tive Jan. 1, 1950, when it becomes 
a “must” newspaper for that group. 


sTRADE AND CONSUMER PUBLICATIONS 
= EMPIRE STATE BUILDING 
NEW YORK 1 ° 
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Cowles Tests News 
Weekly, ‘Quick,’ in 
Several Major Areas 


New YorK—A new Cowles news 
weekly called Quick, two-thirds 
the size of Reader’s Digest and fea- 
turing “people, pictures and pre- 
dictions,” is being tested in various 
cities. Last Thursday 22,000 copies 
were offered for sale on Chicago 
newsstands. In Philadelphia, 6,000 
copies were sold out in two days. 

The new magazine sells for 10¢ 
a copy, has 68 pages with cover, 
which is illustrated, has a 19-page 
picture section, carries no adver- 
tising, and can be read, it is said, 
in 30 minutes. It is intended to 
specialize in news synopses and 
predictions of coming events. 

Published by Cowles Magazines, 
Inc., of which Gardner Cowles is 
president, editor and general man- 
ager, Quick will carry no adver- 
tising, it is said. It is understood 
to have been tested successfully 


in Rochester, Columbus, O., and 
seven smaller cities in the Mid- 
west. When it will be offered for 
national distribution is still un- 
decided, and further tests are to 
be made in large population areas. 
Considered by the publisher as 
“the first new idea in news pub- 
lishing since the war,” Quick is 
planned to perfect the technique 
of modern news presentation so as 
to attain maximum coverage in 
minimum space with adequate 
news interpretation upon which 
major predictions will be based. 


Kanawha Valley Moves 

Kanawha Valley Advertising 
Co., successor to Capitol City Ad- 
vertising Co. and Lakin Adver- 
tising Co., has moved its office 
to 1509 Hansford St., Charleston 
1, W. Va. 


Artcrest Names Olian 

Olian Advertising Co., Chicago, 
has been named to direct the ad- 
vertising of Artcrest Mfg. Corp. 
of Chicago, maker of Artcrest 
steel utility cabinets for homes. 


O’BRIEN FLOWERS 
17 N. WABASH AVE. 
Moor @ CEntral 6-1130. 

NEW CHARCE ACCOUNTS INVITED 


SWITCH—A Chicago florist picks up the 
provocative Four Roses copy to discuss 
smell, rather than taste. 


Kersler Agency Closed 


Operations of the Frank Trevor 


Kersler agency, Philadelphia, have 
been suspended and its owner was 
under treatment in a hospital there 
last week, 
from amnesia. 
agency owner was located during 
a routine check by an insurance 
company. 


reportedly suffering 
Police said the 


» 


Mr. Digits Gob your answer 


FOLLOW HIM IN THE 1949 CONSUMER ANALYSIS OF THE INDIANAPOLIS MARKET 


@ For a fact he’s just a figure—but he opens your eyes to the real Indianapolis 
market. Through sections on Foods, Soaps and Cleansers, Toiletries and Cosmetics, 
Alcoholic and Soft Drinks, Automotive and General, he turns up the right 
answers to your marketing questions. 


Be sure to catch the significance of market trends over the past four years. . ; 
based on comparative data analyzing buying habits, brand preference, dealer 
distribution and ownership. It’s free to executives of manufacturing and distributing 
firms and agencies. Write for it. 


And that’s not all. The Star and The News also have the Bureau of Advertising 
Grocery Inventory to throw light on your dark problems in this growing market, 


KELLY-SMITH COMPANY ¢ NATIONAL REPRESENTATIVES 


Advertising Age, May 30, 194 


G-E Is the Latest 
to Slash Prices 


on Refrigerators 


New YorK—General Electric ¢ 
last week joined the parade 0: rp. 
frigerator manufacturers who a 
slashing prices to boost sales, wh 
it announced price cuts ran 
from $9 to $20. 

Typical reduction was the cit ; 
price on one of G-E’s eight cub 
foot models from $245 to $230. Th 
company says that “from a many 
facturing standpoint, there is a 
solutely no justification for lower 
ing prices at this time,” but thd 
the step was taken in anticipatio 
of future manufacturing econo 
mies. 

Frigidaire division of Gener; 
Motors Corp. also announced pric 
reductions of $5 to $10 on four o 
its refrigerator models. The re 
duction, which followed, by abo 
two weeks, another cut rangin 
from $10 to $23, was timed 
coincide with General Motors’ re 
ductions in automobile and truc 
prices, which in turn resulted fro 
downward adjustments in GM 
cost-of-living allowances. 

Crosley division of Avco Mf 
Corp. earlier announced its ne 
seven cubic foot model to reta 
at $200. The company declared tha 
the new model was its answer t 
Lew Hahn of the National Reta 
Dry Goods Association, who re 
cently asked major electrical ap 
pliance manufacturers to redu 
prices to a point where the publi 
again will feel an impulse to buy. 


es Other refrigerator manufactur 
ers have been featuring prices i 
recent newspaper ads. Kelvinatoy 
for example, is offering its 8. 
cubic foot model for $240. Inter 
national Harvester announced tha 
its eight foot model, “built to se 
for $264.95,” has a new price ta 
of $219.75. 

Philco, which sells a deluxe 8. 
foot box for $299.50, has not c 
its prices. In fact, the compan 
recently sent out wires declarin 
“competition is demoralized. The 
are again cutting refrigerato 
prices...Philco prices remai 
firm.” 

Dealer reaction to the reductior 
was mixed. Several, fearing th: 
the price cuts would only caus 
consumers to hesitate in expecta 
tion of future reductions, used re 
tail copy to announce guarante 
against future reductions for per! 
ods up to 12 months. Buyers wer 
offered cash refunds if pric 
should go down further. 


FEATURES GIVEAWAY 


New YorK—To boost sales 4 
its Eton Universal gas rangt 
Brooklyn Union Gas Co. recent! 
used 600-line newspaper copy he 
to announce that a $24.50 set 4 
West Bend aluminum ware woul 
be given away with each gas rang 
purchased by consumers at $179.7 


Pinkham Tests Penolin 

Lydia E. Pinkham Medicine C 
Lynn, Mass., introduced its ne} 
liniment, Penolin, on May 
in 30 Canadian newspaper 
eastern Canada, and will exte! 
later throughout the entire dom 
nion. The package includes a [4 
trial offer. Erwin, Wasey & C 
Toronto, is the agency. 


Throughout the U.S.A., the best-inf 


EXPORT 


MANAGERS 
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-|,.«BUSINESS BUILDING 


: ACES HIGHS 1 1949" 
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Roney @ DOMESTIC ENGINEERING Dealers and Contractors who do the best job of building 
used rq business for themselves will be given an International Metro Motor Truck. This, plus 


uarantel thousands of dollars worth of other prizes, will inspire them to unprecedented sales 


for pert efforts. 
ers wel 


f pric © DOMESTIC ENGINEERING Wholesalers are being given the basis for stimulated | DOMESTIC ENGINEER- 
° P e ° ° ° ° ° ING'S complete facilities 
activity in their own organization and, through their salesmen, are working with con- 


are available to assist 


: tractor-dealers to HIT NEW SALES HIGHS. yes in ~ Govahagmnent 
of your advertising an 


sales ¢ ® MANUFACTURERS, through this and supplementary sales programs now have a | promotional plans. 


=o "HIT NEW 


rangg common approach to sales ammunition and incentives for wholesalers and contractor- ne ee 
” ° e ve art is 
a . dealers-alike. available on request. 
0 set 4 Each . . . manufacturer, wholesaler and contractor-dealer—through his own inten- | For further information, 


write direct or consult 
your advertising agency. 


-e woulf sified promotional efforts, is building business for himself and, in turn, for the entire 
9179.3 domestic engineering industry. 
iil An overall view of the wide-spread sales possibilities in DOMESTIC ENGINEERING’S 


new merchandising program are shown in the all-industry organizational chart above. 
ae Manufacturers with products for the domestic engineering field, who are interested 
Ma} in HITTING NEW SALES HIGHS IN 1949, will find in this effort the basis for promo- 
a tional activities, keyed to today’s conditions . . . they will find that their advertising 


-e domg ‘oO the domestic engineering field through DOMESTIC ENGINEERING MAGAZINE and 
S a a JOMESTIC ENGINEERING CATALOG DIRECTORY has a degree of effectiveness pos- 
sible only through a concerted sales program such as this. 
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Berle Is Still 
Easy TV Winner 


New YorK—Texaco’s Milton 
Berle continues to leave his tele- 
vision competition far behind in 
the Hooper teleratings for New 
York. 

Among the networks, CBS 
placed seven on the top ten, with 
NBC taking two and DuMont- 
NBC one. 

The favorites for May: 


Star Theater—Berle (Texaco), NBC ....80.5 
“pews Talent Scouts (Lipton’s), pa 


1.9| Agencies—Barlow Advertising 
H Agency, Syracuse; Day, Duke & 


sae eaa genvict 
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Godfrey and His Friends (Chester- 
field), CBS ..... 40.9 
7 Theater (Procter & Gamble), 


Fred Waring (General Electric), CBS ..29.0 


Audit Bureau Adds 
16 New Members 


The Audit Bureau of Circula- 
tions has added the following new 
members: Advertisers—Continen- 
tal Oil Co., Ponca City, Okla.; Elec- 
tric Auto-Lite Co., Toledo; Great 
Lakes Steel Corp., Stran-Steel 
division, Detroit; Rutgers Univer- 
sity Library, New Brunswick, N. 
J., and Southwestern Bell Tele- 
phone Co., St. Louis; Advertising 


Tarleton, New York; Fitzgerald 
Advertising Agency, New Orleans; 
Kenyon & Eckhardt Ltd., Toronto, 
and Wilkinson-Schiwetz & Tips, 
Houston. 

Other new members are: Maga- 
zines—Modern Knitting. New York, 
and Ring, New York; Business Pa- 
pers—Michigan Beverage News, 
Detroit; Newspapers—Sun-News, 
Las Cruces, N. M.; Star, Maple- 
wood, La., and Ocean County Lead- 
er & Beacon, Point Pleasant, N. J. 


‘Dallas News’ Opens 


s| $6,000,000 Plant 


With 400-Page Paper 


DatLas—Celebrating the dedica- 
tion of its new $6,000,000 publish- 
ing plant, the Dallas News on May 
22 issued a 298-page special section 
(a total of more than 400 pages, 
including the regular edition), 
with 14 full-color section covers 
and dozens of other two-color 
pages. 

The “Texas Unlimited” edition 
contained about 300 pages of ads 
representing more than 1,200 sep- 
arate display advertisers, and was 
one of the largest newspaper edi- 
tions ever published in the U.S. 

The new plant of the morning 
News contains a new 16-unit, 
color-convertible, $1,000,000 R. 
Hoe & Co. press, equipped with 
the first electronic press control 
produced by General Electric. 

Some 600 tons of paper and a 


ton of ink were used for the 200,- |) 


000 press run. Each copy weighed 
six pounds, and a mailing room 
crew of 250 men and schoolboys, 
using 530 pieces of motor equip- 
ment, participated in dispatching 
the edition. 

The Dallas Times Herald de- 
voted a two-column front page ed- 
itorial to its message of congratu- 
lations to the News on the opening 
of the new plant. 


Brittle Appointed A. M. 


David F. Brittle, formerly ad- 
vertising and sales manager of 
the Denison Mfg. Co., has been 
appointed advertising manager of 
the coal heating service division 
of the National Coal Association, 


Washington, D. C. He succeeds 
James E. Baker, who has re- 
signed. 


Agency Changes Name 


Bramble & Odiorne Advertising 
Agency, Yellow Springs, O., has 
changed its name to Odiorne In- 
dustrial Advertising. R. L. Odiorne 
on Dec. 31, 1948, purchased the 
partnership interest of O. R. Bram- 

e. 
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Drop ‘Unethical’ 
Fight, Donaldson 
Tells Publishers 


WASHINGTON—Postmaster Ge )- 
eral Jesse Donaldson rested his 
case for higher postage rates after 
arguing last week that the content 
of publications has changed ma- 
terially since 1879 when the 2nd 
class privilege was established. 

In his rebuttal before the House 
post office committee, Mr. Donald- 
son said the trend, in the case of 
many publications, is away from 
“the serious reading matter found 
in earlier publications” to matier 
“designed to amuse or entertain.” 

He cited particularly the “pre- 
sent inclusion in many publica- 
tions of a large volume of adver- 
tising matter, ranging to upwards 
of 70% in some, as compared with 
but very little presented for hand- 
ling in the early days.” 


ws Mr. Donaldson claimed that 
publishers have waged “an un- 
ethical campaign” to block his 
drive for a $125,000,000 boost in 
2nd class revenue—a sum equal 
to four times that of 2nd class 
payments in 1948. He claims that 
second class mail revenues now 
pay less than 20% of the cost in- 
curred in handling. 

He insisted that the publishers’ 
campaign stems from “a desire to 
keep on enjoying a generous sub- 
sidy at the expense of the tax- 
payer.” 

“Most business people, and that 
includes publishers, have constantly 
been opposed to government sub- 
sidies,” he commented. “The or- 
ganized publishing industry has 
long sought to retain the present 
subsidies, but it would be in a far 
better position to exercise free- 
dom of speech, to which it is en- 
titled, if the subsidies now ac- 
corded it were terminated.” 


gs Detroit’s direct mail advertis- 
ing experts told the House com- 
mittee that a 100% hike in 3rd class 
postage rates would slow up bus- 
iness activity in a period of adjust- 
ment. 

The spokesman for Detroil mail 
users was May O. Vander Py], 
president, Advertising Letter Serv- 
ice. She termed the proposed 2¢ 
rate for direct mail matter “penny 
wise and pound foolish.” “Small 
business will net spend the pennies, 
and the Post Office and Treasury 
Department will not get the 
pounds,” she declared. 

The committee also received a 
statement from Fred A. Prince, 
president, Prince & Co., Detroit, 
who warned against the destruc- 
tion of “sales promotion energy” 
at “the very moment when the na- 
tion needs every ounce of sales- 
horsepower.” 


Publication Incorporates 


Southland Yachtsman, Costa 
Mesa, Cal., coastal California plea- 
sure boating magazine, has been 
incorporated by a group of Pav'- 
fic yachting enthusiasts. The new 
board of directors is composed 0! 
Jack Axelson, Axelson Mfg. ©». 
Los Angeles; Leo Goode, Goo ie 
& Schroeder, Los Angeles; Frd 
Tucker, Long Beach contract, 
Attorney John Munholland of 
Long Beach, and George C. M-°- 
Guiggan, publisher of Southla 4 
Yachtsman. Mr. McGuiggan fou »- 
ded the publication in 1947. 


Smith Appoints McCarthy 


E. Jack McCarthy, formerly : '- 
rector of the Canadian Audit Bi '- 
eau and the Industrial Advertis © 
Association of Ontario, has bee! 
appointed general manager of 8 
L. Smith Publishing Co., Toror ‘0, 
publisher of Canadian Dairy & 
Ice Cream Journal, Canadian B: v- 
erage Review and Electrical .' 
gest. 
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HERE’S THE BOX SCORE for 


magazine advertisers for 1949... figures 
that show what you actually get for your 
advertising dollar. For complete details 
on magazine audiences, ask your LOOK 
representative or write to LOOK, 511 
rifth Avenue, New York City. 


17,439,000 readers every issue 


America’s second largest magazine audience 


PEOPLE ¢« PURPOSE « POWER 


Pity the 
lonesome 
reader... 


Shed a tear for the poor desert rat—a man 
without friends. No one to talk to... no one 
to share his magazine with! 


Thank heavens he’s only a statistic. People 
just don’t live like that .. . and the magazines 
they buy are read by other people. 


It’s a blessing for advertisers, and something 
they should know the facts about. For while 
an advertiser buys circulation, he gets readers. 
So the more readers a magazine earns per 
copy, the better it is as an advertising buy. 


That’s why LOOK advertising lineage 
has reached all-time highs in 1948 and the 
first quarter of 1949... with gains exceeding 
that of any of the major weeklies. 


LOOK has more readers per copy than 
any of the major weeklies . . . an average 
circulation of more than 3,000,000*... and 
a total audience of 17,439,000 readers 
every issue! 

*Ist quarter, 1949 


, Total audience fay mee od pace rae, single 
LOOK 17,439,000 9,250,310 $8,445 
Life 27,572,000 16,552,559 16.600 
Post 15,702,000 8,851,289 11,200 
Collier’s 10,341,000 5,779,913 8,000 
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Names Peritz and Jordahl 


Ray Peritz has been named vice- 
president of Special Correspon- 
dents, Inc., Chicago, distributor of 
publicity releases and dealer ad- 
vertising campaigns. Blanch Jor- 
dahl has been elected secretary. 


Brownell Joins ‘Liberty’ 

A. W. Brownell, former eastern 
advertising manager of Pic, New 
York, has joined the New York 
sales staff of Liberty. 


$.S. SPECIAL 
FRISKET CEMENT 
$5.00 pergal. $1.50perqt. 

ARTEX ARTIST 


RUBBER CEMENT 


$3.50pergal. $1.25perat. 


Ohio Beer Sellers 
Jolted by New Edict 


CoL_umMsBus—Brewers selling beer 
in Ohio last week were notified by 
the state department of liquor con- 
trol to remove all identification 
signs and point-of-sale material 
worth more than $10 from retail 
outlets by June 10 or have the 
signs confiscated and licenses of 
the retail permit holders revoked. 

The ultimatum quoted a para- 
graph of the liquor control regula- 
tions which reads: “The total val- 
ue of all advertising displays fur- 
nished by any producer or dis- 
tributor to any retail permit holder 
shall not exceed $10 in any one 
year, including installation cost.” 

Brewery officials declined to say 


whether they would fight the rul- 
ing or ask for an extension of time. 
However, the sign associations in- 
tend to get into the fight and per- 
suade the unions to join them, 
since many neon manufacturers 
have built their business on beer 


signs. 
Flanagan No Abolitionist 


John Flanagan, who is on the 
staff of Crowell-Collier in Chi- 
cago, was wrongly identified as 
sponsoring a no-necktie movement 
among Chicago admen for the 
summer months. He is not con- 
nected with the project. 


Jon Henry Joins Grey 

Jon Henry, formerly with Es- 
quire, New York, has joined the 
art staff of Grey Advertising, New 
York. 


Trademark Group 
Elects Werner 
New President 


Brand Names Foundation 
Gets Plenty of Space, 
Douglas Tells Meeting 


New YorK—William G. Werner, 
public relations director, Procter & 
Gamble Co., was elected chairman 
of the board and president of the 
U. S. Trade Mark Association May 
24 at its 71st annual meeting here. 
The one-day meeting featured ad- 


They spend 
where 


the most 
€ most 1s spent 


“Edna! I thought you were in the bedroom taking a nap.” 


Copyright 1949, 


pu” The New Yorker Magazine, ine. 


82% of THE NEW YORKER’S 316,000 circulation is concentrated in the 41 city-trading areas 
where most of the retail dollars are spent. Top stores in those areas have proved (by 
checking charge accounts) that NEW YORKER subscribers are top spenders. This explains 
why THE NEW YORKER, year in, year out, carries more retail advertising than any other 
magazine. NEW YORKER readers are ideal customers—the ones who make 


SELLS THE 


the extra purchases. They spend the most where the most ts spent. 


THE 


NEW YORKER 


No. 25 WEST 43xrp STREET 
NEW YORK, 18, N. Y. 


PEOPLE 


OTHER PEOPLE 


copy 
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dresses by well-known industr a]! 
executives on the importance of 
trademarks and brand names to 
the American way of life. 
Emphasizing the importance of 
brand names, Donald B. Doug! s 
vice-president, Quaker Oats C), 
and chairman of the board, Braid 
Names Foundation, declared that 
trademarks are the foundation >f 
the American incentive system. 
“The Brand Names Foundation,” 
Mr. Douglas said, “only creates and 
distributes information. The vast 
amount of advertising space that it 
uses has all been donated. Our bi!! 
in 1948 for the amount of time, 
space and visibility would have 
been $10,000,000 had we purchased 
space. We actually spent $270,006 
One hundred and twenty maga- 
zines with over 65,000,000 circula- 
tion donated $200,000 worth of 
space. We received $6,000,000 
worth of radio time and over $1,- 
000,000 worth of car card space. 


a “That is only part of what 
Brand Names Foundation did and 
is doing to create a friendly atmos- 
phere for trademarks, to help edu- 
cate public opinion to understand 
the value of brand names.” 

Casper W. Ooms, former U. S. 
Commissioner of Patents, urged 
that a study be undertaken to bring 
about uniform state legislation 
covering trademarks and brand 
names. 

Leonard W. Trester, director of 
public policy, General Outdoor Ad- 
vertising Co., and chairman of the 
committee on advertising, Cham- 
ber of Commerce of the U. S., 
stated that although the adver- 
tised brand system of mer- 
chandising has achieved greater 
acceptance among the American 
public than at any time in the past, 
it is incompatible with an economy 
in which industry and the profes- 
sions are nationalized. 


a “In every controlled economy,” 
Mr. Trester said, “trademarks have 
fallen an early victim to govern- 
ment symbols. It is important for 
us to interpret trademarks in 
terms of consumer service by tell- 
ing the public of product improve- 
ments and price reductions made 
possible because of stimulated de- 
mand. Why not tell the public how 
many people elect our brands and 
what this means in terms of em- 
ployment, high wages, fair earn- 
ings to stockholders and taxes paid 
to government?” 

Other officers elected to serve 
with Mr. Werner include four 
vice-chairmen: Kenneth Perry, 
vice-president, Johnson & Johnson; 
Victor D. Broman, National Carbon 
Co.; George S. McMillan, vice- 
president, Bristol-Myers Co., and 
James M. Best, Quaker Oats Co. 
F. Moeller, export sales manager, 
Lehn & Fink Products Corp., was 
named treasurer, and Henry 5 
King secretary and assistant treas- 
urer. 


Magazine, Business Paper 
Ads. Promote Munsingwear 


Aggressive plans to promote tiie 
new fall and winter merchandis 
lines, including a series of adver- 
tisements in national magazir es 
and trade publications, were ovt- 
lined at the annual Munsingwe:', 
Inc., sales conference in Minneap°- 
lis. Sales representatives from 
throughout the country attend °d 
the sessions. 

The company will use a to‘a! 
of 32 ads, starting this fall, 
Charm, Harper’s Bazaar, Ladi’s 
Home Journal, Mademoiselle, T '¢ 
Saturday Evening Post and Seve '- 
teen. The new line will be p:°- 
sented to retailers in a series (0 
appear in seven business papers 


Establish New Agency 


Mayer & Sisti Co. and JC Ai- 
vertising, New York, have mer¢°¢ 
to form U S Advertising at 17° 
5th Ave., New York. Bertr: ™ 
Mayer and Sebastian Sisti, pr:.- 
cipals in Mayer & Sisti, and Jan es 
Civille, head of JC, have beco:1¢ 
partners in the new agency. 


BIR 


bi i” we “oe ae ee ; Ae ae ee Oe oe, : a ee ae ‘ ae Oo a ig fees . : - ‘ a a 
oe a. Nag aa Ie” ae Soo SC | ee A a ee oe a ee ree ce Sage 5: an We co 
a ae nae —- ee: Ce ee a me a ee a ae nen ie: ea > peringny os ic ns. 7 
= ftir apeiar eee si al Be «4 eee Sas Ba se Megs 4 Be hep ae ee ree ies aoe ier ial ae se Maia SP Ri ec eee ee an ee oe oe ane Caen ele te, rec pmene™ Sheet ce Cee ae 
e Toe oe ee. ae a <p bie bad Ss pas - a : “oe gic igh ae ee — a ——— a cil eee: ” a ai pee - ial Paiers sa Le hoi il 7 4 

6 SC 
a ___- ae a 
¢ 1) OIsPENste a 
<———— lee oat 
4 
Once ME 
Céowet6-3373 4 
| 5.5. RUBBER CEMENT CO. 
314 WN. MICHIGAN AVE., CHICAGO 1, ILL 
; NA ON he ee ae ee ce ne Po: 
) | ee 
; a ge —— 4 
a ae ee ae en . . | 
; f ee A ae | 
‘ "OE ie a 6 eee o. ) eee eg ‘ 
i. i ree aoe i ae <m ‘ rae ’ "5 ie 5 3 
i a re am ~ jee : : 
— aa . } 12% ak | 
| : ‘ a => i= ‘ 
J ; . ya ett e } vi ; , | 
: ae iif ks nna” \. ‘ 
eS i Mil | 2 
2 : z | } y ' > a 7 q ‘wl 7 
4 ; ; “ 2 i | 4.49 . 
< q _ f \ : ‘ 
¥ : " Re . \, , : = = i 
/ -¢ tll A» 4 ; | | | 1 } \y 4 i “ ys ¥ 7 ’ — ss ; | | 3 
-_ a 6a Ee ae on 
} ; . * — « ey , , 4 H ae 7 iF ! 
t " ied i — “ ; - ae : t : , | 
' ¢ 4 & | 4/4. “i 7 be € = 
j a: “a ‘ 3 Be 
, ‘ . & im : > a 
fo > E —_ 7) <A = 
y Eo 4 as ) 2 
tt a : 4 a f ee 
Si e/) ™ —— * 
; — wr . avr o BS ial 3 
-, ae | etal i = ’ ¥” a . Sas rs hi bat " , ear 
2 2. ool — Sh oe 7. 
Py : oh iia oO wf 
ae bil ae ; gs - 
ae ae, Oe ee 
: Se _ 
; 
} 
| eee 
; 
: 
| | 1 
) ee 
: 
lee 
: 
| = 
ee " f * ; “ pa 


h of 
10,000 
. $1,- 


e. 


what 
| and 
mos- 
edu- 
stand 


Uy. §. 
irged 
bring 
ation 
rand 


or of 
- Ad- 
f the 
ham- 
-— ® 
lver- 
ner- 
eater 
rican 
past, 
10m y 
ofes- 


my,” 
have 
yern- 
t for 
s in 
tell- 
rove- 
made 
1 de- 
how 
; and 
em- 
-arn- 
paid 


serve 
four 
srry, 
nson,; 
irbon 
vice- 
and 
s Co. 
ager, 
was 
- 5. 
reas- 


The Eyes of Business 


are on the Rural South 


“Paralleling the vast expansion of ing power which farmers are using to 
Southern industry, the phenomenal mechanize and electrify their farms 
progress of Southern agriculture is and to purchase all kinds of con- 
one of the truly great achievements sumer goods. In the rural South, this 
of the last decade. Crop diversifica- is an era of balanced economy and 
tion, efficient farm management and unprecedented prosperity.” 

improved methods and equipment A. LYNN IVEY, President 
have produced record-breaking buy- Virginia-Carolina Chemical Corporation 


“As the vigorous twin brother of the servation, diversification and mech- 
dynamic new industrial South, the anization, cash income and savings 
rural South is going places. Today have shown a spectacular increase. 
it is opportunity-land packed with Therural South isa fast-growing new 
sales potential for an infinite variety market with potent buying power.” 
and volume of products. Through ERNEST E. NORRIS, President 


better farming methods, such as con- Southern Railway System 


“The South holds great promise as South, and we are confident of the 
a needed source of food for the na- area’s tremendous future—a future 
tion. Progress toward diversified ag- which offers new horizons to all 
riculture is bringing more dollars American business.”’ 

and more real security to the South- DONOLD B. LOURIE, President 
ern farmer. We are growing in the The Quaker Oats Company 


Here are some of the reasons why the eyes of America’s leading 
business executives are focused on the rural South today: 


>» Cash farm income in the 14 Southern states is now more than 
$8 BILLION per year, as compared to about $2'2 BILLION in 1940. 


> The South’s rural bank deposits and farm-owned savings bonds now 
total more than $6 BILLION, as compared to about $1 BILLION in 1940. 


> Rural retail sales in the 14 Southern states are now more than three 
times what they were in 1940. 


Have you adapted your advertising to the enormous, new importance 
of the rural South as a market? Remember, the rural South reads 
and prefers The Progressive Farmer above any other magazine. 


BIRMINGHAM + RALEIGH + MEMPHIS + DALLAS + NEW YORK + CHICAGO + EDW. S. TOWNSEND CO., SAN FRANCISCO, LOS ANGELES 
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National Starch Ups Thune 


S. F. Thune, sales manager of 
the Pacific Coast division in San 
Francisco, has been promoted to 
sales manager of the midwestern 
division of National Starch Prod- 
ucts, Inc., with headquarters in 
Chicago. Francis R. Loetterle has 
been named sales manager of the 
Pacific Coast division. 


Appoints Greenthal 

Ice Cream Novelties, Inc., New 
York, maker of ice and ice cream 
confections, has appointed Monroe 
Greenthal Co., New York, to han- 
dle its advertising. 


Cantor Quits Pabst 
Over Television; 
‘Riley’ Takes Over 


CuicaGo—Eddie Cantor’s belief 
that it’s an “artistic impossibility” 
to do weekly radio and television 
shows caused the comedian to 
reach the parting of the ways with 
Pabst Sales Co., his AM sponsor 
for the past three years. 

Pabst, which had been negotiat- 
ing with Cantor for a renewal con- 
tract calling for a weekly televi- 
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sion show, signed “Life of Riley” 
as a replacement. The latter has 
been cancelled by Procter & Gam- 
ble as of the end of this season. 
June 24 is the final broadcast of 
the Eddie Cantor program. 

“Life of Riley” will be heard on 
NBC Fridays at 9 p.m., EST—the 
current Cantor spot—starting this 
fall. The television version of the 
program will be aired Tuesday 
nights on NEC. 

Warwick & Legler, New York, 
is the Pabst agency. 


Bradley Names Fellows 
Fellows Advertising Agency, 
Syracuse, N. Y., has been appointed 
to handle the advertising of C. C. 
Bradley Co., Syracuse, manufac- 
turer of soft drink dispensers. 


Babcock Resigns Biow Post 

Keith Babcock has resigned as 
plans director of the San Francisco 
office of Biow Co., effective June 
1. 


Beatty Bros. Appoints Three 


W. J. Martin, sales manager of 
the Ontario branch, has been 
named general sales manager of 
Beatty Bros. Ltd., Fergus, Ont., 
manufacturer of home appliances 
and barn equipment. W. F. Pear- 
son, who has been with the com- 
pany for the past 15 years, has 
been appointed to succeed Mr. 
Martin as sales manager of the 
Ontario branch. D. B. Beatty, a 
director of the company, has been 
named advertising manager. 


Dorothy Robb Joins MacLaren 


Dorothy Robb, formerly with 
with the Canadian Broadcasting 
Corp., has joined the radio depart- 
ment of MacLaren Advertising Co., 
Toronto. 


Schedules Gift Shows 

Los Angeles Trade Fair, Inc., 
has set the dates of the next two 
California Gift Shows for July 
24-29, 1949, and January 22-27, 
1950. 
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McCall Appoints 
Six Executives as 


New Vice-Presiden's 


New YorK—McCall Corp. ag 
week elevated six executives { 
vice-presidents, promotions wi ich 
followed closely the assignmen 
Phillips Wyman, vice-presid«n; 
and director, as publisher of Rod. 
book, and Otis L. Wiese, directo; 
and editor of McCall’s, as publis he; 
of that magazine. 

The new vice-presidents are 
Walter J. Boyle, sales and promo. 
tion manager of McCall Patterns: 
Edward M. Brown, assistant to 


4. E. Smith 


M. Hoggson 


President Marvin Pierce; MacLean 
Hoggson, advertising director, Red- 
book; Lowell Shumway, circulation 
director of the company; John E£. 
Smith, advertising director of Mc- 
call’s, and Clayton C. Westiana, 
manager of the commercial print- 
ing division and production. 

Mr. Boyle has been with Mc- 
Call’s for 25 years, and has held 
his present post since 1936. Mr 
Brown joined McCall’s in 1947, 
and before naval service practiced 
law in Cincinnati. Mr. Hoggson 
came to the company in 1937, 
worked on Redbook’s sales staff, 
and has been advertising director 
since 1944. 


a Mr. Shumway has been with the 
company since 1919, and circula- 
tion director since 1943. Mr. Smith 
joined McCall’s in Chicago, pre- 
viously working with Class Jour- 
nal Co., and has been successively 
assistant to the vice-president, 
eastern advertising manager and 
advertising director (since 1943) 
of McCall’s. 

Mr. Westland joined the com- 
pany in 1930 after experience as 
an engineer for Illinois Highway 
Commission and Lockwood Greene 
Engineers. He had spent two years 
in Dayton as assistant to the gen- 
eral manager of the Dayton print- 
ing plant, and returned to New 
York in 1939 to take charge of the 
division he now heads. 


Industrial Admen Elect 


Edward H. Hogl, sales promotion 
manager of the Interstate Tractor 
& Equipment Co., has been elected 
president of the Oregon Industria! 
Advertisers Association, affiliate 
of the National Industrial Adver- 
tisers Association. Other officers 
are: Vice-president and program 
chairman, E. P. Hoener, business 
manager of the Timberman; sec- 
retary, Harry R. Burton, mange! 
of -McCann-Erickson, and _ treas- 
urer, Robert Hargreaves, manage! 
of Hargreaves Advertising. 


Names Beaumont & Hohmcn 


Beaumont & Hohman, San Fra- 
cisco, has been appointed to han 
dle advertising for the San Fi 10: 
cisco Hotel Association. In a 
plans call for a six-month news 
paper campaign to begin Jun: ! 
Newspapers throughout the s al 
will be used. 


Names Ellictt, Daly 


Elliott, Daly & Schnitzer, 352 
Francisco, has been appointec ' 
handle a fashion publication 1 
direct mail campaign for Nati »@ 
Dress Co., Vancouver, manu 2 
turer of women’s wear. 


Fawcett Quits Kaiser Post 


Vance Fawcett has resigne * 
assistant to the vice-presiden ” 
charge of public relations and 2° 
vertising of the Henry J. Ke's 
Companies. 
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“A good display never dies...” 


E1nson-FREEMAN Co., INC. 
Starr & Borden Aves. 

Long Island City 1, N. Y. 
Gentlemen: 

What is the average life of a litho- 
graphed display? Twoor three weeks? 
We have some that have been in 
service FOR 17 YEARS. And they’re 
still going strong. 

In 1931 you produced for us our 
first series of six pictures, depicting 
high spots in optical history. They 
faithfully followed the original oil 
paintings in color and texture. The 
only “commercial” was our copy- 
right line. 

These pictures were an immediate 
hit. The ophthalmic professions 
(ophthalmologists, optometrists, op- 
ticians) wanted them for their walls 
and windows. Science teachers were 
quick to recognize their value as a 
teaching aid. They appreciated the 


permanent frames we provided. 

Recognizing a long potential life 
and sustained demand, we ordered 
enough to last several years. When 
our original supply was exhausted, 
we issued a second series, in 1937. 
And now you have just completed 
our third run—a reprint of the most 
popular subjects. 

Over the years, we have regarded 
these pictures as sound institutional 
advertising. They have established a 
pattern which has been widely imi- 
tated. They have earned for us 
boundless good will. 

It seems appropriate, at this time, 
to express our deep appreciation to 
you and your organization for your 
splendid help and expert workman- 
ship in the development of this idea. 

Cordially yours, 
M. C. Williamson 
Bauscu & Loms Optica Co. 


Einson-Freeman Co., Ine. 


How-good-can-you-get lithographers 


STARR AND BORDEN AVENUES, LONG ISLAND CITY 1, N.Y. 
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Nobody Wins Arguments Like These 


For many weeks, ADVERTISING 
AcE has been reporting the activi- 
ties of various publishing and other 
interests in connection with the 
pending legislation to increase 
postal rates, including the efforts 
of controlled circulation business 
papers to secure parity with paid 
circulation, second class publica- 
tions. 

The discussion has been pursued 
vigorously and with considerable 
fervor on all sides. But in general 
it has revolved around principles 
about which there seem to be 
honest differences of opinion. 

With the recent widespread dis- 
tribution of two mailing pieces by 
Putman Publishing Co., however, 
there are indications that the argu- 
ment involving paid and controlled 
business publications is assuming 
overtones of personalities and the 
use of language which is not ex- 
actly temperate. 

We deplore the development of 
a state in which personalities 
rather than principles become the 
major issue, and in which intem- 
perate language tends to replace 
logic. We deplore such develop- 
ments because we believe that this 
type of internecine “battle” can 
do nothing but harm to the entire 
business paper field. 

Business papers are an ex- 
tremely important segment of the 
American press. They have grown 
tremendously in stature, in size, 
in character and in _ influence 


within recent years. It would be 
too bad, not only for business pa- 
pers, but for their readers and ad- 
vertisers, if internal strife within 
the field were to lessen the high 
confidence which advertisers and 
readers now repose in them. 

There is, quite obviously, a dif- 
ference of opinion within the field. 
The proponents of each viewpoint 
have a perfect right to present 
their viewpoints, as forcefully and 
as clearly as they are able. But com- 
mon sense indicates that this right 
does not extend to personality wars 
or to other tactics which have the 
inevitable effect of undermining 
the confidence of readers and ad- 
vertisers in the essential integrity 
and value of the business press. 

Carried to extremes, such tac- 
tics cannot fail to be harmful to 
all the interests involved. Similar 
situations have developed, from 
time to time, in connection with 
other media, as well as in other 
fields. The net result, almost in- 
variably, is that the argument de- 
velops to the stage where nobody 
wins anything, tempers are frayed, 
and the innocent bystander—in 
this case both reader and adver- 
tiser—is likely to conclude by mut- 
tering, “A plague on both your 
houses.” 

The place that business papers 
fill in the American economy is 
too important to permit such a 
condition to develop in this in- 
stance. 


What About Letters to Retailers? 


We were shocked to learn of an 
experiment with “merchandising 
service” made by Betty Bice, na- 
tional advertising manager of the 
Burlington Hawk-Eye Gazette, 
Burlington, Ia. 

Miss Bice doesn’t believe that 
“letters to the trade,” so frequently 
requested by national advertisers, 
mean anything. This spring she 
proved it, with the cooperation of 
one advertiser. A merchandising 
letter on DyanShine went out to 
136 local dealers—grocers, drug 


stores, shoe repair shops, etc. It 
was mimeographed, but very at- | 
tractively done, with a big illustra- 
tion of a DyanShine package and a 
lot of sell. 

Included in the letter was a no- 
strings-attached offer: 

“If you will return this letter 
to the Hawk-Eye Gazette office 
within the next 48 hours, we will 
send you a brand new $1 bill for 


your interest and trouble.” Not a 
single letter was returned! 

The lack of a single request for 
a dollar seemed so incredible that 
Miss Bice asked some of the 
dealers if they had received the 
letter. None of them admitted 
reading it, and their general com- 
ments about such letters were 
skeptical, if not insulting. 

Miss Bice says “this proves to us 
somewhat conclusively the mis- 
judged efficacy of letters to the 
trade.” She adds that the Hawk- 
Eye Gazette will be reluctant to 
make the number of mailings in 
the future which it has made in 
the past, for which one can 
scarcely blame her. 

It might be a good idea for ad- 
vertisers to stop demanding “mer- 
chandising” blindly, and make sure 
that what they ask for in this line 
adds up to something really 
worth while. 


—Electrical Merchandising 


“It's a new sales approach. We appeal to their sympathy.” 


Valuable Valuable 


Herewith the latest in banking 
conveniences by Trade Bank & 
Trust Co., New York. 


QS... 


a left-handed 


check book 


Trade Bank and Trust Company 
dedicates this check book to 

the ‘Southpaw’ who will readily 
appreciate its many conveniences. 
Stubs ond binding are on the 
right...folds from the left. 
Availabl-+ ~* -" thrae br- 


Subscription Trouble 


An agency friend of ours 
dropped in the other day with a 
handful of correspondence and a 
query as to what has happened to 
magazine subscription fulfillment 
organizations. And after going 
through his stack of evidence, we 
had to agree with him. 

Exhibit A: A form letter from 
The Saturday Review of Litera- 
ture, received in May and ad- 
dressed ‘“‘Dear Former Subscriber.” 
His checkbook shows he sent them 
$12 on Aug. 9, 1948, for a three- 
year subscription. 

Exhibit B: A form letter from 
Collier’s, received in May, telling 
him his subscription expired “a 
few weeks ago.” His checkbook 
shows he sent Collier’s a $10 check 
for three years on March 9, 1949. 

Exhibit C: A form letter from 
Newsweek, received in May, tell- 
ing him his subscription expired 
“three weeks ago.” His checkbook 
shows he sent Newsweek a check 
for $10, for a three-year subscrip- 
tion, March 9, 1949. 

Exhibit D. A long file of letters 
to and from The Atlantic Monthly, 
the gist of which is that his sub- 
scription is paid through Decem- 
ber, 1951, but that he hasn’t been 
getting any copies. This is too com- 
plicated to review, but he sent At- 
lantic Monthiy a check for $14.50 
on July 9, 1948, but did not get 
any copies from August of last 
year until February of this year. 
Then he got two copies of the 
February issue and no March, 
April or May issues until May 17, 


when the three arrived together. 

If we were an agency man 
actually paying for magazine sub- 
scriptions and not getting them, 
we'd be pretty angry. But this 
chap isn’t, he just wonders what’s 


up. 


Correspondence 


Into AA’s Chicago office re- 
cently came this photograph, and 
a release describing a new Web- 
ster-Chicago dictation wire re- 


corder. But one of our eagle-eyed 
(and we do mean eagle-eyed) ed- 
itors decided to read the letter. 
Here’s what it says: 

“Attention, Mr. E. F. Whitaker 
“Dear Whit: 

“A good client of ours out this 
way is planning on buying an 18- 
foot Chris-Craft ‘utility model’ 
speed boat, equipped with a 105 
hp engine. 

“I believe he has someone in 
Chicago figuring on this boat to 
see whether or not he could get 
an inside price on it, but I thought 
I’d drop you a line to see if you had 
any connections or knew of anyone 
who might be able to give this 
client a little help on this deal. 

“If you don’t have such a con- 
nection, just forget about the whole 
thing; but if something could be 
worked out easily, I should ap- 
preciate hearing from you. 

“Thanks for your efforts and 
warm personal regards. 

Sincerely yours, 
HOWARD 


Howard H. Monk & Asso- 

ciates.” 

As every midwesterner knows, 
Howard H. Monk & Associates is 
a Rockford, Ill., agency, and 
Whitaker is half of Whitaker- 
Guernsey Studios, Chicago photo- 
grapher. 

As we’ve heard art directors 
say, nothing is more important in 
a picture than background. This 
background is unusual and shows 
the range of agency service. 


Political Note 


Last week a Times Square 
newsreel theater had this mar- 
quee billing: 

“Wish You Were Here” 

Chinese Reds Executed 


Advertising Age, May 30, 194: 


Rough Proofs 


The $40,000 first prize in th 
new Fab jingle contest is not onl: 
FAB-ulous, it can properly b 
rated as mar-VEL-lous. 


Woman’s Home Companion say: 
it received over 10,000 requests ir 
one month for a booklet, “When 
Children Ask About Sex.” Ap 
parently the story about the bird: 
and the bees isn’t so good an) 
more. 


Gus Zernial, the ex-Hollywoocd 
slugger who is now leading Amer- 
ican League hitters for the White 
Sox, is doing a lot to build up the 
movie capital’s he-man reputa- 
tion. 


“Legend of a Lady,” a romance 
of the soap opera division of ra- 
dio, was written by a former com- 
poser of soap opera scripts. Re- 
viewers say it uses much the same 
plot, without the commercials. 


The production manager, says 
Poet Arthur Frederic Otis, “tight- 
ens belt and loosens tie and collar, 
and sends out for a ham-on-rye 
and coke.” 

For the sake of a good adver- 
tiser, can’t you make that Coke? 


A classified advertiser describes 
himself as one of the country’s 
most able “working” art and pro- 
duction directors. 

He not only buys it, he makes 
it. 


Leo Burnett, according to the 
Partridge & Anderson saga, landed 
a big muskie on his first and only 
fishing trip. He’s like the fellow 
who quit golf after making a hole 
in one. 


For AM commercials to be re- 
membered, says Horace Schwerin, 
they must either be liked very 
much or disliked intensely. 

Just like people. 


James M. Moseley thinks the 
Post Office could reduce its deficit 
by hiring a sales manager and us- 
ing point of purchase and direct 
mail promotion. 

He must be an advertising man 


Ernest F. Gardner says his sale: 
letters are “warm, friendly, visity 
informative, persuasive, convinc- 
ing.” 

How visity can you get and stil! 
be convincing? 


Gladys the beautiful receptionis' 
says it’s nice of Mr. Kaiser to ask 
people to write him about his car 
but she’s sure he’ll have to stay in 
the office after hours to answe! 
all their letters. 


AA reported a bi-annual sale: 
meeting of the William Carter Co. 
and a doubting Thomas wants t« 
know whether its men can success- 
fully absorb a two-year supply 0! 
sales vitamins at one sitting. 


Copy Cus 
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Families In America’s 3£° Market 


— | 


eT 
To Sell More Clothes To More y 


REMEMBER PHILADELPHIA 
PREFERS THE INQUIRER 


MEN’S AND WOMEN’S CLOTHING STORES 
BOTH CONTINUE TO PREFER THE INQUIRER 


For the 10th consecutive year, THE INQUIRER keeps ahead of all 
other Philadelphia newspapers in total clothing stores linage. Note 
the figures for the first 4 months of 1949. 


THE INQUIRER 1,274,162 
2nd PAPER 936,579 
Both THE INQUIRER and 2nd paper publish 7 days. Source: Media Records 


NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISIING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Mngquirer 


Exclusive Advertising Representatives : 


TED W. LORD, Empire State Bldg.,-N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX,’ Penobscot Bidg., Detroit, WOodward 1-6005 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946; 448 S. Hill St., Los Angeles, Michigan 0578 
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Commerce Head Confident 
of ‘Gradual’ Adjustment 

WASHINGTON—The administra- 
tion top command no longer pre- 
tends that business is heading to- 
ward “horizons unlimited.’ Com- 
merce Secretary Charles Sawyer 
speaks of a “transition” from “a 
high inflationary peak to a nor- 
mal plateau.” Treasury Secretary 
John Snyder, confident about the 
future, says we are in the midst 
of a “gradual” postwar adjustment 
to “normal competitive conditions.” 

Sawyer, “the business man’s 
spokesman in the cabinet,” is for 
“a sound financial system.” To 
keep the government budget bal- 
anced, he’s for rigid economy; 
“restraint” on the part of labor; 
reduced subsidy to farmers; lower 
“bounties” to “other parts of the 
world.” Even higher taxes. 

Sawyer says the economy i 
“strong.” He finds substantial de- 
mand for all kinds of producers’ 
goods, and anticipates continued 
high-rate expenditures for new 
plants and equipment. His econo- 
mists report that production and 
employment held firm in April 
after a noticeable dip during the 
first quarter of 1949. 

Mr. Snyder recalls that the “ad- 
justment”’ process began with lux- 
ury goods in 1946, extended to 
machine tools, auto tires and ra- 
dios in 1947; textiles, shoes, auto 
trucks, furniture and household 
equipment in 1948. He finds oon- 
sumers in a strong purchasing po- 
sition, with $200 billion of “‘stored- 
up” purchasing power and per- 
sonal income at a near-record $214 
billion-a-year-rate. 

see 


nan 


Commerce Secretary Sawyer 
ridicules the suggestion that bus- 
iness opportunities in America 
are now limited. He says most bus- 
iness failures stem from misman- 
agement. “Those of us who have 
spent our lives in business know 
the excitement and the romance 
in developing a business and mak- 
ing it go. 

“The young men of this country 
who are interested in a business 
career should be told that the op- 
portunities are limitless—that good 
judgment and courage and indus- 
try still produce great results— 
that opportunity still beckons.” 


Auto financing may be back in 
the Washington news. A decade 
ago, finance subsidiaries of the 
“big three’ auto makers were on 
the uncomfortable end of a Justice 
Department crusade. Ford signed 
a consent decree, later set aside 
by the Supreme Court after Justice 
failed to apply sanctions to Ford’s 


By STANLEY E. COHEN, Washington Editor. 


competitors. 

The new attack on auto finan- 
cing will be directed at dealers, 
according to reports, and will be 
engineered by the Federal Trade 
Commission. Allegedly, it has con- 
gressional inspiration, and is based 
on “thousands” of letters com- 
plaining that dealers impose un- 
favorable financing arrangements 
on car buyers. 


Federal Trade Commission is 
pushing its drive on “illegal” de- 
livered price systems, congres- 
sional hostility notwithstanding. 
Latest case, announced Wednesday, 
involves a freight allowance sys- 
tem and “price leadership plan” 
which allegedly results in identical 


delivered prices for malleable iron 
chains. Malleable Iron Chain In- 
stitute and eight companies mak- 
ing up the entire industry are 
named in the complaint. 

Note: FTC’s congressional critics 
deny that they want to pare down 
power to prosecute “price conspir- 
acy” cases. They say delivered 
price prosecutions should mark 
time until Congress decides how 
to distinguish between “conspir- 
acy” and “meeting competition.” 

ses 


Agriculture Department may 
turn to visual aids, including a 
color film, in order to do a quick 
educational job on fruit and vege- 
table handling and selling among 
the nation’s 300,000 grocery store 
owners, managers and helpers. For 
the past year, the department has 
conducted training classes for gro- 
cers, under contract with the 
United Fresh Fruit and Vegetable 
Association. Fruit and vegetable 
industry members are excited with 
the results, but point out that 
only 11,000 persons have been 


trained so far. They want 1950’s 


Research and Marketing Act ap- 
propriation to include mass train- 
ing equipment to supplement the 
training classes. 


Weekly, Daily Newspaper 
Directory Issued 


Newspaper Advertising Service, 
Chicago, has issued its 1949 spring 
edition of the National Directory 
of Newspapers, listing all general 
circulation papers now published, 
including the 5,605 community and 
suburban weeklies which it rep- 
resents. 

The volume contains marketing, 
mechanical, circulation and rate 
information for weekly, semi- 
weekly and tri-weekly papers, 
and lists daily papers separately. 
The directory is available from 
NAS offices in Detroit, Chicago 
and New York for $3. 


Spot Check Expands 


Spot Check, Inc., New York, 
television and motion picture sur- 
vey agency, has opened offices in 
Boston, Cleveland, Houston and 
Beverly Hills. Video reaction sur- 


veys are planned for the late 
summer. 
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‘Daily Iowan’ Wins 
College Paper Awarj 


New YorK—The University >f 
Iowa’s Daily Iowan has won te 
grand award for over-all exce'- 
lence in management, research a: d 
merchandising, given by Nation | 
Advertising Service, Inc., nation \) 
advertising representative of co - 
lege newspapers. 

The awards were based on thrice 
nationwide competitions, in which 
approximately 200 college pape:s 
entered. V. E. Canale, president of 
National Advertising Service, said 
the competitions had two primary 
purposes: To foster high standarcis 
of college newspaper publishing 
and to encourage a greater under- 
standing of sound business and 
journalistic practices, marketing, 
research and merchandising. 

Cornell University’s Daily Sun 
was first in management competi- 
tion, Texas A. & M.’s Battalion 
first in research, and Ohio State 
University’s Lantern first in mer- 
chandising. 
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RS VAVIOSON 


To UP SALES, direct extra advertising 
at the biggest buyers — MOTHERS! 


Use this seal to build 
confidence and UP SALES! 


61 % of their husbands read 


PARENTS’ 


MAGAZIN E 


52 Vanderbilt Avenue, New York 17 


_Atianta, Boston, Chicago, Los Angeles, Sen Francisco 


When The News started publication in 1919...we 
learned that New York was a very big city—and very 
little else about it. Thumbing through the 1910 
Census Reports and Rand McNally Atlas practically 
exhausted the available sources of information. 


The new paper picked up more than 400,000 
circulation in 18 months, and an ugly rumor got 
around that News readers were ringers from we 

. _§2d (& Bae) or found under stones!.. 
qt We had to get hep 
ae to our clientele, strictly 
from desperation! 

We persuaded advertisers 
to climb out at dawn and tour 
newsstands, to see for 

themselves that all newspapers were bought by just 
people—anot types! A very hard way indeed to 
hold friends, and influence space buyers... 

Getting market information is a gladsome task 
compared to getting customers up at five in the 
morning. And no Fact of Life looks prettier on NE 
corner 171st & Broadway at 7:12am, coolandcloudy, 
possible showers—than on paper! 

Because The News was (and is) like no other 
newspaper ...too much, too little, too different, too 
incredible, too something...every early advertising 
sale was made-in-Missouri. 

In rts EARLY years, advertisers doubted that 
News readers read and believed advertising... 
werea market for this, that, the other! Andignorance, 


doubt, prejudice were overcome only by FACTS. 
We acquired the habit early of finding out. 


Readers, identified by response to News features, 
and queried by mail as to stores they patronized, 
advertising they followed...with floods of postcards 
persuaded department stores that The News was a 
new and unlimited market. 

Through trial and error, new research techniques 
were evolved, fact-finding safeguards established... 
A good twenty-five years before the 1948 elections, 


~ News researchers were learning the discrepancies 


between public profession and public performance, 
and to detect, disprove and disqualify faulty methods 
.. The accumulation of experience and information 
made The News the first source of market and 
marketing information in the New York market. 


Tue news instigated, urged, and programmed 
the first New York Market Analysis, sponsored by 
eleven newspapers, conducted by New York 
University Bureau of Business Research from 
1921 to 1923...a study which reduced the whole five 


yy 1 r) boroughs to 105 district 


maps, with designations 
5 4~ for income groups, shopping 
centers, population 
-° _ characteristics, made possible 
better directed and more 
efficient sales work, saved 
waste effort and time... The study culminated in the 
first New York Retail Census, listing every retail 
outlet below the third floor (excepting taxidermists, 
china painters, hamster breeders and other exotic 
etc.) and provided the first accurate and 
comprehensive route lists. 
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DORIS MEETS SPONSOR—Doris Brown, narrator and announcer on “Lucky Pup,” 

chats with S. Charles Walls Sr., extreme right, assistant to the president and ad- 

vertising director of Phillips Packing Co., Cambridge, Md., a new sponsor of the 

CBS-TV series. Looking on are Ralph McKinnie, CBS-TV account executive, and 

Alvin Summerfield, vice-president and director of television, Aitkin-Kynett Co., Phila- 
delphia. 


Appoints Lefton Agency 

American Tile & Rubber Co., 
Trenton, N. J., manufacturer of 
Amitco rubber flooring, has placed 
its advertising with Al Paul Lef- 
ton Co., Philadelphia. 


Kuklich Joins Hening 


ative director of Lawrence Boles 
Hicks Advertising, New York, has 
joined Hening & Co., Philadelphia, 
in a similar capacity. 


R. Joseph Kuklich, formerly cre- 


Lower Profits Are 
Serious Threat to 
Independents: Lowy 


' Curcaco—“The trend of shrink- 
ing profits for independent re- 
tailers is continuing, and threatens 
their very existence,” said Walter 
H. Lowy, vice-president, Formfit 
Co., at the company’s second an- 
nual merchandise managers’ clinic 
May 19-20. 

Basing his statements on surveys 
and statistical data prepared by 
the National Retail Dry Goods As- 
sociation and the Department of 
Commerce, Mr. Lowy asserted: 
“Independents will have to hit the 
chains where they are most vul- 
nerable, to give more and better 
service, carry larger and better 
assortments, and promote quality 
with nationally-known brands.” 

Representatives at the clinic 
came from stores across the coun- 
try, from Canada, and from stores 
of all sizes. 

A. E. Aveyard, executive vice- 


president, MacFarland, Aveyard & 
Co., told the group that good ad- 
vertising is based on “one great 
fundamental—that the psychology 
of advertising is a buying psychol- 
ogy, not a selling psychology.” To 
bring about action on the part of 
the buyer, he continued, advertis- 
ing “must meet the mind of the 
market.” 

He added that a great many ad- 
vertisers have successfully turned 
the consumer’s mind toward their 
product—but the millionaires are 
those who have turned their prod- 
ucts toward the consumer’s mind. 


Satety Razor Elects Weil 
Sidney Weil, vice-president and 
director of sales of American 
Safety Razor Corp., Brooklyn, has 
been elected to the company’s 
board of directors. He has been 
with the company for 23 years. 


Dimond-Union Names Silton 
Silton Brothers, Boston, has been 
appointed to handle the advertis- 
ing of Dimond-Union Stamp 
Works. Magazines, trade publica- 
tions and direct mail will be used. 


This Market Analysis was revised and brought up 
to date on 1930 Census data in 1932-33 by The News, 
Times and Herald Tribune...and again in 1942-43 
by The News, Journal-American, Mirror and Times 
—with sales volume for important classifications 


based on 1940 Census data. 


states, and 


counties for the whole country. 


and marketing efforts were resumed. 


Market Analysis districts became the base for 


the first News circulation audit in 1926, annually 

thereafter. Later, the other New York morning 

newspapers made uniform audits. 

News Research subsequently 

distributed sales slips and charge 

accounts by districts, showed 
many stores the sources 

of their sales, and potentials. 


In 1936, an extensive study was made of gasoline 
and oil purchases, and newspaper preferences of car 
owners...to the benefit of the industries concerned. 

The growing practice among New York matrons 
of buying their copy of The News before doing their 
marketing, leaving the 
paper and the baby outside 
the store...in 1933 
suggested a photographic 
nee ae documentary which did 
much to convince the conservative food industry 
of the advantages of News advertising. 


Facruatand pictorial studies of outlying towns, 


A MONTHLY service, giving 
thedistribution by districts of new 
car sales by makes and models, 
was begun in 1928...dropped in the War years, 
revived in 1946...for automobile manufacturers. _ 

In 1934, when Repeal was six months old, a 
major study was made of brand preferences and 
purchasers’ newspaper readership in New York City. 
Subsequent studies were made of buying of 
individual brands and beer... Another package 
store liquor sales study was made in 1938, and the 
latest survey was conducted last year. 


Post-war major studies include: 
1946—Branch Department Store Location studies 


Over two decades, hundreds of studies have been 
made of products in the New York City market. 

The Was depleted News research and marketing 
staffs, curtailed new projects. In 1946, research 


were made in Queens, White Plains and Hackensack, N. J. 


for the same 


made during the thirties, helped advertisers get a 


better appreciation of the national Sunday News 
market... And an outstanding compilation titled 
“Sunday News U.S.A.,” included new and exclusive 
data from the 1939 Census of Business . . . presented 
distributions of newspapers and national magazines 
in New York City, suburbs, towns in the six adjacent 


THE NEWS 


New York’s Picture Newspaper 


Coeeeeceesesseeeeseseeees 
® Circulation now exceeds 4 
@ Dally ..«-c-cece 2,225,000 e 
$ Sunday... . . 4,450,000 $ 
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1946—New Home Owners in 18 districts in Queens 
were surveyed as to recent major household purchases, store 
and newspaper preferences. 
1946—Vacation Travel study was made among 7,000 
News readers who had requested travel information. 
1947—Readership Checks among 1206 News readers 
were made by Grant Research Associates . . . following 
earlier readership studies by L. M. Clark. 
1947—American Airlines passenger study, and other 
studies for Pan-American, Colonial and Scandinavian Air lines. 
1947—Bohack Store Managers’ newspaper preferences, 
and results experienced. 
1947—Gulistan Rug study on consumer decoration 
plans and purchases of rugs and carpets; comparative 
influence of advertising in newspapers and magazines. 
1947—Television Set Ownership, first major study 


of its kind, involving 33,074 


and economic status. 


periods in ’47, ’46 and °41. 


Tue news has grown, thrived and sold itself 
with information...is the largest source of available 
information on the New York market—and will 
continue to be. Come to The News first—for news 
of the nation’s first market. 


owners in New York City and 
suburbs, classified by locality 


1948—-Building Contracts 
in New York City and suburbs 
for the first half and full 
year of °48, with similar data 


1948— Washing Machines study among 101 City 
appliance dealers on sales by localities and brands. 
1948—Cigarette Survey to determine sales status 
of major brands in 4,700 city drug stores. 
1948—Two Million Cars—an analysis of city and 
suburban car registrations by makes, models, price groups; 
by five-year periods; by economic status. 
1948—Suburban Market Analysis of population, 
houses, outlets and sales, in New York suburban 
counties, based on the latest Census data. 
1948—Package Store Liquor Sales—a study of 
liquor purchases made by 13,512 customers in 149 city stores; 
with newspaper preferences, obtained by store salespeople; 
by boroughs, economic groups, newspaper readership; 
including new data on newspaper reader duplication. 


here's an unwritten law in our 
plant that, regardless of its size, any 
job worth printing deserves the best 
possible engravings . .. for true 
reproduction. That's why we always 
have equal respect for the towering 
and the tiny; use equal care in pro- 
ducing the smallest and largest, 

the simplest and most complicated 
plates. That’s why our customers 

... from wee companies to huge 
corporations... are equally pleased 
with the results. They also appre- 
ciate the fine photographic, art and 
retouching services that are always 
available. If you, too, want full 
value for your engraving expendi- 
tures, write, wire or ‘phone... 


ARTISTS * ENGRAVERS 
Ve. ia, Illinois 
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THIS I REMEMBER 


by Eleanor Roosevelt 


Chapter I 


Naturally most people will be interested primarily in what I may have 
to tell about my husband. What I have to say, if it is to contribute any- 
thing more to the understanding of his life and character and objectives 
must be about him as an individual. 

I do not claim that I can be entirely objective about him, but there 
are some things I know that I feel sure nobody else can know. If I can 


contribute what I have learned, and what I believe to be true, I may help 


to fill in the true picture for future historians, 

The political influence which was attributed to me was nil where my 
husband was concerned, largely because I never made the slightest effort to 
do what I knew I could not do. However, one cannot live in a political 
atmosphere and study the actions of a good politician, which my husband was, 
without absorbing some rudimentary facts about politics. I think my 
observations of conditions and of the feelings of the average people within 
our country probably are fairly trustworthy still, 

I had many occasions to think seriously about the problem that faces j 
the family of a man in public life, particularly one hated wholeheartedly 
by some and loved equally wholeheartedly by others. Of necessity the 
attitude toward him was carried through to the members of his family and 
had some effect on all of them, : ; ( 

Franklin had a very strong feeling that our sons should be allowed to : 
make their own mistakes and their own decisions. He always said they must : 
find things out for themselves. I think his attitude came very largely | : 


from the fact that his mother had wanted to direct his every thought and 


deed and that he had had to fight for independence .eee 
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Three magazines in one 


NEWS AND FICTION 


Nonfiction 
> Boy or Girl? Albert Q, Maise] 
1) - Movies Frankie McKee Robins 
ne National \ ewsletter 


Fn eT 


emember Fecanor Roosevelt 
The Trials of Axis Sally John Bartlorw Martin 
yew If You Ask Me Elcanor Roosevelt 

Fiction 


Sure as There's a Sun 
Never D; 


Jvanne EF. IN ylie 
Margaret Landon 
Marlise J ohnston 

Betty Kiclgaard 

Natali¢ Shipman 


Wife Wise. Dinners Big Helen McCully 


Young } larrieds Okay Buffet Suppers 


Th ki Town TTelen Bishop 
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Promotes Scholl Week 


Scholl Mfg. Co., Chicago, will 
promote Dr. Scholl’s Foot Comfort 
Week which begins June 20 with a 
special full-page ad in the June 
18 issue of The Saturday Evening 
Post and special mentions in regu- 
lar Scholl ads in other national 
magazines. Donahue & Coe, New 


York, is the agency. 
— you! Remember 
nee 
WM. F. RUPERT 
RECENT = |compiter of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
BIRTH for the past fifty years. 
90 Fifth Ave., New York 1) 
LISTS CH 2-3757 


FTC Sets Up Trade 
Practice Meeting 
for Candy Industry 


WASHINGTON—The Federal Trade 
Commission announced May 19 
that the candy manufacturing in- 
dustry will have an opportunity 
to discuss rules against unlawful 
price discrimination, at a trade 
practice conference scheduled to 
be held in Chicago, June 9. 

The candy industry has been a 
source of trouble for the commis- 
sion over the past ten years. More 
than two dozen of the largest in- 
dustry members are involved in 
price discrimination cases now be- 


ene 
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at 


ing heard. 

The suggested trade practice 
code for the candy makers covers 
a wide variety of trade practices. 
but price discrimination has been 
the industry’s chief trouble in the 
past. Cases pending before the 
commission charge that chains and 
vending machine organizations ob- 
tain unlawful price advantages and 
advertising rebates from the candy 
makers. 


Artists Reelect Rondell 


Lester Rondell, art director of 
Morris F. Swaney, Inc., New York, 
has been reelected president of the 
New York Art Directors Club. Also 
elected were Bradbury Thompson, 
lst vice-president; John Zwinak, 
2nd _ vice-president, and James 
Boudreau, secretary. 


Morton Appoints Hamilton 


Hamilton Advertising Agency, 
Chicago, has been named to direct 
the advertising of Morton Mfg. 


Co., Chicago manufacturer of steel 
kitchen cabinets and sinks, rail- 
way appliances and _ fabricated 
metal specialties. 
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aramond 


. .. a sixteenth century French product 
by the famous punch cutter and 
typefounder Claude Garamond. 
Wonderfully clear and 
open with a conscious elegance of 


design that has kept it popular 


and useful through the years ne 
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Class D golfers cheered when Nelson Bond, McGraw-Hill v.p., a 26- 
handicap man, won the president’s cup for low net at the Associated 
Business Publications annual golf tournament at Hot Springs, Va., with 
a sparkling 89. . . ; 

Andrew J. Haire, Haire Publishing Co., and E. F. Hamm Jr., Traffic 
World, respectively retiring chairman of the board and president of 
ABP, received handsome silver plates suitably inscribed as the result of 
their good work for the organization at the annual spring conference at 
Hot Springs, May 19. . . 

Strictly vacation for Craig Claiborne, ABC’s TV coordinator (Chicago) 
is a two-weeks’ cruise to the Virgin Islands. . . Partly vacation, partly 
business is a two-months’ tour of the British Isles and the Continent for 
Sam Cromie, v.p. of the Sun, Vancouver, B.C., and Mrs. Cromie. . . 
Richard Drukker, vice-president of WPAT, Paterson, N. J., and treasurer 
of the Herald-News, Passaic, is vacationing in Bermuda. . . 

Joseph Moss, president of Moss Associates, New York, has been 
named chairman of the advertising and public relations division of 
Children for Israel, Inc. . . Paul Whiteman, famed musician and Ameri- 
can Broadcasting Co. executive, has joined the National Committee of 
Sponsors of Big Brothers of America, which dedicates its work to the 
prevention and control of juvenile delinquency. . . 


ENTERTAIN CLUB GUEST—In this fivesome, left to right, are Harry Simmons, New 

York management consultant; and De Witt Morgan, Pettus Advertising Agency; 

T. Frank Smith, Station KRbS; Fred De Witt, Remington-Rand, and Tommy. Tucker, 

Maverick-Clarke, all of Corpus Christi, Tex. Mr. Simmons spoke before the Corpus 

Christi Sales Executives’ Club. Mr. Smith, president of the club, was host to the 
group aboard his cabin cruiser. 


Franklin M. Doolittle, president of WDRC, Hartford, Conn., is cele- 
brating his 27th anniversary with the station this month. He founded 
WDRC in 1922... 

G. Allen Reeder, director of public relations and promotion of Esquire, 
Inc., New York, has been appointed head of the Christian committee 
of the 1949 Campaign of the United Jewish Appeal of Greater New 
York. . . Roy Sper, promotion manager of Sports Afield, is on a South 
American vacation cruise. . . Evelyn Walmsley of McKee & Albright, 
Philadelphia, has been elected president of the Advertising Media Forum 
of Philadelphia. . . 

Howard G. Hass, sales promotion manager of Esquire, Chicago, will 
marry Carolyn Werbner, a Chicago girl, on June 4, and honeymoon 
in Guatemala. . . 

Jerome B. Gray, senior partner of Gray and Rogers, Philadelphia, 
has been named chairman of the public relations committee of the 1949 
Community Chest campaign in Philadelphia. . . Robert T. Cutler, presi- 
dent of the Cutler Sign Advertising Co., Philadelphia, is the new presi- 
dent of the Fluorescent Lighting Association. . . 

Irving B. Harris, executive v.p. of Toni Co., has been elected to the 
board of governors of the Chicago Heart Association .. . 

MacManus, John & Adams, Detroit, celebrated its 15th anniversary 
May 11 at a buffet supper for the staff, with President James R. Adams 
and Chairman W. A. P. John as hosts .. . 

Our own staff report: Bob Murray, managing editor in Chicago, is 
bearing up nobly (too nobly) under the added strain of being marshal 
and temporary fire chief of Park Forest, Ill, new suburban dreamland. 
Maurine Brooks, associate editor in New York, plans to visit the south- 
land early in June to have her name changed to Maurine Brooks Chris- 
topher. Jack Gafford, adv. dir., is basking in the reflected glory of niece 
Ann Jeanette Williams of Omaha, who tied for first prize in the adver- 
tising essay contest for high school students sponsored by the Omaha 
Advertising Club... 

John Cooper, business manager of the Australian edition of Reader’s 
Digest, is in New York to confer with members of the general staff on 
new plans for that edition. . . Bruce Cruikshank, station manager of 
KIBH, Seward, Alaska, is visiting offices of Pan American Broadcasting 
Co. in New York. . . 

The Advertising Club of Michigan State College, East Lansing, was 
officially installed May 7 as the Don Francisco Chapter of Alpha Delta 
Sigma. The club was named in honor of Don Francisco, J. Walter 
Thompson vice-president, who is an alumnus of Michigan State. . . 

John D. Burke, with the New York office of Erwin, Wasey & Co., was 
wed May 14 to Elizabeth Ann Hourigan of Wilkes-Barre, Pa. . . And 
William Pursell, on the advertising staff of Parents’ Institute, has be- 
come engaged to Dorothy Ray of Far Hills, N. J... 

Albert Hailparn, executive vice-president and sales director of Einson- 
Freeman Co., New York lithographer, became a proud parent when a 
son, William Hailparn II, was born on Friday the 13th. . . Don McClure, 
J. Walter Thompson Co., New York, spends his spare time planting corn 
and beans since he’s moved into his new Bronxville home. . . J. Bob Wil- 
son, executive vice-president of Wilhelm-Laughlin-Wilson & Associates, 
Houston agency, caught a couple of the big ones recently while he was 
a guest at the Fort Clark ranch, Bracketville, Tex. . . 
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Sommercial Banks 
~lan 4% Increase 
ia “49 Ad Budgets 


Cuicaco—Commercial banks 
ian to make another hike in their 
ivertising expenditures this year, 
mounting to a 4% increase for 
1e field, the Financial Public Re- 
itions Association has reported. 

Of 222 institutions participating 

} an association survey, 206 listed 

949 advertising budgets which 
aggregate $5,667,810, compared 

‘ith the 1948 total of $5,448,066. 
The increase over last year, how- 
ever, is considerably less than the 
25% boost among reporting asso- 
ciation members in an earlier 
American Bankers Association sur- 
vey. 

Eighty per cent of the banks re- 
porting budgets in the FPRA study 
said their 1949 advertising ex- 
penditures will equal or surpass 
the °48 figures, and 45% have in- 
creased their 49 budgets over the 
previous year’s outlay. 


a Member banks will continue to 
give more emphasis to institutional 
advertising than to the merchan- 
dising of specific services, although 
the total amount will be less. In 
1948, 31% of the total advertising 
costs of the 178 reporting banks 
was spent on institutional copy. 
This type of advertising will be 
reduced to 26% of the total ex- 
pense in 1949, but the total still 
exceeds by 12% the amounts to 
be spent on the promotion of con- 
sumer credit and savings, the next 
in order of emphasis. Savings ac- 
counts have moved up from fifth 
place in emphasis during 1947 to a 
second place tie in planned ex- 
penditures for °49. 

Newspaper advertising again took 


first place in the banks’ ad pro-| 
gram, all of which employ news- | 


degree. 


paper space to some | 


Printed matter, including folders, 
booklets, blotters, stuffers and 
calendars, was next in line, with | 
81% of usage, followed by per- | 
iodicals, 78%; directories, 76%; 
displays, 72%; direct mail, 69%, 
and radio, 58%. Outdoor adver- 
tising was used during °48 by 46% 
of the reporting banks; car and bus} 
cards, 36%; cooperative advertis- | 


iug (by a local clearing house or| § 


group of banks) 23%, and motion 
pictures, 15%. 


= The survey included three re- 
ports on the use of television by 
banks and the study comments 
that “the number of television ad- 
vertisers among banks can be ex- 
pected to grow, especially in the | 
larger population centers, and the | 
increased use of this device holds 
promise of a fairly extensive shift 
of advertising expenditures among 
the various media in order to off- 
sct high television costs.” 

Of the 222 banks reporting, 108, 
0 49%, used an advertising agency 
last year, compared with 46% in 
1947, 

The study, prepared by George 
\.. Wasem, assistant vice-presi- 
dnt, Commercial National Bank 
© Peoria, Peoria, Ill., includes fig- 
\-es broken down by bank size, 

vertising media, and service ad- 

rtised, along with comparative 

ta for 1946, ’47 and ’48. 


tort Names York and Hunter 
Robert N. York Jr., formerly ad- 
rtising and sales promotion man- 
‘er of Southern Appliance Dis- 

' ibutors, Charlotte, N. C., has been 
pointed service director of Fort 
Co., Charlotte. George V. Hunter, 
rmerly advertising manager of 
e Radiator Specialty Co., Char- 
tte, has been named account ex- 
utive of Fort. 


‘ iddell Names David Allan 
John P. Riddell, Inc., Chicago, | 
aker of athletic shoes, football 
‘lmets and inflated goods, has) 
pointed David Allan & Asso- 
ates, Chicago, to handle its ac- 
yunt. 


Wallach Leaves AM for TV 


George Wallach, program direc- 
tor of WNYC, New York, has re- 
signed to devote his full time to 
TV production. He is producer- 
director of the Wendy Barrie show, 
a DuMont-Photoplay magazine 
package. 


Pennsylvania Salt Boosts 4 


Albert H. Clem, field sales super- 
visor of the special chemicals divi- 
sion of Pennsylvania Salt Mfg. Co., 
Philadelphia, has been named as- 
sistant manager of sales for that 


division. He also will assume duties 
as product supervisor on cleaners, 
succeeding Philip C. Staples Jr., 
who has been transferred to the 
company’s heavy chemicals divi- 
sion. R. S. Roeller, field sales man- 
ager of the heavy chemicals divi- 
sion, has been appointed sales man- 
ager of the division, effective June 
1. Mr. Roeller replaces Fred Prince, 
who becomes chairman of the cen- 
tennial committee. 


Four Join Ad Bureau 
Call, Piqua, O., Republican, 
Pottsville, Pa., Democrat, Sherman, 


Tex., and Advertiser-Tribune, Tif- 


fin, O., have joined the 1,000 
United States and Canadian daily 
newspapers which are members of 
the Bureau of Advertising, Ameri- 
can Newspaper Publishers Asso- 
ciation, New York. 


Owens-Illinois Ups Babcock 
George Babcock, general man- 
ager of the glass container division, 
has been appointed sales manager 
of the closure and plastics division 
of Owens-Illinois Glass Co., To- 
ledo. He has been with the com- 
pany since 1934. Joe Parks, who 
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has been acting as division man- 
ager of closure and plastic sales, 
will be attached to the staff of E. 
F. Schafer, general branch man- 
ager. 


SIGHS OF LONG LIFE" 
FOR QUANTITY BUVERS 


THE ARTKRAFT* SIGN CO. 
Division of 


</ Arthraft® Corporation 
900 Kibby $t., Lima, Ohio, U.S.A. 
“Tredemeres Reg U 5. Per OF 


Plastic Models Display Products 


Photo courtesy of 
General Electric 


With clever plastic models, General Electric builds 
miniature kitchens before the eyes of prospects. 


in General Electric Show Rooms 


2oe Consolidated Coated Papers Insure 


Striking Displays in Printed Brochures 


Interest is stimulated ... sales increased. 


To display products in print in an equally strik- 
ing manner, substantial quantities of Consolidated 
Coated Papers are used by General Electric; for 
the fine surfaces of this superior enamel insure 
printed reproductions that rival the originals. 


Consolidated Coated 
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PEL BREE SEL ROS Ble PRAY, Sa ee ae es vee 


Papers} 


CONSDLIDATED WATER POWER & PAPER COMPANY 


MAIM OFeicss 
WiISCOHSIMN RAPIDS. WtiscOnsix 


The above photograph appeared in the March- 
April issue of a G-E house organ, The Monogram, 


which was printed on Consolidated Coated. 


PRODUCTION GLOSS 
MODERN GLOSS 


five Modern Mills 


135 $6. tA SALLE ST., CHICAGO 3 


Manufactured in weights down to 45 pounds 
... and priced in the range of uncoated stocks... 
Consolidated Coated Papers are appropriate for 
a wide variety of printing, either in black and 
white or four-color process. 


# Reg. U. S. Pat. Off. 


SALES OFFICES 
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- Lanteen’s 1949 


Ad Budget Will 


- Exceed $200,000 


Company Finds Major 
Problem Is Finding 
Media to Carry Ads 


Cuicaco—The 1949 advertising 
budget exceeds $200,000. The com- 
pany has been in business for 20 
years. All copy now is submitted 
to the American Medical Associa- 
tion for approval. But Lanteen 
Medical Laboratories still has a 
hard time spending as much money 
as it would like to spend for edu- 
cation, promotion and advertising. 

Newspapers, magazines, radio 
stations and other consumer media 
still turn down all contraceptive 
advertising, even though the pos- 
session and the sale of such prod- 
ucts—and dissemination of infor- 
mation about them—is not re- 
stricted by law in any of the states, 
with the exception of Connecticut 
and Massachusetts. As a result, 
the company has had to devise an 
unusual promotion program to ex- 
pand its marketing program. 


ws When Lanteen began marketing 
its Lanteen diaphragm and jelly 
in 1922, Rufus Riddlesbarger, who 
organized the company and who 
now is board chairman, was faced 
with seemingly insurmountable 
problems. 

Contraception at that time was 
not taught in a single medical 
school in the United States. The 
first real textbook on the subject 
had only been published five years 
previously by Marie Carmichael 
Stopes in England. It was banned 
immediately, and those who sought 
tu read it had to buy copies that 
were smuggled into the States. 

Mr. Riddlesbarger faced similar 
difficulties when he began to mar- 
ket his product. Doctors would 
have nothing to do with it. Drug- 
gists were his only customers, and 
he had to sell the diaphragms and 
jelly to them pretty much on a 
“hush-hush” basis. 


gw While an officer in the Air 
Corps in Europe during the first 
World War, he learned that as far 
back as 1870, a Belgian physician 
by the name of Mensinga had ex- 
perimented with a crude form of 
diaphragm. Dr. Mensinga had 
gained some degree of renown 
for his work in Europe, but the 
medical profession there considered 
it ineffective because the outer 
rim of the diaphragm did not pro- 


Our deep rich black 
wins the hearts of 
hard to please buyers 


FINE OFFSET PRINTING 


The Veritone Co., 2701 Lehmann Court 
Chicago 14 EAstgate 7-8885 


vide an effective seal. 

Mr. Riddlesbarger and his asso- 
ciates reasoned that if some sort 
of completely bland, non-irritating, 
spermicidal jelly could be devised 
to place within the diaphragm, Dr. 
Mensinga’s invention could be 
made more effective. 

Even after he had perfected a 
jelly, however, the problem of se- 
curing clinical evidence to support 
his theory remained an almost 
impassable obstacle. The medical 
profession as a whole felt that 
mere association with the term 
contraception was highly undesira- 
ble. 


s To stimulate interest in the new 
products, he began to publish mil- 
lions of pieces of literature aimed 
at consumers, informing them of 
the possibilities of his method and 
advising them to consult their 
physicians for a fitting. 

His greatest problem, as he saw 
it, was getting women to go to 
their family doctors for advice, 
and he used the drug channels to 
achieve this end. Lanteen execu- 


saad 


a charaee 


AFTER 20 YEARS—Lanteen Medical Laboratories this year will run an impressive 
schedule in a long list of medical publications announcing the acceptance of its 
contraceptive products by the American Medical Association, and recalling its 20 
years of development and marketing of contraceptives. Dana Jones Co.'s medical 


division, Chicago, directs all advertising. 


tives feel that this is stiil their] In 1935, Robert C. Kohser walked 


greatest problem today. 


into the company offices looking 
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for work. He was, he admits frank - 
ly, broke, and he needed a job. M. 
Kohser started as a salesman, anj 
in 1942 became vice-president :f 
Lanteen and then president, whe» 
Mr. Riddlesbarger took over the 
board chairmanship. 

From 1929 to ’35, Lanteen lak - 
oratories were in their formative 
period. From 1935 to 1942, the vol- 
ume doubled, and from ’42 to ’46, 
the volume doubled again. Eve) 
though the company has adde:! 
several products, sold on a pre- 
scription basis, to its line (Procar- 
min, Estrogel and Pyridex) its 
diaphragm, jelly and powder have 
remained the leading items. 

By 1936, Lanteen had a very 
spotty national distribution, and 
only achieved effective national 
sales in 1942. About 1941, the com- 
pany added drug window displays 
to its promotion program, and 
since that time has spent from 
$50,000 to $80,000 annually on such 
displays. 


w This year, Mr. Kohser told AA, 
Lanteen plans to spend more than 


What every advertiser to 


DELL MODERN GROUPS 


MODERN SCREEN ® MODERN ROMANCES @ SCREEN STORIES 
Dell Publishing Co., Inc., 261 Fifth Avenue, New York 16, N.Y. 


THE TOP 15 MAGAZINES ON THE NEWSSTANDS IN AMERICA! | 
POSITION MAGAZINES CIRCULATION % GAIN OR LOSS | 
; 
2nd Six 2nd Six 2nd Six 2nd Six | 2nd Six Months ‘47 
Months Months Months Months Vs. 
1947 1948 1947 1948 2nd Six Months ‘48 
1 1 We civics: 2,540,052 2,166,210 —14.7 
2 2 Ladies’ Home Journal... .. . 2,155,499 2,015,095 — 6.5 
4 3 Saturday Evening Post..... 1,730,532 1,673,065 — 3.3 
3 4 True Confessions .......... 1,737,579 1,664,840 — 42 | 
6 *s Woman’‘s Home Companion. . | 1,527,400 1,511,061 ae . 
5 6 Me 8 ise 1,668,148 1,463,200 —12.3 
9 7 nn er eee 1,231,248 1,382,349 12.3 
“ a I 5 sass Viv cae: 1,401,473 1,302,584 = 7.2 
> i, , ee el .. | 1,420,070 ~——- 1,201,695 —15.4 
11 10 Better Homes & Gardens.... | 1,150,990 1,143,714 — 0.6 
10 iB Good Housekeeping ....... 1,167,976 1,126,184 — 3.6 
13 12 Modern Romances ....... . | 981,045 ‘1,116,907 13.8 
16 13 Modern Screen ........... 944,482 1,041,958 10.3 
15 ee ee ee ; 949,989 994,377 4.7 
18 1 A isi ee, ; 915,924 985,515 7.6 


Dell Modern Group is the only group with 2 magazines in the top 15! 
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100,000 for material, approved by 
he AMA, which is designed to 
ducate the thousands of people 
who visit physicians only when 
they are born and again at death. 

The only way we can get these 
,eople to doctors is to educate 
ruggists to send them there for 

fitting,” he adds. 

In 1936, the American Medical 
\ssociation, in effect, recognized 
anteen and its competitors (John- 
on & Johnson’s Ortho Pharmacal 
Laboratories and Holland-Rantos 
Co.’s Koromex). Julius Schmidt & 
Co. later introduced its Rameses 
products. 

The AMA’s Journal in that year 
published the statement: “When a 
medical reason for avoiding preg- 
nancy exists, in the opinion of the 
committee [to study contraceptive 
practices and related problems] it 
is the duty of the attending physi- 
cian, regardless of his personal be- 
liefs, to inform’ the patient of her 
physical condition and the hazard 
of pregnancy.” 

That paragraph will appear this 
year on the opening page of Lan- 


teen’s booklet: “An Improved 
Method of Contraception,” which it 
plans to send to 68,000 physicians 
as the opening gun in its ’49 direct 
mail campaign. The booklet dis- 
cusses contraception, selection of 
a method, Lanteen jelly, product 
improvements, the diaphragm, and 
improved techniques for using the 
products. 


ws The 20th anniversary campaign 
this year will feature the com- 
pany’s history, and the fact that 
Lanteen diaphragm and jelly have 
passed the AMA’s unusually strin- 
gent requirements for acceptance. 

Before the American Medical 
Association will pass a contra- 
ceptive jelly, it insists that the 
manufacturer submit clinical evi- 
dence covering 75 patient-years 
(75 patients under observation for 
12 months). Further, the Council 
on Pharmacy and Chemistry in- 
sists that the manufacturer submit 
evidence that 100 or more couples 
have used the material on six or 
more occasions without irritation 
or injury. 


In addition, the AMA requires 
preparations to have uniform con- 
sistency from batch to batch, to 
remain substantially unchanged 
after storage for 12 months, and 
that such preparations meet a long 
list of additional requirements. 

Dana Jones Co.’s medical divi- 
sion in Chicago, which handles 
Lanteen’s advertising, was largely 
responsible for compiling, organ- 
izing and submitting the exhaus- 
tive data required for AMA ac- 
ceptance. It secured the coopera- 
tion of leading specialists in under- 
taking the necessary research and 
clinical investigations, and han- 
dles the specialized advertising 
which must meet the association’s 
ethical standards in order to in- 
sure the continuing support of the 
profession. 

In addition to Lanteen, the agen- 
cy also has secured the AMA ac- 
ceptance for products of three 
other clients in the past year—The 
Vodine Co., Chicago Pharmacal 
Co., and Loseff Laboratory. 

Dr. Austin Smith of the AMA 
heads the Council on Pharmacy 


and Chemistry and the Council on 
Physical Medicine (which passes 
on all diaphragms), and he and 
the committee on advertising check 
all advertisements for accepted 
products. 


a A two-color spread in the AMA 
Journal this month officially opens 
the °49 promotion. Copy tells of 
Lanteen’s anniversary, the new 
method of application, the new 
plastic package, and the kit con- 
taining the diaphragm and two 
tubes of jelly. 

Similar insertions are sched- 
uled to run monthly in the Journal 
and 35 other national, regional 
and state medical journals. Ads 
in ten regional and national drug 
publications and the drug year- 
books will tell of AMA acceptance, 
Lanteen’s progress, and emphasize 
the necessity for sending drug cus- 
tomers to physicians for advice. 

A series of monthly, four-color 
direct mail pieces will carry the 
company’s story to 110,000 doc- 
tors, alternating with reminder 
pieces and letters. 


modern romances showed largest % of 
newsstand gain of any magazine in the top 


15 (°48 over °47). 


modern romances gained largest number of 
copies for the entire year ’48 over year '47 


* 


of any magazine in the top 15. 


modern romances is the fastest-growing 
woman’s magazine, presenting the young: 
est married audience (70% married, me- 


dian age 23). 


Owomen should know 
about the magazines women buy! 


modern screen is the only screen magazine 
among the top 15. 


modern screen showed the largest gain in 
position of any magazine in the top 15 — 
from 16th to 13th (48 over '47). 


modern screen, modern romances and True 
Story are the only women’s magazines in 
the top 15 to show gains in newsstand 


circulation. 


dell modern group's increase in newsstand circulation is the largest of the 
3 major women’s groups, both in actual copies and in percentage gain. 


dell modern group is the only women’s group in which each of the individual 
magazines has shown a gain for this period. 


“The strength of the individual magazines is the real measure of every group.” 


is Ens veh 
tn ee A de ae 
=f : 


19 


In addition to its U. S. distribu- 
tion, Lanteen is actively operating 
in Canada, is setting up distribu- 
tion in India, and soon will begin 
marketing its products in Japan. 


Ascap Won't Stop 
TV's Music—Until 
June 15, At Least 


New York—American Society 
of Composers, Authors and Pub- 
lishers has extended its temporary 
free licensing agreement for tele- 
vision until June 15. June 1 was to 
have been the expiration date. Un- 
til this last minute extension, 
shows kinescoped for broadcasts 
two weeks later had planned to 
forego the use of Ascap tunes start- 
ing this week. 

Fred E. Ahlert, president of 
Ascap, announced the move fol- 
lowing a meeting with officials of 
the five television networks. Ne- 
gotiations with telecasters will 
continue during the interim. Ascap 
began meeting with network exec- 
utives following a breakdown of 
negotiations with National Asso- 
ciation of Broadcasters’ music 
committee, after the latter declined 
to submit the disagreement to a 
three-man arbitration board—one 
member each to be named by 
Ascap, NAB and Attorney General 
Tom Clark. 

Special rights usage, for skits, 
costumed singers, etc., has been 
one of the principal points of dis- 
sension. 


Beatrice Foods Profit Up; 
Announces Ad Schedule 


Beatrice Foods Co., Chicago, re- 
ports a net profit of $4,806,961 
for the fiscal year ending Feb. 
28, 1949, as compared to $3,471,- 
956 for the preceding year. 

The company also announces 
that it will continue its national 
advertising in Life and The Satur- 
day Evening Post and will add 
Ladies’ Home Journal to its sched- 
ule this year. “Mealtime Adven- 
tures,” the company’s food col- 
umn, will be continued this year 
in LHJ. In addition, the company 
announced that its point-of-sale 
display material had been in- 
creased during the year. 


Receives Satety Film Awards 
Zurich Insurance Companies has 
received awards from the National 
Safety Council for the best safety 
films released in 1948. These films, 
produced by Paragon Film Co., 
Evanston, Ill., were “Awards to 
the Wise,” which won first place 
in the traffic and transportation 
field, and “Helping Hands” (Part 
3), which was judged best in the 
occupational safety field. 


Tremblay Appointed V. P. 

Maurice Tremblay, formerly di- 
rector of publicity and statistics 
of the Ontario Department of 
Mines, has been named a vice- 
president and director of Publicity 
Services Ltd., Montreal. 


NEW JERSEY'S FOURTH LARGEST MARKET 


BAYONNE CANNOT BE SOLD 
FROM THE OUTSIDE 
998%400% of THE BAYONNE TIMES’ Net! 
Paid Circulation is concentrated in the 
City of Bayonne . . . There is NO COM- 
PETITION . . . everyone in BAYONNE 
reads THE BAYONNE TIMES. 93% Home 
Delivery. Send for your 1949 copy of 
THE BAYONNE TIMES Market Data Book. 


THE BAYONNE TIMES 


NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 
295 Madison Ave., New York—228 N. LaSalle St., Chicago 
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WCAU-TV Issues Rate Card 


WCAU-TV, Philadelphia, has 
raised its rates approximately 50%. 
The new rate card is the third to 
be issued by the station and is 
based on the 150,000 television re- 
ceivers now in operation in the 
Philadelphia market. A new addi- 
tion to the card is the feature an- 
nouncement period, a spot sched- 
uled in special feature film pro- 
grams or at the beginning and end 
of sustaining shows. 


Sturges Joins Grey Agency 

Roscoe Sturges, former assistant 
advertising director, Emerson Drug 
Co., Baltimore, has joined the ac- 
count executive staff of Grey Ad- 
vertising, New York. 


Binner Opens Office 


C. P. Binner has opened an office 
as consultant on promotion, mer- 
chandising and industrial relations 
at 35 E. Wacker Dr., Chicago. 
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$8.00 first 500. 


24 WOUR DELIVERY 
» sagen 34 


5 FINE ARTS PRINTING COMPA 
814 N. FRANKLIN ST., CHICAGO 10 


ete 7, 
Whether it’s a simple 
letterhead or a 4-color 
> brochure . . . whether it's 
. going letterpress or offset .. . 
3 you can depend upon Fine Arts 
> fora superb job at the right / 
price. May we quote you ‘ 
on your next job? a 
. one ae 2 
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Plywood Industry 
Plans $1,000,000 
Ad, Sales Drive 


National Magazines Are 
Included for Ist Time 
in Consumer Program 


TacoMA, WASH.—The Douglas 
Fir Plywood Association an- 
nounced last week a year-long $1,- 
000,000 advertising and sales pro- 
motion program. 

The promotion is the largest the 
trade group has ever undertaken 
and marks the return of the ply- 
wood industry to a competitive 
market. 

“This is the first time in a dec- 
ade that fir plywood makers could 
use a few more orders, and the 
industry proposes to create them 


by telling home owners, builders 


and industrialists how plywood 
can serve their needs better,” said 
Arnold Koutonen, association pres- 
ident. 


a The promotion includes, for the 
first time, advertising in national 
consumer magazines. It also calls 
for the expansion of advertising in 
farm publications, and for con- 
tinuation of advertising in business 
papers, architectural publications 
and other “specifier” outlets. 

The $1,000,000 budget, to run 
through May, 1950, also covers di- 
rect mail, promotional and tech- 
nical literature, field service and 
laboratory testing to maintain in- 
dustry standards established by the 
association. 

It is estimated that about one- 
third of the budget will be spent 
in consumer and farm publica- 
tions. Advertising in business pa- 
pers now appears in about 60 pub- 
lications, and was doubled at the 
start of the year. 


@ The association is supported by 
36 producers operating 44 factories 


*Trade Mark Service means your brand name or trade-mark displayed over 
a list of your authorized dealers’ names and addresses in the ‘yellow pages.’ 
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directory may be a 


They all read the ‘yellow pages.’ They 
all get ‘‘where-to-buy”’ information 
from them. Most shoppers look in 
them for particular brands of mer- 
chandise or particular services. 
They’ re in the habit of using the ‘yel- 
low pages’ of the telephone directory. 


eel That is why Trade Mark Service* 
= in the ‘yellow pages’ of the telephone 
‘*best seller’’ for 


substitution. 


you. This dealer identification plan 
can direct prospects straight to your 
dealers. It can help make your adver- 
tising more effective. It cansave 
sales which might be lost through 


We will gladly give you complete 
information about Trade Mark Ser- 
vice. Simply call your local telephone 
business office. 
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FURRINER—London’s famed Harrods store 

is running this page ad in several U.S. 

Argentine, French and Empire newspapers 

this month in connection with its cen- 
tennial. 


in Washington; Oregon and north- 
ern California. The industry’s sales 
are expected to run around $200,- 
000,000 this year. Its market cur- 
rently is seen as roughly 40% in 
housing, 15% in heavy construc- 
tion and 45% for industrial or cut- 
up uses. 

Earlier this month E. W. Dan- 
iels, chairman of Harbor Plywood 
Corp., a major producer, reported 
that plywood prices were down 
25% from a year ago, while there 
had been almost no drop in costs 
of production. 

The problem posed then by Mr. 
Daniels, and now by Mr. Koutonen 
for the entire industry, is this: 

“Drastic cuts in plywood prices 
have been made as a postwar ad- 
justment, thus making the panels 
immediately competitive dollar- 
wise, and opening many new mar- 
kets.” 


ws “Since the readjustment of price 
levels has not been accompanied 
by a correspondent reduction of 
manufacturing prices,” Mr. Kou- 
tonen explained, “producers must 
look to expanded sales volume to 
ward off substantial losses.” He 
said that manufacturers feel now 
is the time to broaden demand, 
since for the first time in years, 
fir plywood is in good supply 
throughout the nation. 

A frank review of the industry 
was presented to the New York 
Society of Security Analysts in late 
March by Charles E. Devlin, man- 
aging director of the association. 
A summary of his report now is 
being mailed to plywood salesmen 
and distributors throughout the 
country as part of the job of en- 
listing sales help in all channe's 
of distribution. 

Mr. Devlin indicated that the 
advertising budgets of individual 
companies in the industry tot. 
about $2,000,000. Not all of this ‘s 
spent on plywood; some is fir 
other items produced by these 
companies. 


s In his long-range analysis of 
the industry, Mr. Devlin listed 
these unfavorable factors: 

i. Relative inflexibility of cos‘s. 
Costs of high-grade logs and 
labor account for 80-82% of pri- 
duction expenses; both costs ae 
relatively inflexible. 

2. Consumer relations. “An wu - 
favorable factor that is hard 0 
measure and is easy to over-e - 
timate is the bad publicity th! 
plywood has had and the rath? 
serious amount of customer r‘- 
sentment against the industry du - 
ing the shortage period. Most 
this resentment was based on not - 
ing more than the fact there ws 
not enough plywood to go arou: 4 
...If the industry now does 4 
good job of making plywood avai - 
able in quantities and types th! 
jobbers and dealers want, and co! - 
sumers want, such resentment w !! 
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nelt away.” 

3. Competition. “This is hard to 
neasure. We lost out in a few mar- 
-ets when price levels were at 
heir peak some six months ago. 
fowever, with the current drop in 
lywood price levels, some of these 
narkets are again opening up.” 


a 4. The need for aggressive sales- 
nanship. “This is a temporary un- 
‘avorable aspect, merely because 
he industry was so long in a short 
position that the mills let their 
ganizations deteriorate and many 
of the distributors also permitted 
heir sales staffs to become de- 
oleted.” 

5. Need for utilizing lower-grade 
raw material. “With the expanded 
production, the industry must use 
lower grade raw material in order 
‘o continue to operate.” 

Among favorable long-range as- 
pects, Mr. Devlin listed these: 

1. Multiple-use material. Ply- 
wood is not tied to any one in- 
dustry for its sales. The diversity 
of use and demand “undoubtedly 
is the strongest long-range favor- 
able aspect in the plywood in- 
dustry.” 

2. Supply. Because the supply of 
good-grade logs is relatively in- 
elastic, the industry did not over- 
build when shortages were at their 
worst. 


s 3. The entire industry is pro- 
motion-minded, “and most in- 
dividual mills have been aggres- 
sive merchandisers.” 

4. The industry is research- 
minded. The association began in 


1938 to do quality-control test-7 


ing and product research. 

5. Distribution channels are 
strong. “There are some 750 ag- 
gressive distribution warehouses 

.Many of these are specialty 
panel distributors and must sell 
plywood or go out of business.” 
Through these distributors, the in- 
dustry reaches 30,000 lumber deal- 
ers. 

6. The industry is strong fi- 
nancially. 

7. Plywood is news. “It is the 
sort of product that catches the 
imagination of people and lends 
itself beautifully to promotion.” 


= The association’s new promo- 
tion will be concentrated on ex- 
terior-type all-weather plywood 
for outdoor uses, and on the low- 
cost construction grade. In the past 
eight years there has been a sharp 
increase in production of exterior 
plywood made with waterproof 
glue. 

A special mailing piece promo- 
ting use of exterior-type plywood 
for building temporary grain stor- 
ige bins was mailed this month to 
30,000 retail dealers and to agri- 
‘ultural leaders in the grain belt. 
"he broadside illustrates various 
ypes of grain bins built with ply- 
vood, lists bills of materials, and 
ffers newspaper mats from the 
ssociation and plans from a dozen 
isted state colleges. 

Because of the severe problem 
n storing grain in the next few 
1onths, the association is promo- 
ng plywood for grain bins with 
dvertising in 12 farm publica- 
ions serving the Midwest. 

The Condon Co. handles the ac- 
ount. 


1cCall Corp. Names Wyman 
md Wiese Publishers 


Phillips Wyman, director and 
‘ice-president of McCall Corp., 
‘ew York, has been named pub- 
isher of Redbook and Otis L. 
Viese, a corporation director and 
ditor of McCall’s, has become 
ublisher as well. Mr. Wyman and 
Ir. Wiese have been with McCall 
‘orp. for 26 and 22 years respec- 
vely. Mr. Wyman continues as 
resident of S-M News Co., the 
lagazine distribution company 
ointly owned with Popular Sci- 
nee Publishing Co., Reader’s Di- 
est Association and Meredith 
-*ublishing Co. 


Platt-Forbes Shifts Officers 


William A. Forbes, former pres- 
ident of Platt-Forbes, New York, 
has been elected chairman of the 
agency. Thomas F. Cosgrove, pre- 
viously vice-president, has been 
elected president; Parmelee Ly- 
man, former general manager, 
treasurer, and Wells W. Constan- 
tine, chief account executive, sec- 
retary. Rutherford Platt has been 
reelected executive vice-president, 
and William S. Walker, John Mon- 
sarrat and G. Frank Sweet have 
been reelected vice-presidents. 


Appoints Earl Mason 

Earl J. Mason, formerly adver- 
tising director of the Sun-Star, 
Miami Beach, Fla., has been named 
advertising director of the Morn- 
ing Star, Casper, Wyo., a new 
morning daily scheduled to make 
its appearance some time this sum- 
mer. 


Laird Appoints Buckley 

Laird & Co., Wilmington, Del., 
investment broker, has placed its 
advertising with Earle A. Buck- 
ley Organization, Philadelphia. 
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This new, Oxford Paper Selector Chart takes the time- 
wasting fuss, fumbling and uncertainty out of paper selec- 
tion. It puts all the answers right at your finger tips. If you 
don’t already have a copy, ask the nearest Oxford Paper 
Merchant—or mail the coupon below. 


YOUR OXFORD PAPER MERCHANT IS A GOOD MAN TO KNOW 


FREE from your 


Peneaeecenseaceoanoeonoaoeo® 


Oxtord Paper Merchant 1 Oxford Paper Company, Dept. 20 

—or mail coupon today § 930 Park Avenue, New York 17, N. Y. 
Please send me a copy of your new Oxford 
i Paper Selector. 
.  SERPUPPUTEL TERETE et 
Re 
RS sd ib udidenwekes sun eae 
. CITY & ZONE...........- STATE... .ss00. 
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()xrorp PAPERS 
Help Build Sales 


Oxford Paper Company, 230 Park Avenue, New York 17, N. Y. 
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Albany, N. Y. 
Augusta, Maine . 
Baltimore, Md. . . 
Bethlehem, Pa. 
Boise, Idaho . 
Boston, Mass. 
Buffalo, N. Y. 
Charlotte, N.C. . 


Chattanooga, Tenn. . 


Chicago, Ill. . 
Cincinnati, Ohio 


Cleveland, Ohio . 
Columbus, Ohio 
Dayton, Ohio 


Des Moines, lowa 
Detroit, Mich. 
Fresno, Calif. 
Hartford, Conn. . 
Indianapolis, Ind. 
Jacksonville, Fla. 
Kalamazog, Mich. 
Kan: 1s City, Mo. 
Lincoln, Neb. 
Little Rock, Ark. 
Long Beach, Calif. 
Los Angeles, Calif. 
Louisville, Ky. 
Lynchburg, Va. 
Manchester, N. H. 
Memphis, Tenn. 
Miami, Fla. 
Milwaukee, Wis. 


Minneapolis, Minn. . 


Nashville, Tenn. . 
New Haven, Conn. 


New York, N. Y. 


Oakland, Calif. 
Omaha, Neb. Pp 
Philadelphia, Pa. 


Phoenix, Ariz. 
Pittsburgh, Pa. 
Portland, Maine 
Portland, Ore. 
Providence, R. 1. 
Richmond, Va. 
Rochester, N. Y. 
Sacramento, Calif. 


St. Louis, Mo. 


St. Paul, Minn. 


San Bernardino, Calif. 
Salt Lake City, Utah 


San Diego, Calif. 


San Francisco, Calif. 


San Jose, Calif. 
Seattle, Wash. 
Sioux City, Iowa . 
Spokane, Wash. 
Springfield, Mass. 


Stockton, Calif. . 
Tacoma, Wash. 
Tampa, Fla. 
Toledo, Ohio 
Tucson, Ariz. 
Washington, D. C. 
Worcester, Mass. 


. . W.H. Smith Paper Corp. 
Carter, Rice & Co. Corp. 
The Mudge Paper Co. 


‘ Wilcox- Walter-Furlong Paper Co. 


. Blake, Moffitt & Towne 
Cartan, Rice & Co. Corp. 
. Franklin-Cowan Paper Co. 
. Caskie Paper Co., Inc. 
Bond-Sanders Paper Co. 
. Bermingham & Prosser Co. 
Bradner, Smith & Co. 
The Johnston Paper Co. 
The Whitaker Paper Co. 
. The Cleveland Paper Co. 
, Scioto Paper Co. 
" Cincinnati Cordage Co. 
The Whitaker Paper Co. 
. Bermingham & Prosser Co. 
Chope Stevens Paper Co. 
‘ Blake, Moffitt & Towne 
. Green & Low Paper Co., Inc. 
MacCollum Paper Co. 
. Jacksonville Paper Co. 
. Bermingham & Prosser Co. 
. Bermingham & Prosser Co. 
. Western Newspaper Union 
. Roach Paper Co. 
“Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Louisville Paper Co. 
. Caskie Paper Co., Inc. 
C. H. Robinson Co. 
Louisville Paper Co. 
° Everglades Paper Co. 
- Allman: Christiansen Paper Co. 
Sensenbrenner Paper Co. 
Wilcox-Mosher-Leffholm Co. 
. Bond-Sanders Paper Co. 
Bulkley, Dunton & Co., Inc. 
. « Baldwin Paper Co., Inc. 
Bulkley, Dunton & Co., Inc. 
Green & Low Paper Co., Inc. 
Miller & Wright Paper Co. 
The Whitaker Paper Co. 
. Blake, Moffitt & Towne 
. Western Paper Co. 
. Atlantic Paper Co. 


Ww ews: Walter-Furlong Paper Co. 


. Blake, Moffitt & Towne 
General Paper Corp. 
. . C,H. Robinson Co. 
. Blake, Moffitt & Towne 

' Carter, Rice & Co. Corp. 
: Cauthorne Paper Co. 
. Genesee Valley Paper Co. 
. Blake, Moffitt & Towne 

. Bermingham & Prosser Co. 


Shaughnessy: -Kniep-Hawe Paper Co. 


Tobey Fine Papers, Inc. 
.  Inter-City Paper Co. 
. Blake, Moffitt & Towne 
. Western Newspaper Union 
. Blake, Moffitt & Towne 
. Blake, Moffitt & Towne 
. Blake, Moffitt & Towne 
. Blake, Moffitt & Towne 
. Western Newspaper Union 
. Blake, Moffitt & Towne 
Carter, Rice & Co. Corp. 
Mill Brand Papers, Inc. 
. Blake, Moffitt & Towne 
. Blake, Moffitt & Towne 
° Tampa Paper Co. 
. Paper Merchants, Inc. 
. Blake, Moffitt & Towne 
. The Mudge Paper Co. 
Carter, Rice & Co. Corp. 


Oxford Miami Paper Company, 35 East Wacker Drive, Chicago 1, Ill. Mills at Rumford, Maine and West Carrollton, Ohio 
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Blume Urges Greater 
Company-Dealer Teamwork 

To the Editor: I read your arti- 
cle, “Ignorance Cause of Display 
Loss, PoPAI Warned,” with great 
interest, in your April 18 issue. 
As a matter of fact, in that same 
issue you printed the retailer’s 
view just two columns away. 

The problem of getting complete 
cooperation from all channels of 
distribution, as well as from re- 
tail dealers, is one of great impor- 
tance today. It was always an im- 
portant issue, but it was over- 
looked perhaps because the prob- 
lem of selling has been a rather 
simple one for the past four years. 
Now we are once more in a com- 
petitive market. And when I say 
“market,” I am referring to the 
distribution of all goods and ser- 
vices in every market. 

As time goes on we will see that 
advertising and selling will become 
more scientific fields which will 
require our attention constantly. 
What is more, integral advertising 
and integral selling will play an 
important part in competition as 
well as in marketing. We have 
had integral marketing before. We 
have manufacturers practising in- 
tegral merchandising today. But 
the numbers are few. Integral 
selling is at times improperly 
used and incomplete. What in- 
tegral selling and advertising have 
been used have been rather thin. 
The failure of using scientific, in- 
tegral marketing has shown us 
the results. 

The average consumer has not 
been buying by what he or she 
has read in the newspapers or 


This department is a reader’s forum. Letters are welcome. 


magazines, or by what he or she 
has noticed in the windows. Your 
figures show that to be evident— 
particularly in the food field. They 
have been buying by what local 
dealers have been telling them in 
their respective advertisements 
printed in local newspapers, or dis- 
played in windows. Of course, 
prices and immediate profits have 
been the causes for such local 
selling. 

What manufacturers must re- 
member is this: Dealers are com- 
peting with each other for con- 
sumer dollars, for profits and for 
sales. At times dealers will not 
display advertising or promotional 
material when they know that the 
same material is being displayed 
by their competitors. They will 
all try to get their customers into 
their stores with advertisements 
that sell more appealing merchan- 
dise for more appealing prices. 
Knowing that women do buy from 
memory or on impulse either 
standard brands or their customary 
brands, dealers will often display 
private brands or “blind” brands 
which offer more appealing prices 
and more appealing points. 

These factors indicate that the 
dealers have not been impressed 
with what manufacturers have 
given them in the form of dis- 
plays and sales promotion material. 
Manufacturers, in turn, have not 
taken into account dealer prob- 
lems, which in turn would help 
the manufacturers. The science of 
advertising and selling has to be 
sold to the dealer. Advertising 
campaigns must develop integral 
systems which will carry themes 
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from space down to the point- 
of-sale display. Whatever themes 
are used, they should be logical 
and pointed toward the consumer’s 
interest. The dealer should be 
taken into the picture by the man- 
ufacturers and be informed as to 
how to use displays and advertise- 
ments properly and differently so 
that dealers will not find similari- 
ties among themselves. 

The only way to sell the con- 
sumer is to remind him after you 
have impressed him. Such re- 
minders should hit him wherever 
he goes. Of course, that all costs 
money. But once the manufacturer 
remembers that a sound invest- 
ment will give him sound interest, 
he will realize that the money 
spent for sound integral adver- 
tising and selling will give him 
sprofits. He will find no need for 
spending more money for back- 
tracking to find out where errors 
have been made and where he 
is not selling the dealer who is 
selling the consumer. 

The experiences of Cluett, Pea- 
body & Co. are worth watching. 
The experiment of General Foods 
will reveal that salesmen and ad- 
vertising men must work hand- 
in-hand in order to achieve the 
same objective. General Foods will 
also discover that display can be 
effectively presented to the dealer 
when he unaerstands the purposes 
for display and when display 
achieves its purpose in its copy, 
layout, and call for action. Manu- 
facturers must educate the dealer 
all the time. They must not relax 
one minute. There must be no 
room for waste. Above all, every- 
thing must be practical, individu- 
ally identifiable to the consumer. 

Above all products must have 
the qualities claimed by the manu- 
facturers, or all is in vain. 

NORMAN BARTON BLUME, 
Brooklyn, N. Y. 


Raises Question of Whether 
Mail Replies Are Typical 

To the Editor: In your issue of 
May 9 is an article under a New 
York dateline with the headline, 
“Roper Survey Cites Attendance 
Quality of Industrial Shows.” 

The article says that every one 


of 10,164 visitors attending the 
third Material Handling Show at 
Philadelphia were polled by mail, 
with a 2,842 questionnaire return. 

From the article it appears that 
95% of the 2,842 who answered the 
questionnaire found equipment of 
value, but were the 2,842 a typical 
sampling of the 10,164 visitors or 
mainly those who found the show 
more interesting and consequently 
were willing to answer the ques- 
tionnaire? 

Now, we are a little organization 
and hesitate to question Mr. Roper, 
one of the nation’s research deans. 

We made a survey a year ago 
at the International Petroleum Ex- 
position, rated the world’s largest 
industrial show. We took over 
7,000 personal interviews from 
those leaving the gates and believe 
we got a more perfect cross section 
of sampling. 

Industrial shows need a meas- 
uring stick. Maybe some standard 
should be devised to make survey 
results comparable. 

LESLIE BROOKS, 

Leslie Brooks & Associates, 

Tulsa. 

gee 


Here's Soap That Takes Out 
Dirt: Ads Sell It, Too 

To the Editor: I have faint re- 
collection of having read, some 
time back, some nasty words in 
The Creative Man’s peachy little 
column regarding the high-pres- 
sure techniques of the big-time 
soap boys. 

So I thought you might be in- 
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terested in relatively low-pressure 
soap advertising that, strange 
though it seems, actually does sell 
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soap. The enclosed ad is just ore 
of a series that we’ve been runni: g 
for our client, Strykers Soap C.. 
out here on the Pacific Coast fr 
the past several years. 

In previous ads, we have tod 
readers that Strykers soap. dos 
not put sunshine, moonshine cr 
monkeyshines in your wash. { 
just takes the dirt out. 

Davin Bascom, 

Guild, Bascom & Bonfigli, San 

Francisco. 


Zenith’s McDonald Tells 
Role of Phonevision 

To the Editor: Our advertising 
agency called to my attention the 
very excellent article by the Tele- 
radio Man in ADVERTISING AGE 
May 9. I agree with him 100% 
that there is no reason for tele- 
vision to follow the pattern of 
radio and the one fundamental that 
television entrepreneurs fail to re- 
call is that the “eye is much more 
fickle than the ear.” 

However, he seems to be under 
the impression that I have advo- 
cated Phonevision to replace the 
advertising sponsorship of televi- 
sion. Nothing is farther from my 
mind. Because of the fundamental 
I cite above, television entertain- 
ment is much more costly to pro- 
duce than radio, and I feel that 
the advertising fraternity has not 
the kind of money that is needed 
to put. on the type of shows that 
the public will demand for a long 
enough time to build the audience 
and make television sets sell in the 
millions they should sell in. 

Phonevision, as a supplementary 
service, can furnish the boxoffice 
to supply the shows that WILL 
make television sets sell in the 
millions they should by presenting 
first-run movies in the home—but 
Phonevision will merely build the 
audience and make it economically 
sound for the advertisers to use 
with better shows. I believe that 
eventually 50% of the television 
programs will be Phonevision and 
50% advertising sponsored. In 
other words, Phonevision by build- 
ing the audience will be the great- 
est boon to the advertisers that 
they have ever had in any medium. 

My thought is that if the Chi- 
cago Tribune television station to- 
night puts on “Gone With The 
Wind” at 8 p.m., and if at the 
same time the Camel program is on 
NBC, the following evening the 
programs will be reversed. It also 
is my opinion that eventually at 


If you’re looking for volume of response 
—sales response—it’s the one on the 
right. He buys a better home, 

more appliances, more of everything 
than his neighbors do; and 

maintains for his family one of the 
highest standards of living in the world. 
BH&G screens him for you with 

100% service that appeals to 

his big interest: home and family. 


America’s First Service Magazine 
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east 80% of all advertising or 
ntertainment content of television 
yrograms will be film. I don’t need 
‘o elaborate to you on what this 
vill mean to the advertiser when 
.e can select his stations and, if he 
o desires, use four or five dif- 
erent stations in the same town. 
I am enclosing a brief on Phone- 
‘rision which I prepared for Metro- 
yoldwyn-Mayer, which attempts 
o explain it. Also, enclosed is an 
irticle that quotes Sam Goldwyn 
my his thought on Phonevision. 
We have found Phonevision very 
difficult to describe in words and, 
therefore, have spent $30,000 to 
make a 16 and a 35 mm. film on 
what Phonevision does and how it 
works. This is being shown to 
selected groups. 
Again I say, you are so right— 
television does not need to follow 
the pattern set by radio. They are 
two different animals. 
E. F. McDONALD Jr., 
President, Zenith Radio Corp., 
Chicago. ; 


Cunningham's Drug Stores 
Salute State’s Industry 


To the Editor: It seemed only 
natural for Michigan’s chain of 
100 Cunningham’s drug stores to 
tie up with Michigan’s great auto- 
motive industry. 

The same people who make these 
cars...and who buy these cars... 
are Cunningham’s customers. As 
a result, the enclosed full-page ad- 
vertisement that appeared in the 
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TIE-IN SALUTE—Pictures of the new autos 

produced by Michigan’s factories help 

build interest in this newspaper page, 

placed by Cunningham’s drug stores, 
Detroit. 


May 16 issue of the Detroit Free 
Press created keen interest on the 
“Motor Front.” 

From time to time, other adver- 
tisers have saluted the introduction 
of a new car or new model, but 
here, Cunningham’s drug_ stores 
have again broken with precedent 
a picturing all of the new 1949 
cars made in Michigan. 

While it is unusual to see photo- 
craphs of automobiles in a drug 
store ad, we believe that the fun- 
Camental purpose of this copy jus- 
tfies the use of this space, don’t 
you? 

LAWRENCE J. MICHELSON, 

Simons-Michelson Co., Detroit. 


-. New TV Champion? 

To the Editor: In your column, 
Along the Media Path,” in Ap- 
ERTISING AGE of May 16, definitely 
PIX has started a bit of an argu- 
ient in claiming the TV long- 
istance reception record. 

Meet the new TV-DX champion: 
.LEE-TV of Houston. KLEE-TV, 
The Eyes of Texas,’ Channel 2 
f Houston, has enjoyed excellent 
ception—audio and video—in 
an Diego, Cal., and Buffalo, N. Y. 
he airline distance from KLEE- 
V to San Diego is 1,490 miles, and 
-_LEE-TV to Buffalo is 1,530. 

Guy SAVAGE, 

Assistant Manager, KLEE-TV, 
Houston. 


MacGowan Predicts 
Further Price Cuts 


Boston—Demand for consumer 
goods seems to be growing weaker, 
Thomas G. MacGowan, manager 
of marketing research, Firestone 
Tire & Rubber Co., declared here 
May 19. He spoke at the third 
annual New England Marketing 
Conference. 

Mr. MacGowan said that de- 
mand for consumer goods “is stim- 
ulated somewhat by price cutting 
and in a few sections, such as auto- 
mobiles, consumer demands are 
still strong. 

“General demands among consu- 
mers are spotty with more signs of 
weakness today than before,” he 
said. “Prices have fallen a good 
deal, but still have much further 
to fall.” 


a Marvin Bower, Boston manage- 
ment consultant, urged marketers 
to stress three fundamentals: (1) 
a “fact founded approach” in all 
marketing activities; (2) a spe- 
cialization of responsibility for de- 


veloping market plans, and (3) a 
focusing of all marketing activity 
first on developing maximum con- 
sumer satisfaction and then on 
helping distributors make a satis- 
factory profit. 

The sessions of the conference 
were also addressed by Prof. Ross 
M. Cunningham of Massachusetts 
Institute of Technology; Henry 
Brenner, director of market re- 
search, Standard Brands, Inc.; 
and Bernard Gould, director of 
market research, Gillette Safety 
Razor Co. 


ABC Airs ‘Voice of Prophesy’ 

“Voice of Prophesy” will be 
heard over ABC Sundays at 9:30 
a.m., EDT, effective June 19. The 
30-minute broadcast will feature 
a sermon by Dr. H. M. S. Richards 
and will be sponsored by Voice of 
Prophesy, Inc., through Western 
Advertising Agency, Los Angeles. 


Delta Names Delatield 


T. O. Delafield, passenger sales 
manager, has been appointed to 
the newly created position of gen- 
eral sales manager of Delta Air 
Lines, Atlanta. 


K&E Adds Stewart to Board 


David C. Stewart, secretary of 
Kenyon & Eckhardt, New York, 
has been elected to the agency’s 
board of directors, filling the va- 
cancy left by the recent death of 
Otis Allen Kenyon. 


Appoints Cottin Agency 


American Museum of Natural 
History, publisher of Natural His- 
tory Magazine and Junior Natural 
History Magazine, has appointed 
Louis M. Cottin & Co., New York, 
to handle its advertising. 


Aldens Flyer Shows Price Cut 


Aldens, Inc., Chicago, has is- 
sued its June, 60th anniversary 
flyer. The 104-page flyer carries 
price cuts averaging 25% or more. 


Sanitary Supply Group Elects 


Cc. B. Lien, president of the 
Lien Chemical Co., Franklin Park, 
Ill., has been elected president of 
the National Sanitary Supply As- 
sociation. Other officers are: Al 
Candy Jr., Candy & Co., Chicago, 
vice-president; Don Peatee, Mel- 
locraft Co., Toledo, treasurer, and 
Lacy E. Crain, Conco Chemical Co., 
Dallas, secretary. 


STOCK CUTS 


Complimentary 144-page 
Handbook of top illustra- 
tions to Printing and Adver- 
tising Executives. Write on 
business letterhead. 


STIVERS STUDIO 


113 New Montgomery St. 
San Francisco 5, California 


EASY CHART 
SIZE 8 


63¢ 


Reproduction of Genuine Glossy 
Photos in Quantities 


in 500 and 750 QUANTITIES 
(1000 and over .06c) 


PHOTO-MATIC CO. 55°35 eins’. Eaton 


THE NATIONAL BUSINESS 
DAILY COVERING: 


FURNITURE & BEDDING 
UPHOLSTERY FABRICS 
GIFTS & DECORATIVE ACCESSORIES 
CURTAINS & DRAPERIES 
FLOOR COVERINGS 
CHINA & GLASS 

LAMPS & LIGHTING 
HOUSEWARES 

MAJOR APPLIANCES 
RADIOS & PHONOGRAPHS 
TELEVISION 


hat’s so unusual about quintuplets ? 
The home furnishings industries are full of them! 

In furniture and department stores all over the country, 
buyers are constantly doing a 5-in-1 act... 
buying merchandise for 5 different home furnishings departments. 
And that’s just the national average. 


There’s only one business paper in the nation 
that gives all of these multiple-buyers complete news coverage 
on all the lines they buy. 

No wonder they read it, heed it, 
rate it their No. 1 business paper! 


ae ANOTHER REASON WHY 


RETAILING DAILY SHOULD BE NO. 1 ON YOUR LIST! 


** 


A ....Retailing Daily... America’s No. 1 Home Furnishings Business Paper 


A FAIRCHILD PUBLICATION + 7 EAST 12 STREET NEW YORK 3. N.Y. 
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Purity Bakeries 
Launches TV Show 


- for Grennan Cakes 


Cuicaco—Purity Bakeries Corp. 
for Grennan cakes launched a new 
television show, “Grennan Dessert 
Party,” a 15-minute musical vari- 
ety show built around the five 
on May 19. 
The new show is telecast over 
WENR-TV, Chicago, every Thurs- 


day at 9 p.m. 

It is expected that if the “Des- 
sert Party” is a success, the pro- 
gram will hit the ABC network 
before long. The locations of Gren- 
nan plant cities are such that the 
present network will give Purity 
almost complete coverage of its 
present market. 

Grennan once before used tele- 
vision when it sponsored baseball 
games in St. Louis during the sum- 
mer of 1947. Since that time the 
company’s executives have been 


enthusiastic but cautious. 
“Dessert Party” is in part an 
audience participation show. The 
company plans to invite indepen- 
dent grocers for each weekly 
broadcast. 
Young & Rubicam is the agency. 


Rodes Appoints Fairfax 


David Rodes, Inc., New York, 
maker of Inflato toys, has ap- 
pointed H. W. Fairfax Agency, 
New York, to handle its adver- 
tising. 


Headley Joins WTCN-TV 


Sherman K. Headley has joined 
WTCN-TV, new Minneapolis-St. 
Paul television station, as tele- 
vision producer. The new station 
is expected to make its first tele- 
casts in July. 


Michener Joins Chittick 


Walter W. Michener, formerly 
account executive of McLain Or- 
ganization, Philadelphia, has joined 
the Walter S. Chittick Co., Phil- 
adelphia, in the same capacity. 


gee. 
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WE'LL MAKE YOUR PRODUCT 
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FLOOR a 
DISPLAYS 
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DISPLAYS 


eateass 


2K CHICA 


Steal the Show 


AT THE POINT OF PURCHASE 


We'll show you how to catch your customers at the 
red-hot moment when the cash is in their hands! 


Wont details? Write us today! 


Your product is well made, well distributed, well advertised 
in national media. It’s a natural best-seller. But there’s no 
sale, no profit, till the cash register rings. And people are funny 
about their money. People need just the right push at just 
the right time. 

We know products and we know people. We know how to 
bring them together with point-of-purchase displays that 
don’t miss—unique, arresting displays that steal the show and 
coax the cash onto the counter. 

We’ve been doing it for other manufacturers since 1902, 
and we can do it for you. Give us a sales problem and we’ll 
take it from there—all the way from ideas and planning to 
production and distribution. 


SHOW PRINTING COMPANY 
O \n point-of-sale advertising 


Representatives in all major cities 


=\ DISPLAYS _ 
Pacer 


2639 N. KILDARE AVENUE e¢ CHICAGO 39, ILLINOIS 


MYSTIK Self-Stik 
SIGNS & 


DISPLAYS 
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New Commerce Bool]: 
Discusses Product 


Development, Sale 


WasHINGTON—The Departmen 
of Commerce has issued a 75-pag 
printed booklet telling manufac 
turers how to go about “develop 
ing and selling new products.” 

Stressing the importance of mar 
ket research at all stages of nev 
product development, it draws o: 
first-hand information supplied b 
100 business firms to give a step 
by-step account of how individua 
manufacturers, market researc) 
organizations, advertising agencies 
and other businesses have dis- 
covered, developed and launche 
new products. 

The publication provides check - 
lists of major sources of new prod- 
uct ideas; suggestions for under- 
taking surveys; plans for organiz- 
ing a company team for handling 
the new product; a list of consider- 
ations for designing, labeling and 
naming the product, and advice on 
the preparation of the marketing 
program. 


ws One tabulation shows how 25 
manufacturers located ideas for 
profitable new products. Among 
the products and sources are can- 
ned onion soup, suggested by the 
wife of an executive of a meat 
packing company; a new type 
bread box, suggested by a market 
research agency; a kitchen gadget, 
from the U. S. Patent Office Re- 
gister of patents available for 
licensing; and a machine tool de- 
veloped by a manufacturer after 
thorough study of the needs of the 
textile industry. 

“Developing and Selling New 
Products—A Guidebook for Man- 
ufacturers,” was prepared by Gus- 
tav E. Larson of the marketing di- 
vision, Office of Domestic Com- 
merce. It is available from Com- 
merce field offices or the super- 
intendent of documents, Washing- 
ton 25, for 25¢. 


Ad Detector Names 3 V.P.s; 
Moves Offices; Opens Branch 


Jerome M. Jontry, David M 
Kendall and Walter P. Wesley have 
been named vice-presidents of Ad 
Detector Corp. of Illinois, Chicago 
Mr. Jontry, formerly manager of 
the Detroit office of Esquire, wil! 
be vice-president in charge of wes- 
tern sales and Mr. Kendall wil! 
be vice-president in charge of 
eastern sales. Mr. Wesley, for- 
merly with the predecessor of Ad 
Detector, will be vice-president in 
charge of production. 

The company has moved its test- 
ing studios and main offices to 
larger quarters at 185 N. Wabash 
Ave., Chicago, and has opened a) 
eastern sales office at 101 Par 
Ave., New York. 


American Bakeries Buy 
ABC’s ‘Lone Ranger’ 


American Bakeries Co., Atlante, 
will sponsor the antics of the “Lon: 
Ranger” over 35 southeastern AB‘ 
stations. Tucker Wayne & Co., At- 
lanta, cleared time for the serie , 
which will start June 13 on a thre? 
times weekly basis. 

General Mills, Minneapoli:, 
through Dancer-Fitzgerald-Sam - 
ple, airs the “Lone Ranger” 0: 
more than 100 ABC stations. 


Kleenex to Sponsor TV Show 


International Cellucotton Prce- 
ducts Co., Chicago, through Foot«, 
Cone & Belding, will sponsor “Fu 
for the Money” for Kieenex ove’ 
ABC-TV starting June 17. Time- 
Friday, 9:30 p.m., EDT—has bee 
cleared for the half-hour audienc 
participation show on seven sta 
tions, with more to be added late 


WNHC-TV Joins ABC 


WNHC-TV, New Haven, Conr , 
has joined the American Broac - 
casting Co.’s television networ ., 
which now numbers 34 station, 
24 of them on the air. The static) 
already has agreements with Di- 


Mont and CBS. 
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SHORT COPY sells... Outdoors 


“We are new users of Outdoor Advertising, but if our 1948 experience 
is any criterion Kleenex will be using 24-sheets for some time to come. 


Our salesmen and their customers liked the Kleenex posters so well 


that we renewed for both 1949 and 1950.” 


ya fh 


LARRY MEYER 


This advertisement—one of a series now being 
placed in advertising publications—is paid for 
by a group of outdoor advertising companies in- 
terested in promoting a better understanding and 
greater appreciation of the medium everywhere. 


INTERNATIONAL CELLUCOTTON PRODUCTS CoO. 


Advertising Manager 


STANDARD OUTDOOR ADVERTISING INC. * 444 MADISON AVE. * NEW YORK 22, N. Y. 
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* Brown-Forman Names Four 


to Sales Positions 


John B. Lappin, a director and 
former vice-president of Brown- 


. Forman Distillers Corp., Louisville, 


has returned to active duty after 


_a period of retirement because of 
‘ illness. He will be an assistant 


regional sales manager for the 
central and far western states. 
Scott E. Hambleton, former as- 
sistant director of Ohio’s Depart- 
ment of Liquor, has been named 


THE NEGRO 


MARKET IS 


TERRIFIC! 


15 million American N 

10 billion dollars a year! If you ve 
food, drinks, —— , or any other 
products to sell, reach this big buy 
public through the Negro Ts a 


magazines. Interstate Un News- 
' papers, | 545 Fifth Ave., N. Y., can 
show you how advertising in these 


publications reap big markets and 
profits! Write us today. 
NOTE: We now have facts compiled by the 
® Research Co. of America on brand 
eferences of Negroes from coast to coast. 
tite now for this free information. 


division manager in charge of 
monopoly states in the midwestern 
and southern region. 

Roger M. Coleman, who joined 
Brown-Forman in 1935 as a sales 
representative in the Los Angeles 
area, has been named an assistant 
to J. Gordon Baquie, vice-presi- 
dent of the company in charge of 
Region II. A. N. Tellier, who joined 
the company in 1935 as a sales 
representative in Massachusetts, 
has been named division manager 
in charge of five New England 
states. 


Walsh Joins Ad Production 


Francis J. Walsh, for the past 
eight years an account executive 
with McCann-Erickson, New York, 
has joined Advertisers Production 
Service, Inc., New York, in an 
executive capacity effective June 
1. Mr. Walsh joined McCann- 
Erickson 23 years ago. 


To McKesson & Robbins 


Frederick Bruce Hamilton, for- 
mer assistant manager of G. Krue- 
ger Brewing Co., Newark, has 
joined McKesson & Robbins, New 
York, as assistant in the advertis- 
ing department. 


Advertising Agency 
VII 


RADIO DIRECTOR 
His is a varied task. He must know stations 
And music, singers, orchestras, and scores; 
He must know how to reach remote plantations 
And cities, farms, high mountains and far shores. 
Although the subject’s often controversial, 
He must know who is funny, who is not, 
And when to use a straight or song commercial, 
And when to buy a twenty-second spot. 


When shows go well, performers get the credit; 
When programs fail, he is the one to blame; 
He must know oil, and when and how to spread it 
On troubled waters. He will not know fame. 
It is not even slightly overstating 
To say his fate hangs on a Hooper rating. 
Arthur Frederic Otis 


Kelley Appoints Bush Names Street & Finney 

Clifford Bush has been appointed Dill Co., Norristown, Pa., has 
production manager of the To-|named Street & Finney, New 
ronto office of Russell T. Kelley | York, to handle the advertising of 
Ltd. Duz-Kil, new insecticide. 


These are the days when ice appears in coffee—but not as 
universally as you may think. In New England, for instance, 
some 40°% of the populace turns to this summertime beverage— 
yet in a group of Southern states where you'd expect far more 
demand for any ice-cold beverage, only 7.9°¢ are devotees. 


The reason? Perhaps it’s just a matter of taste. Perhaps 
other beverages have captured the market (certainly almost 
everybody drinks coffee—and ice isn’t hard to come by). 


Either way, it shows once again that customs and habits—as 


well as people 


make markets. No matter what you make or 


sell, your advertising stands a better chance to make a sale 


when it takes such market variations into account. 


The medium built for the market-by-market approach to selling 
your product is the daily newspaper. It’s as local as the 

palm of your hand, fits its own market like a glove. You'll 

find it gives you a chance to apply pressure where it’s 

needed, turn it off where it isn’t—a definite asset when 


selling costs are high, competition is keen and 


All Business Is Local > 


al Bwrvedd f averting, American Newspaper Publishers Association, is in business to help you 


make your advertising more productive. Call or write us at 370 Lexington Ave., New York 17; 360 North Michigan Ave., Chicago 1, 


or 240 Montgomery St., San Francisco 4. Or ask for your copy of the newly revised booklet, “Services Available to Advertisers.” 


Sponsored by the Seattle Post-Intelligencer in the interest of more effective advertising. 
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‘Los Angeles Times’ 
Issues Three-Year 
Home Audit Review 


Los ANGELES—The Los Angeles 
Times has issued a three-year com- 
pilation of its Continuing Home 
Audit, covering the period 1946 
through 1948. 

The survey measures only prod- 
ucts and brands actually on hand 
in the homes visited and provides 
trend information on year-to-year 
variations in the purchase of 
home-use products. 

Field work is done by Facts 
Consolidated, using 25 field work- 
ers who call on 600 homes monthly, 
in 84 sampling areas of Los An- 
geles County’s 16 major economic 
areas, using a five-group income 
sample. 


Homes in which shortening was | 


stocked increased from 85.7% in 
1946 to 90.8% last year. Oleomar- 
garine dropped from 77.4% of the 
homes to 73.4% in the same period. 
Salad and cooking oils climbed 


from 55.1 to 60.6%, and the per- 


centage of homes stocking cheese 
products rose from 46.1 to 60.7% 
in the three-year period. 


m Ready-to-eat cereals declined 
from 85.8 to 80.5%; pancake and 
waffle flour slipped from 68.8 to 
62.6%; canned milk was down 
from 66.8 to 61%; canned soups 
dropped from 82.1 to 72.6%, and 
luncheon meats declined from 41.9 
to 21.7%. 

Instant coffees dropped from 23 
to 20.2%; table syrups rose from 
60.4 to 72.4%; canned baby foods 
were up from 18.8 to 20.9%; can- 
ned dog and cat foods jumped from 
16 to 21.6%. 

Lipstick appears to be more 
popular than three years ago. It 
rose from 78.1 to 83.5% in the 
three-year period. Headache pow- 
ders are up from 80.5 to 82.7%; 
toothpaste is up from 70.1 to 73.2%, 
while tooth powder slipped from 
40.8 to 37.1% in the same pericd. 
Shampoo preparations showed a 
gain in popularity, rising from 72.3 
in 1946 to 76.7% last year. 


Moore-McCormack Promotes 
South American Cruises 


Moore-McCormack Lines, New 
York, is launching a special news- 
paper campaign beginning this 
month and running into mid-June 
for its South American cruises 
built around the theme, “You Can 
Go Abroad This Summer.” 

Ads will appear in 60 news- 
papers throughout the country in 
addition to the company’s regular 
ads in nine national magazines. 
Kelly, Nason, Inc., New York, is 
the agency. 


Dudley Joins Compton 


Chester W. Dudley Jr., former 
vice-president of Benson & Ben- 
son, Princeton, N. J., research firm, 
has joined the account executive 
group of Compton, Inc., New York, 
on the Procter & Gamble account 
Mr. Dudley was previously with 
Benton & Bowles, New York, and 
is director and treasurer of the 
Capital Theater Corp., New York 


Craven ‘A’ Cigarets to JWT 


Craven “A” cigarets, manufac- 
tured in the United States by 
Philip Morris & Co. Ltd., New 
York, for Carreras Ltd., London 
has appointed J. Walter Thompson 
Co., New York, to handle its ad- 
vertising in this country. A pop- 
ular brand in England, the cig- 
aret’s distribution in this country 
is still limited. 


Names Sylvan M. Barnet 


Sylvan M. Barnet, for the pas? 
three years in the advertising de- 
partment of U. S. News & Worle 
Report, New York, has been ap- 
pointed representative for the 
European edition of the New York 
Herald Tribune, published six day: 
a week in Paris. He succeeds Ed- 
win E. Dowell, who has joined 
Newsweek. 
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Dairy Industry 
Plans 13th June 
Dairy Month Push 


CuIcAGO—With cheese, butter, 
nilk and ice cream sales slipping, 
American Dairy Association and 
the National Dairy Council will 
pit extra effort this year into their 
13th annual June Dairy Month 
n.erchandising and publicity drive. 

June, of course, is the month 
when milk production usually ap- 
proaches a peak, and milk plants 
and dairy operators set aside 1¢ 
per pound of butterfat for the 
ADA advertising. 

The publicity drive, sponsored 
by the two cooperating associa- 
tions, will employ the usual gim- 
micks of local dairy queen elec- 
tions, milking contests, parades, 
window display contests, healthy 
baby contests, and various 4-H 
Club activities. 

In addition, publicity material 
has been placed with a number of 
network shows, about 1,000 radio 
stations, daily and weekly news- 
papers, and merchandising ma- 
terial has been distributed to drug 
stores, hotels and restaurants. 


s Kick-off for the push is the 
ADA’s color page in the May 23 
Life, featuring strawberry short- 
cake. Railway Express truck pan- 
els will be used, as in the past. 

General Mills will tie in with the 
promotion, with shortcake illustra- 
tions in its Bisquick ads scheduled 
for June issues of American 
Weekly, Better Homes & Gardens, 
Good Housekeeping, Parents’ Mag- 
azine, This Week Magazine, True 
Story, and Woman’s Home Com- 
panion. The company also will 
bogst whipped cream over two net- 
work shows. 

As outlined by Owen Richards, 
ADA manager, major problems in- 
clude the decline of per capita 
consumption of butter from 17 
pounds prewar to 11 pounds to- 
day; cheese prices of 25%; dipping 
milk prices; surplus evaporated 
milk, surplus dry milk, and ice 
cream sales well below the early 
postwar peaks—although con- 
sumption is still above prewar 
levels. 


More Stations Signed 
for BMB’s Study No. 2 


Broadcast Measurement Bureau, 
New York, has nearly enough 
money “in sight” for Study No. 2, 
with more than 550 subscribers 
lined up for the second nationwide 
survey, which is now in progress. 
Waivers on the 90-day cancelation 
clause in their contracts have been 
received from more than 400 sub- 
scribers. 

Meanwhile, the bureau an- 
nounced that the study will be 
based on total radio families of 
39,274,700. 


Sunset Stores Back 
WPIX Sports Shows 


Sunset Appliance Stores, Inc., 
New York, is devoting its fuil 
a vertising budget to television as 
a result of its success with hockey 
telecasts over WPIX last winter. 

The company—which reports 
trat 90% of its business is in tele- 
vsion sets—is airing Thursday 
ni ght boxing, Tuesday night wrest- 
log and weekend editions of 
“Sport of Call,” a program pre- 
ceding the baseball games, over 
\ PIX. Time was bought direct. 


Siles Managers Organize 


Paul Lancaster, sales manager of 
t!e Yakima( Wash.) Fruit Growers 
Association, has been named chair- 
nan of a new organization of 
Ss les managers formed at the an- 
r ial meeting of the Oregon-Wash- 
u gton-California Pear Bureau. 
Tie new organization is composed 
© sales managers of fruit firms 
' presented in the pear bureau and 
¥ ll work in an advisory way on 
tte marketing of Pacific Coast 
W nter pears. 


Buy TV-Hooperatings 

Lever Bros., Cambridge, Mass., 
and General Mills, Minneapolis, 
are among the first advertisers to 
subscribe to C. E. Hooper, Inc.’s, 
new network television service. 
Publication of TV-Hooperatings 
will begin June 23, covering pro- 
grams for May. 


Sylvia Simmons to Grey 
Sylvia Simmons, former asso- 
ciate promotion manager of Haire 
Publications, New York, has joined 
the sales promotion staff of Grey 
Advertising, New York. 


Eastman Kodak Sets 
Newspaper Drive 


ROcHESTER, N. Y.—Eastman Ko- 
dak Co. has scheduled a series of 
seven ads, ranging from 800 to 
1,000 lines each in 135 newspapers 
of 88 cities, to feature its popular 
price Kodak and Brownie cameras. 

Copy will seek to promote both 
biack-and-white and color photo- 
graphy, now that the company’s 
supply of film, paper and chem- 
icals appears adequate to meet 


the seasonal demand this year. 
Kodak dealers are being urged 
to tie in with the campaign with 
both newspaper advertisements and 
store displays. 
J. Walter Thompson Co. is the 
agency. 


Merge West Coast Sales 


American Home, Farm Journal 
and Pathfinder last week an- 
nounced that on Aug. 1 their pub- 
lications will be represented on 
the West Coast by a joint selling 
operation. W. F. Coleman, Inc., has 


previously represented the maga- 
zines, but they will now have 
offices in San Francisco and Los 
Angeles, headed by a West Coast 
manager to be named later. 
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MODENA, Pa.—Old steam locomotives 
are hobbling into the “graveyards” at the} th; 
fastest clip in history as the railroads’ die 
ization programs move into high gear. 


A tour of any one of a dozen boney 
m coast to coast dispels all doubt 
eoal-fred “iron horse” is do 


“One of the principal requisites in progressive 
railroad management is keeping abreast of prog- 
ress in all types of business and industry, which 
we must always be ready to serve. I find such 
information comes regularly and completely in 
The Wall Street Journal, permitting a quick and 


convincing thar 


thorough survey of business trends.” 


news appears first in The 


department managers and 


Journal regularly — 233,123 
businessmen in all. You can 
advertise to these decisior- 
makers at less cost through 


President 
Missouri-Kansas-Texas 


Railroad Company 


Most of the country’s business 
Wall Street Journal. That’s why 


their assistants, vice presidents 
and presidents of all kinds of 
business enterprises read The 


The Wall Street Journal than 
through any other publication — 


magazine or newspaper. 


Published at 


44 Broad St., New York 4 
911 Young St., Dallas 2 
415 Bush St., San Francisco 8 
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... The Weekly Star is second 
in advertising lineage among all U. S. Farm Papers (farm maga- 
zines, monthlies, semi-monthlies, bi-weeklies and weeklies). 


Here are the figures as 
published by Advertising Age on January 24, 1949 


Total 

Advertising 
Country Gentleman ..................002 000 eee + =» 826,768 Lines 
WEEKLY STAR 693,577 » 
Progressive ns a vin wdaiecs os Goes cRee 
Sd. vepenadeebéea cob -enheec ce 
ec und cecvbecvesns désebusooeeS o 
Successful Farming ...............-.2.0--0 eee e+ BIG, 661 » 
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The Weekly Kansas City Star. 


OVER 440,000 PAID IN ADVANCE CIRCULATION 


Largest Farm Weekly in America 


Wy. 


Because advertisers know 
The Weekly Star’s unique speed 
of publication and editorial 
content provide a loyal audience 
responsive to advertising. 


Because advertisers know 
The Weekly Star provides a degree 
of penetration in its area not 
equaled by any other farm paper. 


Because advertisers know 
dealers overwhelmingly prefer 
The Weekly Star in its area for 
its selling effectiveness. 
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Available Market Data 
Listed for AA Readers 


Hundreds of Published Pieces of Market Data 
Listed and Described; Available to Advertisers 


ADVERTISING AGE presents, in the 
following 60 pages, its second an- 
nual descriptive list of the 
available market data issued by 
media, trade association and other 
groups, so that marketing and ad- 
vertising executives may look over 
the whole field of published data 
to determine exactly which data 
might currently be of interest to 
them. 

The material presented here has 
been numbered, and ADVERTISINC 
AGE will be glad to handle requests 
for various items from readers, so 
as to simplify the problem of se- 
curing desired information. 


a Throughout the pages of this 
section there are coupons, which 
can be filled out and returned to 
ADVERTISING AGE, indicating which 
pieces of the market data listed in 
these pages are desired. ADVERTIS- 
InG AGE will undertake to forward 
all requests for data to the pub- 
lishers of each piece. Ultimate ful- 
fillment of these requests, how- 
ever, rests in the hands of the in- 
dividual publishers of the data, 
who undertake to fill all reason- 
able requests, within the limita- 
tions of supply or other conditions 
which cannot be foreseen. 

Most of the material listed in 
this section is available without 
charge, but not all of it. In cases 
where a charge is made, that in- 
formation, plus the amount of the 
charge, is included in the listing. 
When requesting data for which a 
charge is made, do not send any 
money to ADVERTISING AGE. Bills 
for such material will be sent to 
the inquirer by the publisher of 
the data when he forwards the re- 
quested data to the inquirer. 


« For ease of reference, the com- 
iilation is presented in six sections: 

1. National Markets, embracing 
ill data which covers the nation 
‘eographically. 

2. Farm Markets, covering the 
arm field specifically. 

3. Regional and Local Markets 
including Canada), which em- 
races data covering a particular 
egion or locality. 

4. Distribution Markets, which 
overs data relating principally 
o retailing and wholesaling oper- 
‘tions. 

5. Industrial Markets, covering 
rimarily the capital goods indus- 
ries (including building and con- 
‘truction), rather than consumer 
narkets. 

6. Professional Markets, covering 
‘he various professions as markets. 


= Regional and local data is fur- 
ther classified by state, but not by 
‘ity. Route lists and standard mar- 
<et data folders have been grouped 
separately under “local,” so that 
ill available items in these cate- 
gories are in one place. 

In addition to data presently 
available, each section also in- 
cludes a list of “soon to be pub- 


The list of 
Available Market Data 
begins on Page 44 
and goes to Page 96. 
Use the coupons 


for requesting data. 


- 


lished” data, which has not yet 
been released, but is scheduled for 
early publication. This “soon to be 
published” data carries no num- 
bers, and cannot be requested 
through ApvVERTISING AGE, but it is 
presented as a guide for those 
readers who may be interested in 
the studies mentioned, and may 
want to make certain that they do 
not miss them when they are re- 
leased. 


w Although there are about 800 
individual pieces of market data 
(not media data) listed in this 
special section, we recognize that 
the list is by no means complete. 
For one or another reason, many 
important pieces of market data 
material are not listed here, prin- 
cipally because we have listed only 
such material as the individual 
publishers have authorized or re- 
quested us to list. Nevertheless, 
the compilation is by far the 
largest and most complete of its 
kind ever assembled, and we hope 
it will prove of real value to the 
field. 


Census Bureau 
Reviews Status 


of Its Projects 


Outlines Current and 
Future Plans for Data 
of Value to Business 


By Howarp C. GRIEVES 
Assistant Director, 
U. S. Bureau of the Census 


Despite the great changes which 
have taken place as a result of the 
war, the Census of 1940 has been 
the most recent source of complete 
census coverage in the fields of 
population, housing, manufactures, 
distribution and mineral industries. 
This condition is attributable in 
part to the suspension of some 
statistical projects during the war 
period but more importantly to 
antiquated legislation which has 
not made provision for sufficiently 
frequent censuses to meet present 
day needs in important fields. 

The situation is now being 
rapidly altered, and market ana- 
lysts and other users of Census 
data will soon enjoy a renewal of 
the supply of Census statistics 
which have proved to be widely 
applicable to the problems of bus- 
iness planning. 

The regular 17th Decennial Cen- 
sus of Population and Agriculture 
is scheduled to be taken in 1950. 
Special legislation is also being 
considered by Congress authorizing 
coverage of housing as part of the 
17th Census. 


a Furthermore, largely at the urg- 
ing of business interests, Congress 
in 1948 rescheduled the so-called 
economic censuses—the Censuses of 
Manufactures, Business and Min- 
eral Industries—-and also has pro- 
vided for a new Census of Trans- 
portation. 

Under the new legislation these 
censuses are all to be taken on a 
quinquennial basis in the future 
with the series beginning with data 
covering the year 1948. Unfor- 


(Continued on Page 38) 


Buying Power O.K.; Get 
Out and Sell: Johnson 


Real Purchasing Power, 
‘Surplus Income’ Both 
Still at Record Levels 


By ArNo H. JOHNSON 

In the face of growing pessimism 
and talk of depression and unem- 
ployment, let’s take a realistic look 
at some basic facts that make this 
a period of great opportunity. 

Now with the long awaited buy- 
ers’ market at hand, the pipe lines 
filled, most deferred demands sat- 


$197 billion was over 2% times 
the 1940 level of $75.7 billion and 
was up 7% over the same period 
of last year. 


e 2. Real purchasing power after 
full correction for both taxes and 
prices is 53% higher than in 
1940 and 6% higher than in the 
first quarter of 1948. This reflects 
the increased ability of consumers 
to buy goods and services as mea- 
sured in units or improved quality. 


e 3. The surplus income available 


Ever since 


the end of the war, Arno H. 


Johnson, vice-president and director of media 
and research of J. Walter Thompson Co., the 
author of the accompanying article, has been 
insisting that basic economic conditions pro- 
vide unusually handsome marketing opportun- 
ities. and that no recession is necessary. Much 
of the time his has been a lone voice crying 
in a wilderness of pessimism. Here is his cur- 
rent analysis of the situation, based on the 
first quarter of 1949. 


isfied, price maladjustinents part- 
ly corrected and the most depress- 
ing danger of further inflation 
averted, we can get to work on the 
real opportunity for increased 
markets—the potential upward 
surge in demand for goods and 
services that should result from 
increased standards of living made 
possible by our war-proven pro- 
ductivity and our record high level 
of consumer purchasing power. 

Here is a summary of some facts 
about consumer purchasing power 
that point to the possibility of 
higher standards of living for the 
American people and to higher de- 
mands for goods and services as 
families move to take advantage 
of the opportunities for better liv- 
ing. 


e 1. Total disposable personal in- 
come after taxes in the first quar- 
ter of 1949 at an annual rate of 


Magazines 

4 General Weeklies (incl. Look) 
2 News Weeklies 

3 General Monthlies 

4 Women’s Service 

2 Women’s Home Magazines 

2 Grocery Store Distributed 

4 Movie And Romance Group 

4 Farm Monthlies 

2 Class Magazines 


27 Magazines (Or Groups) 
2 Sunday Newspaper Magazine Supplements 


Total 27 Magazines And 2 Sunday 
Magazine Supplements 


Newspapers 


4. {1,877 in 1940 
Daily }1°5R1 in 1948 


525 in 1940 
Sunday {ein in 1948 


Tetal Newspapers 


Changes in Magazine And Newspaper Circulations And 
Advertising Rates, 1940 To 1948 

Cost Per Cost Per M 

Circulation 4 Color Page Circulation 
1940 1948 940 1948 1940 1948 
8,700,000 14,500,000 $ 32,200 $ 62,750 $ 3.70 $ 4.33 
1,075,000 2,200,000 5,675 ,.990 5.28 5.90 
4,850,000 5,850,000 18,700 22,270 3.86 3.81 
10,300,000 14,450,000 41,800 51,875 4.06 3.59 
3,750,000 5,425,000 16,100 21,000 4.29 3.87 
2,600,000 4,600,000 8,740 14,300 3.36 3.11 
8,100,000 10,150,000 24,790 29,960 3.06 2.95 
6,475,000 7,440,000 22,250 26,760 3.44 -60 
407,000 575,000 __ 5,800 7,100 14.24 12.34 
46,257,000 65,190,000 $176,055 $249,005 3.81 3.82 
12,067,871 16,856,467 32,100 44,000 2.66 2.61 
58,324,871 82,046,467 208,155 293,005 3.57 3.57 

Total Agate 

Circulation Line Rate Milline Rate 
; 1948 940 1948 
41,131,711 52,285,297 $128.12 $173.85 $3.11 $3.33 
32,371,092 46,308,081 68.57 99.54 2.11 2.15 
73,502,803 98,593,378 $196.69 $273.39 2.68 2.77 


for discretionary spending or sav- 
ing is four times as great as pre- 
war—at the rate of over $103 
billion now compared to $26.5 bil- 
lion in 1940. This is the amount 
of money available over and above 
what would be required to main- 
tain a 1940 standard of living for 
the broad basic items of food, 
clothing and shelter. 


e 4. The backlog of accumulated 
savings of individuals totalling 
over $200 billion at the end of 1948 
is over three times the 1940 level 
and has a real purchasing power 
at today’s prices about double the 
purchasing power of the savings 
that existed in 1940. 


e 5. Consumer debt is unusually 
low in relation to savings or to 
disposable income. Debt could be 
increased 100% without exceeding 
the 1940 ratio to savings—it could 
be increased over 60% without 
exceeding the 1940 ratio to dis- 
posable income. 


e 6. There have been some really 
startling shifts upward in the dis- 
tribution of families by income 
groups. Even after deducting fed- 
eral taxes which apply more 
heavily on the upper income 
groups, about 16 million families 
have moved up above the level of 
$3,000 after taxes from the $1,- 
000 to $3,000 level in 1941. Over 
21% of the families now have 
incomes over $5,000 after taxes 
compared with 4% in 1941, and 
over 50% have incomes over $3,- 
000 compared to 16% in 1941. 


e 7. Employment in the first quar- 
ter of 1949 was at an all-time peak 
for this time of year and averaged 
204,000 greater than the same per- 
iod of 1948. About 14 million more 
civilians are employed in non- 
agricultural pursuits now than in 
1940. Average weekly earnings in 
non-agricultural industries in the 
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first quarter of 1947 were double 
the prewar rate and 5% higher 
than the same period of 1948. 


s All of this indicates that we have 
a high level of purchasing power 
from current income plus poten- 
tially powerful increments to pur- 
chasing power through the huge 
backlog of savings and the low 
ratio of consumer debt if consum- 
ers should choose to utilize it in 
changing their standards of living. 

In spite of this increased ability 
to buy, people have been hesitant 
because of apparent lack of con- 
fidence in the future, fear of de- 
pression, resistance to prices or in 
anticipaticon of lower prices, and 
perhaps because business men 
themselves are not doing enough 
to convert purchasing power into 
purchases. The ratio of advertis- 
ing expenditures to national in- 
come, for example, was only 1.8% 
for the year 1948 whereas during 
the 44 years of our prewar growth 
from 1890 to 1934 the ratio of ad- 
vertising expenditures to national 


income ranged between 3% and 
4%. 

The extent to which the public 
is holding back on buying is indi- 
cated by the fact that during the 
first quarter of 1949 savings were 
estimated to be at the rate of $21 
billion a year or almost double the 
rate of $11 billion for the same 
period a year ago. Savings in 1940 
were only $3.7 billion. 


s In disregarding these facts on 
purchasing power we have done a 
fairly complete job of talking our- 
selves into a depression... There 
has been a tendency in the last 
few months to emphasize the rise 
in unemployment without mention- 
ing or featuring the more signifi- 
cant figures on the rise in the level 
of employment. From the stand- 
point of purchasing power and 
marketing opportunities the em- 
ployment figures are more signifi- 
cant. It is particularly significant 
that in the first quarter of 1949 
employment averaged 204,000 high- 
er than in the same period last 


year (in March employment was 
318,000 higher than in March, 
1948). 

Of even greater significance is 
the fact that the number of peo- 
ple employed and at work aver- 
aged 632,000 higher during the 
first quarter of 1949 than in the 
first quarter of 1948. 


as Unemployment figures as com- 
monly quoted can be very mis- 
leading because of the definition 
of an unemployed person as being 
one who is looking for work. In 
other words, the labor force has 
quite volatile figures depending on 
the number of people who consider 
themselves to be looking for work. 
A good example of how this can 
affect the unemployment figures 
comes from analysis of changes in 
the labor force between January 
and February, 1949. In February, 
1949, 1,341,000 women who were 
keeping house in January and 
therefore were not in the labor 
force decided they would look 
for jobs in February. Of these, 1,- 


= 


109,000 found jobs and were 
classed as employed in February 
but 232,000 did not find jobs and 
therefore were added to the un- 
employed total in February even 
though they did not have a job 
in January and in fact were not 
looking for a job in January. 

Before becoming too discouraged 
about the future let’s look more 
carefully at the details on pur- 
chasing power. 


Real Purchasing Power 6% Above 
Year Ago; 53% Over 1940 


The real purchasing power of 
our population—that is, the dis- 
posable personal income after taxes 
and full correction for increased 
prices—in the first quarter of 1949 
was 6% above the same quarter 
of 1948 and was at a level 53% 
over 1940. In other words, the 
American population currently has 
the purchasing power ability to 
buy and consume over 53% more 
physical goods and services than 
in the last full year before we 
entered the war (See Chart $1). 
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In baseball, each batter’s purpose is to get home. In advertising, each sales 


message has the same aim Getting your sales story into Detroit homes, where there’s 


a family of readers, is a job you can dependably entrust to 
THE DETROIT NEWS—Detroit’s HOME newspaper for 75 years. The 


Detroit News not only gives you the largest weekday circulation of any 


Michigan newspaper, but a trading area circulation of which 78% is 


HOME-DELIVERED by exclusive NEWS CARRIERS' And that 
is the greatest A.B.C.-recognized home-delivered circulation 


of any newspaper in America! 


432,112—total weekday circule- 
tion—again the highest weekday 
circulation ever attained by ony 


Michigon newspaper. 


ending September 30, 1948 


$43,643—total Sunday circulation. 
AB.C. Figures for 6-months period 


Owners and Operators of Radio Stations WWJ, WWJ-FM, WWJ-TV 


Advertising Age, May 30, 194 


Chart #1 illustrates what hi: ; 
happened to the real purchasin ; 
power of the American pub! : 
since 1940, showing actual figur: s 
reported by the government fc; 
1940 and 1948 (first quarter) an} 
estimated figures for the fir:: 
quarter of 1949 based on the fir: : 
two months. 

The disposable personal incom : 
rate of $197 billion after taxes i, 
the first part of 1949 is at a leve| 


REAL CONSUMER PURCHASING POWER 
1949 (ist Quarter) 
6% Above 1948 (let Quarter) 
11839 Burros 
Bea | 
i i et laine 
| ue pe 
ees |e |a| Se 
co td a a 
~ go oo, 
——mnmanm 100 we We 
POPULATION 19,970,000 146,754,000 148,000,000 
rm oe 1 ™ 763 
ad sds cid 


almost 2% times the immediate 
prewar level of consumer income. 
Inflation in prices has dissipated 
$81 billion of this new income, 
leaving a real gain of over $40 bil- 
lion in additional real purchasing 
power. This gain in real purchasing 
power after full correction for 
prices would make possible an in- 
crease of over 50% in the number 
of units or in improved quality of 
goods and services that our popu- 
lation could buy. 

Taking into account the increase 
in population since 1940, there has 
been an increase of 36% in the 
real per capita purchasing power. 


a This 53% increase in real pur- 
chasing power since prewar is in 
sharp contrast with the condition 


MORE ADVERTISING TODAY 
THAN TEN YEARS AGO 
MARKETS The South has become an 


outstanding market for all types of 
building material as well as for mill sup- 
plies and all types of material handling 
equipment. 


CIRCULATION Total distribution of 


Thé Southern Lumber Journal now e:- 
ceeds 4,455 and is composed of in- 
dividual, full-rate subscriptions. Renewo s 
average over 85 percent. 


BACKGROUND Over half a century 


of careful and conscientious editing h«s 
made The Southern Lumber Journal 
definite part of the Lumber Industry { 
the South. 


EDITORIAL Its news columns and vi - 


orous editorials make The Southern Lu: :- 
ber Journal a mirror of what is happe - 
ing in all branches of the lumber bu: - 
ness. 


ADVERTISING Our steady increase © 


advertising as well as circulation mak s 
The Southern Lumber Journal a good bi y 
for reaching the South's Lumber Yar : 
AND Mills. 

Write for ABC analysis showing distrib - 
tion by states and trade classification . 


“THE SOUTHERN 


Lumber Journal 


AND BUILDING MATERIAL DEALER 
Graham Building - - Jacksonville, Florida 
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val “‘How does the Los Angeles market stand these days, Bill ?’’ 
- 
a If you're digging for facts about America’s third largest market, Bill Bowden, 
Los Angeles Times Research Director, will be glad to hear from you. Valuable studies 
e are available including the Home Audit of buying habits, population figures, sales analyses, 
» lots more. Drop Bill a note. After getting the market story, maybe you can coax him into 
4 revealing that the Los Angeles Times has the largest home-delivered circulation in the West. 
ib - 
ion . 


LOS ANGELES TIMES 


: 
| REPRESENTED BY CRESMER AND WOODWARD, NEW YORK, CHICAGO, DETROIT AND SAN FRANCISCO 
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that existed after World War I. 
In 1920 the real purchasing power 
of the entire population was 1% 
under what it had been in 1913 
before the war started and on a per 
capita basis the real purchasing 
power in 1920 was 9% under 1913. 
This factor should be considered 
before jumping to conclusions that 
we must have a repetition of the 
1921 depression. 

Furthermore, the purchasing 
power of the aggregate of accum- 
ulated savings in 1920 after cor- 
rection for consumer prices was 
2% under the real purchasing pow- 
er of the total of savings in 1913, 
whereas the $207 billion of accum- 
ulated savings at the end of 1948 
represented a real purchasing pow- 
er double the purchasing power 
of the aggregate savings in 1939. 
This reserve of real buying power 
double the prewar level after cor- 
rection for prices is a stabilizing 
factor of real importance. 


Increase In Real Purchasing 
Power Shared By All Classes 


The increase in real purchasing 


power that has taken place since 
before the war has been most pro- 
nounced among the lowest two- 
fifths of the families, but the in- 
crease in real buying power has 
been substantial in all income 
groups even after accounting for 
the heavier income taxes in the 
upper groups (See Chart #2). 

Between 1941 and 1947 the 
growth in real purchasing power 
after federal income tax and price 
changes ranged from an average of 
18.3% increase among the top 20% 
of families to 41.6% average in- 
crease in buying power among the 
lowest 20% of families. Similar 
figures if available for the first 
quarter of 1949 would show still 
greater increases since personal in- 
come in 1949 is at a rate higher 
than 1947 and federal income tax 
rates have been lowered. 

While the rate of increase in 
purchasing power was not as great 
among the upper two-fifths of 
families, they represented about 
60% of the total increase in real 


INCREASE IN REAL PURCHASING POWER 
By Fifths of Families — 1941 1 1947 
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Highest Fifth (20%) 17245 '€5% 477% 463% 

Second Fifth (20%) 3523 4226 232 228 

Third Fifth (20%) 2421 2992 159 162 

Fourth Fifth (20%) 1444 1933 95 104 

lowest Fifth (20%) 562 79% 37 43 
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accounted for 22% of the 
real money income. 


Surplus Money For Discretionary 
Spending Is Four Times 1940 


The increase in consumer income 
since before the war takes on 
greater significance when the 


money income after taxes, while amount needed to maintain a 1940 


the lower two-fifths of families 


basic standard of living at present 


prices is taken out of the total in- 
come. The remainder after these 
basic living costs becomes surplus 
or discretionary spending power, 
available to improve the standard 
of living or to add to savings. 

In the first quarter of 1949 the 
surplus income of individuals 
available for discretionary spend- 
ing or saving has been at a level 
about four times the highest pre- 
war levels. It is even 11% above 
the high level of the first quarter 
of 1948. This is after taking full 
account of the higher tax level and 
allowing for a 70% increase since 
1940 in consumer prices applicable 
to the basic living costs of main- 
taining a 1940 standard of living 
for food, clothing and shelter for 
our whole population. This leaves 
a balance of over $103 billion of 
current income available for dis- 
cretionary spending or saving in 
1949 compared with only $26.5 
billion in 1940, and $92.6 billion in 
the first quarter of 1948. This does 
not include any of the huge back- 
log of savings that have accumu- 
lated in the last nine years. (See 
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‘ WHO “Listened-to.Most” Nighttime Percentages 


Nien and day, WHO is the most “lis- 
tened-to” station in lowa. The 1948 Iowa 
Radio Audience Survey* gives “listened- 
to-most” figures for each of Iowa’s 99 
counties. WHO gets the highest nighttime 
rating in 70 of these counties, the second- 
highest in 15, third-highest in 8. 


Daytime figures of course follow the 
same general pattern. 


Outside lowa, WHO scores a remarkable 
“Plus” — has a daytime BMB audience in 
130 additional counties in 8 states and 
pulls year-round mail from listeners in 


46 states. 


This overwhelming listener-acceptance 
is proof of WHO's inspired and public- 
spirited programming. Ask us or Free & 
Peters for all the facts. 


& The 1948 lowa Radio Audience Survey is a “must” 
for every advertising, sales, or marketing man who is interested 
in the lowa sales-potential. 

The 1948 Edition is the eleventh annual study of radio 
listening habits in Iowa. It was conducted by Dr. F. L. Whan 
of Wichita University and his staff, is based on personal 
interview of 9,224 lowa families, scientifically selected from 
the city, town, village and farm audience. 

As a service to the sales, advertising and research pro- 
fessions, WHO will gladly send a copy of the 1948 Survey 
to anyone interested in the Iowa radio audience and its listen- 
ing habits. 
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+ for lowa PLUS ¥ 


Des Moines . . . 50,000 Watts 
Col. B. J. Palmer, President 


P. A. Loyet, Resident Manager 


FREE & PETERS, INC. 
National Representatives 


Advertising Age, May 30, 194) 
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a The market potentialities of thi; 
fourfold increase in discretionar ; 
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fully recognized. The discretion 
ary spending power alone now ji 
greater than the total nationa 
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discretionary spending power is a 
matter of their own discretion. 
They could put it into additional 
savings, into increasing the quan- 
tity or quality of their basic living 
items of food, clothing or shelter 
or into additional things they may 
desire which they never have had 
before. Since this $103.2 billion is 
discretionary spending power be- 
yond the things considered basic 
necessities in 1940, it represents 
an open opportunity for every 
seller of goods and services, sav- 
ings plans or investments to in- 
fluence and guide the discretion 
of this purchasing. 


Backlog Of Individual Savings 
Three Times Greater Than in 1940 


It is estimated that at the end 
of 1948 the aggregate of individual 
savings, totaling about $207 bil- 
lion, was three times greater than 
the total in 1940 of $68.4 billion. 
This huge backlog of savings must 
be taken into account in analyz- 
ing consumer purchasing power 
since it is a form of potential buy- 
ing power available at the dis- 
cretion of the consumer. The pres- 
ent total of $207 billion in sav- 
ings is the equivalent of 24% times 
the total national income of 1940. 


Consumer Debt Unusually Low In 
Relation To Income And Savings 


The expansion of consumer cred- 
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PANTAGRAPH 


Can You Reach 117,000 — 


" BLOOMINGTON — 
Annual 
furniture, 
household 
and radio 
retail sales 
$3,592,000. 
$103.51 per capita.* 


*Copr. 1949. Soles Management 
Survey of Buying Power; further 
reproduction not licensed. 
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Over a Century of Community Service | 


SENTED NATIONALLY BY GILMAN. NICOLL & RUTHA ** 
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CHICAGO DAILY NEWS 
SETS NEW ALL-TIME HIGH 
IN CIRCULATION — 


LAM 


Average Net Paid 


FOR THE 12 MONTHS ENDING MARCH 31, 1949 


I achieving this historical mark, the Daily News gives to its ad- 
vertisers a greater HOME coverage of substantial families than ever. 
This Daily News HOME audience is, of itself, one of the major markets 
of America just as the Daily News is one of the nation’s major adver- 


tising mediums. 


ICAGO DAILY NEW 


For 73 Years Chicago’s HOME Newspaper 
JOHN S. KNIGHT, Publisher 
DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


Offices in 


NEW YORK . DETROIT ° LOS ANGELES . 
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it during 1947 and 1948 was 
viewed with alarm, because in 
terms of dollars individual debt 
had reached totals above prewar 
years and the increase has been 
considered an inflationary force. 
As a possible continuing influence 
on market potentials, however, 
consumer debt must be studied in 
relation to income and savings. 

Consumer debt actually is low 
according to prewar standards. It 
could increase by between 60% 
to 100% without exceeding the ra- 
tios which, in 1940, were con- 
sidered conservative. From $40 
billion to $65 billion could be 
added to the present total of con- 
sumer credit and mortgages be- 
fore reaching the 1940 relation- 
ship to disposable income or sav- 
ings. 


Changed Distribution Of Families 
By Income Groups 


As we come into a buyers’ mar- 


ket the new market opportunities 
opened up by the shifts upward in 
income groups of families are a 
vital key to increased sales. The 
present distribution of families by 
income groups is far different than 
in 1941. The Economic Report of 


the President in January, 1949, 
gave a breakdown of families as 
of early 1948 according to money 
income after federal income tax 
in 1947 compared with 1941. (See 
Chart #4.) 

This study showed startling shifts 
upward in family income. Fam- 
ilies with incomes of over $5,000 
after tax jumped from 4% of the 
total to 21%. In number of fam- 
ilies, the increase was more than 
fivefold—from 1,656,000 to 9,366,- 
000 families with incomes over 
$5,000 after tax. The total with 
incomes over $3,000 jumped from 
6,624,000 or 16% to 22,300,000 or 
50% of all families. 

As these millions of families 


1941 To 1947 incomes After Taxes 
Al 
oes 1947 
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move up into the next higher 
groups of disposable income after 
tax they can change enormously 
the potential markets for goods 
and services depending on the ex- 
tent to which they take on the 


standard of living of the income 
group into which they move. If 
the 15,676,000 families who have 
moved up above the $3,000 income 
level from the $1,000 to $3,000 
level in 1941 were to take on the 
established expenditure pattern of 
the group into which they moved, 
they would represent potential 
markets from two to five times 
as great as before, depending on 
the product. 

Changes in habits or standards 
of living do not take place auto- 
matically with changes of income 
since it takes time to educate peo- 
ple to an acceptance of the next 
higher standard of living. But the 
increased market potentials do 
exist and can be developed by ag- 
gressive marketing. 


Demand Must Be Created To 

Provide A Continuing Market 
World War II proved, beyond 

any doubt, that America has the 


omes. 


Business looks to the South, and steady, year-after-year gains like these make 
New Orleans the South's Greatest Market. 
Steady, year-after-year growth makes The Times-Picayune and New Orleans 
States the most dominant selling force in this great market . . . These two 
eon together reach 181,282 New Orleans readers in a city of 181,100 


Get the facts today! 


TIMES-PICAYUNE and STATES 


% MORNING 


*% SUNDAY 


% EVEN! NG 


OWNING AND OPERATING RADIO STATIONS WTPS AND WTPS FM — REPRESENTATIVES: JANN & KELLEY, INC. 
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productive ability—both in tern ; 
of materials, labor force, and tl 
technical ingenuity to make th: t 
labor force productive—to produ: e 
goods and services far beyon) 
what was dreamed possible in tt > 
days of the “mature economy.” 


s By utilizing our full labor forc > 
and supplying workers with im. 
proved tools of production we hav: 
been able to step up our produc. 
tion so that it is possible to hav: 
much more goods available fo- 
consumption. Further, it is now 
evident that, provided investmen: 
capital is made available for new 
and improved equipment, the pro- 
ductivity of our population cou) 
be still further increased so th:t 
our potentiality for production-—- 
for increasing still further the 
amount of goods available for con- 
sumption—is still capable of large 
expansion. In other words, there 
is still a major opportunity for 
raising the standards of living in 
America even though standards in 
this country are now the highest 
of any major nation in the world. 


s Now that almost four years of 
postwar experience have indicated 
the possibilities for increased 
standards of living in peacetime, 
we must look carefully at the other 
side of the equation—that is, to 
the creation of sufficient demand 
to provide a market for the goods 
and services we have proved we 
can produce. We must consider 
the necessity of maintaining the 
high level of domestic consumption 
now that temporary factors af- 
fecting demand have passed and 
we have returned to the more nor- 
mal situation of a “buyers’ mar- 
ket,” with its problems of crea- 
ting a sufficient demand to keep 
the factories busy. 

The mass of our population al- 
ready lives at standards far above 
the bare subsistence level of food, 
shelter and clothing. They could, 
if necessary, get along and sus- 
tain life on very much less than 
they now buy. They could defer 
many purchases entirely or for 
long periods of time even though 
they have adequate purchasing 
power. This fact makes doubly im- 
portant the psychological factors 
affecting desire and common wants 
and the translation of these wants 
into active buying demand. 


ws By expanding these wants ad- 
vertising and selling can become 
a major educational factor in 
building the demand for new and 


Don’t 
Measure the 
Size of the 
Farm Market 
by the 
Number 

of Farmers! 


The’ sure measure is the BUY- 
ING POWER of those farmers. 
And that’s where New Jersey — 
with 26,000 farms and a THREE 
HUNDRED MILLION DOL- | 
LAR annual farm income — | 
stands head and shoulders over 
all others. 


It will Pay 
You to 
Investigate 

NEW JERSEY— 


the state of big incomers, big 
producers, big buyers. 


Garden State Building 
Sea Isle City, New Jersey 
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The Times Herald, each weekday afternoon and 
ar- Sunday morning, provides Dallas families with a com- 
ep plete home-town newspaper service. It offers more 
al- wire news services, more wire photo services, more 
od, big-name columnists, more comic strips, and more 
“ local news stories than the other Dallas newspaper. Its 
special features for women and the home have won 


> awards from professional critics. Its unique sectional 
~ makeup was designed to make a family-style news- 
paper convenient for shared reading by the whole 

- family. This attention to family needs is why The 

4 Times Herald is at home in most Dallas homes. 


The influence of The Times Herald reading 
habit on buying habits extends throughout the 
rich Dallas retail trading zone. Circulation domi- 
nance is paralleled by superiority in retail display 
lineage. 


The BRANHAM COMPANY Man will supply the details. 
KRLD F-M e KRLD 50,000 WATTS e CBS AFFILIATE DALLAS — FT. WORTH 
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better products—a demand for 
stepping up from one standard of 
living to the next in such a way 
that markets for goods and services 
can be expanded to the point 
where they will sustain the high 
level of production and employ- 
ment this country is capable of 
reaching. 

Since the war our economy has 
operated on a very high level. It 
must be kept high because “break- 
even points” are, in most busi- 
nesses, so much higher than pre- 
war that any major recession in 
consumer demand would quickly 
make production unprofitable and 
lead to heavy unemployment. 
There is no need, however, for 
this serious drop in demand if the 
public is educated to accept and 


insist on the higher standards of 
living made possible by our pro- 
ductivity and by the increased real 
purchasing power resulting from 
increased productivity. 


Ability To Consume 

A study of different standards of 
living actually existing at different 
levels of income, prewar, shows 
clearly that the standard of living 
of the typical American family 
could be doubled over prewar lev- 
els without reaching what might 
be called excesses. Prewar, in 1941, 
the $25 a week family typified the 
American economy. Approximately 
half of the families in America 
had incomes above this level and 
approximately half had incomes 
below this level. In that same year 
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a detailed government study of 
items purchased by families in 
different income groups showed 
that families with incomes of $50 
a week were buying and consum- 
ing at the rate of almost double 
the $25 a week family for most 
items. 

Certainly the standard of living 
of the $50 per week family in 1941 
could not be called an excessive 
goal or a luxury standard of living 
in terms of our ability to produce, 
yet it could mean markets nearly 
double our best prewar levels in 
terms of units of physical goods 
and services or better quality. 


@ We already have passed the 
point where our economy is typi- 
fied by families with $50 per week 
money income, since in 1947 ap- 
proximately half of our families 
had money incomes of over $3,000 
per year after federal tax, com- 
pared with only 16% in 1941. Un- 
fortunately, inflation and taxes 
have taken such a large bite out 
of increased income that we have 
progressed only half way to the 


goal of doubling the real purchas- 
ing power and the resulting stand- 
ard of living compared to the best 
prewar levels. 


But the fact that we have gone 
half way and already have a real 
purchasing power 53% higher than 
in 1940 is of major significance 
and presents a real challenge to 
business to maintain this level and 
to drive on to the attainable goal 
of double prewar in consumption 
and production. In terms of con- 
stant prices we would have to pro- 
duce and consume one-third more 
than at present if we were to reach 
the standard of living typified by 
the $50 per week family in 1941. 


Advertising 
And The Will To Buy 

There are three basic factors 
that make markets. They are: 

1. People. 

2. Purchasing Power. 

3. The Will To Buy. 

The marketing man looks first 
to his statistics on people because 
that is the starting point of all 
markets. He will know that the 
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information. 


Salt Lake Market 


Based on a comprehensive sur- 
vey under direction of Dr. O. P. 
Head of Marketing 
Department, University of Utah, 
this analysis gives you details on 


e Buying Habits — 
e Brand Preferences — 
e Dealer Distribution — 


Covering Foods—Soaps—Toilet- 
ries — Homes, 
Automotive Supplies. 


Appliances — 


Also — Family Information — 
Employment—Bank Accounts— 
Vacations — and miscellaneous 


If you don't have a copy, one will be sent promptly 


on request without charge. 


You Need This Book and The Deseret News To Sell 
More Effectively in this Growing Market 


SALT LAKE CITY. 


In planning your selling activities in the Greater Salt Lake 
Market you will find the Deseret News Consumer Analysis 
extremely helpful. 

And The Deseret News itself, which in the past year has 
made perhaps the greatest record of circulation and linage 
growth in the history of American journalism, is the medium 
It is the best newspaper advertising buy in the moun- 
tain west — daily and Sunday. 


The Deseret Nems 


UTAH 
National Representative: Cresmer & Woodward, Inc. 


Advertising Age, May 30, 194: 


U. S. population has grown by ove 
16 million from 131,669,275 in 194 
to 148,000,000 now or an increas 
of over 12%; that about 7 millio 
people have moved from rur: 
areas to cities where the patter 
and standard of living are quite dif 
ferent; that by 1950 the farm pop 
ulation will have decreased b 
about three million from 194: 
while the non-farm population wil! 
have increased by 21 million; tha 
the abnormally high birth rat: 
since 1940 resulted in about 29 mil 
lion births which soon will have a: 
important influence on school fa 
cilities, housing requirements, an 
food requirements; that some 1( 
million marriages since 1940 hav: 
brought new families into exist 
ence, representing well over one- 
third of all our families; and tha‘ 
the educational level of our adult 
is now considerably higher than in 
1940. All of these are factors tha’ 
point to increased market poten- 
tials. 

The second major factor in mar- 
keting—purchasing power—has al- 
ready been covered in detail anc 
is shown to be at a very high level! 


gw This leaves the third important 
factor—the will to buy—as the 
field in which marketing men have 
their greatest opportunity. We 
have a market of 148,000,000 to 
150,000,000 people with proven 
high purchasing power but with a 
standard of living which has lagged 
behind that purchasing power 
This then is a job for education 
and selling to create the demands 
Advertising is a basic marketing 
tool and it is available at bargain 
rates. 


Advertising Costs 40% Below 1940 
In Terms Of Real Purchasing Pow- 
er 

Contrary to general impressions, 
advertising costs are a unique ex- 
ception to the upward trend in 
prices. 

The cost today to reach 1,000 
or a 1,000,000 people through ad- 
vertising is about the same as it 
was in 1940. 

The rate per page per thousand 
circulation of 29 major magazines 
in 1948 was $3.57 compared with 
the same cost of $3.57 in 1940. 

The milline rate of 1,781 dail) 
and 511 Sunday newspapers in 
1948 was $2.77 compared with 
$2.68 in 1940 (a rise of only 3%). 

The cost per thousand radio 
homes covered by two major net- 
works is lower now than in 1940. 


The 1949 
ILLINOIS 
CONSUMER 
ANALYSIS 
will be 


Available on or 
before September Ist 


* Foods -°* Cosmetics 
* Gasoline * Oils 
* Electrical Appliances 


* Tires 


42 CITIES OUTSIDE CHICAGO 


Write 


Illinois Daily Newspaper 
Markets, Inc. 


605 East Capitol Ave. 
Springfield, Illinois 
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HEART OF THE 
PACIFIC NORTHWEST 


Advertising Representatives: Cresmer & Woodward, Inc., New York, Chicago, Detroit, 
Los Angeles, San Francisco. Color Representatives, SUNDAY SPOKESMAN- 


For A Full Sales Quota 
In The Pacific Northwest 


Whatever you sell in the Pacific Northwest, bright- 
est spot of the West—the Spokane Market ts a must for 
a full sales quota! Composed of parts of four states, and 
populated by more than 900,000 prosperous people, the 
Spokane Market is a region as large as New England 
bounded on all four sides by giant mountain ranges. It 
is an independent market of tremendous size and wealth 


—a big producer and a big consumer. 


Retail Sales scones senna UP 244% 
Food Sales... ; UP 246% 
Drug Sales UP 161% 
General Merchandise Sales... UP 219% 
Market Income... soceat _ UP 215% 
Population... siabeeiaeeta UP 23% 
Bank Transactions. sesjanaaewetnntn satanasaicaseeeeesaaed UP 297% 


Postal Receipts*. es =f 


‘ fed people Value Building Permits* secesssensensnesne-eeeeee-e-- UP 580% 


Jf All percentages 1948 over 1939 except population which is 1948 over 1940. 


Marker’ a 


It will pay you well, whatever you advertise and sell in 
the Pacific Northwest, to tap the responsive buying power of 
the Spokane Market. Make sure your schedule includes the 
long-established, widely read Spokane Dailies. They alone do 
the job, and do it right in the Spokane Market—which, because 


of distance, is removed from coastal influence. 
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Combined Daily 
CIRCULATION 


Now Over 


150,000 
81.84% UN-duplicated 
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All of these costs are in current 
dollars which have a purchasing 
power for other products of only 
59¢ (the consumer price index is 
now 70% above 1940). In terms of 
constant dollars this means that 
the cost of reaching 1,000 persons 
through advertising is about 40% 
under 1940. 

In dollars of 1940 purchasing 
power, the magazine cost per page 
per thousand is down from $3.57 
to $2.09—a drop of 41%. 

In dollars of 1940 purchasing 
power, the newspaper milline rate 
is down from $2.68 to $1.62—a drop 
of 40% (see the accompanying 
table and the one which appears 
on Page 29). 


ws Most other selling costs have 
gone up considerably since 1940, 
yet in current dollars the cost of 
reaching a person with an ad- 
vertising message is the same now 
as in 1940. Consider this in rela- 
tion to the fact that real per capita 
purchasing power of the average 
person reached is up 36% since 
1940. In other words, that indi- 


Advertising Costs Are 40% Below 1940 


1940 1948 oom 
Magazines (27 magazines and 2 Sunday newspaper magazine supplements) 
Circulation 58,324,871 82,046,467 41% 
Cost for 4 color page $208,155 $293,005 41% 
Cost per 1,000 circulation $3.57 $3.57 0% 
Cost per M in 1940 dollars 
(1948 index at 171 average) $3.57 $2.09 —41Y, 
Newspapers (1,781 dailies and 511 Sunday) 
Circulation 73,502,803 98,593,378 34%, 
Total line rate $196.69 $273.39 39%, 
Milline rate $2.68 $2.77 3% 
Milline rate in 1940 dollars $2.68 $1.62 —40%, 
vidual represents a market for 
36% more units at the present The list of 


price levels, yet it costs no more 
to tell him about your product. 

It still would seem that there 
will be plenty of opportunity in 
1949 for maintaining or expand- 
ing markets. 


Available Market Data 
begins on Page 44 
and continues uninterruptedly 
to Page 96 


Census Bureau 
Reviews Status 
of Its Projects 


(Continued from Page 29) 
tunately, the initial censuses will 
not provide coverage of Mineral 
Industries and Transportation be- 
cause of lack of funds. Since a Cen- 
sus of Manufactures covering 1947 
is being taken by authority of 
previous legislation it will not be 
necessary to repeat this census for 
1948. The Census of Business cov- 
ering 1948 is now in progress. 


e The major Census _ projects 
either under way or shortly to be 
undertaken are briefly described 
below in the chronological order 
in which the results will become 
available. Business has partici- 
pated in the planning of these 
projects more intensively than ever 


SAN FRANCISCO HAS FOUR 
GOOD DAILY NEWSPAPERS 


BUT Department Store Advertisers prefer The 


San Francisco Call-Bulletin. For ten consecu- 
tive years The Call-Bulletin has topped all San 


Francisco dailies in Department Store linage. 


"The Call-Bulletin is a highly effective medium for us, 
especially for rapid-fire merchandising,”’ says Henry 
W. Alexander, Advertising Manager of The Emporium 
— San Francisco’s largest department store. 


OTHERS who prefer The Call-Bulletin: 
GENERAL ADVERTISERS 


The Call-Bulletin is first among the dailies in General linage. 


RETAIL ADVERTISERS 


Top San Francisco daily in Retail linage is The Call-Bulletin. 


ALL DISPLAY ADVERTISERS 


The Call-Bulletin leads the dailies in Total Display linage. 


SAN FRANCISCANS 


The Call-Bulletin leads all the dailies in city circulation. 


MOLONEY, REGAN & SCHMITT 


Naturally! They're our national Reps. Call ‘em for more data. 


THE SAN FRANCISCO CALL-BULLETIN 


Advertising Age, May 30, 194) 


before. Hundreds of business 01 
ganizations, trade associations, an 
others have had an opportunit 
to review and commert upon tl» 
schedules to be used and it h: 
been possible in almost all ir 
stances to arrive at decisions whic 
have the support of a substanti: 
majority of all of the intereste 
groups. 

Most of the censuses describe | 
below are complemented by cu: - 
rent statistical reports collected o 
a monthly, quarterly or annual ba- 
sis. These reports are designe 
to keep up to date a few of th» 
key measures provided by the 
complete censuses. For examp! 
there is a monthly report showin: 
the trend in the volume of whol - 
sale and retail sales for the coun- 
try as a whole, leading cities an | 
principal kinds of business. Simi- 
larly there are current population 
reports which reveal monthly, 
changes in the number of employe: 
and unemployed and, at less fre- 
quent intervals, other population 
statistics including income, marita! 
status, housing characteristics and 
the like. Other current reports of 
interest to business men include 
the “Facts for Industry” series 
measuring the current volume of 
production of leading manufac- 
tured products and the Bureau's 
monthly foreign trade and ship- 
ping statistics. A complete catalog 
of Census publications, entitled 
“Census Publications, 1948, Cat- 
alog and Subject Guide” is avail- 
able from the Superintendent of 
Documents, United States Govern- 
ment Printing Office, Washington 
25, D. C., at a cost of 70¢. 


THE 1947 CENSUS OF MANUFACTURES 


The Census of Manufactures is 
nearest to completion of all of the 
various census projects which are 
either under way or in advanced 
stages. Preliminary reports on sev- 
eral score industries have already 
been released and final statistics 
are now beginning to appear in 
print. All of the final reports are 
expected to be issued during the 
summer months. 

As in the past, the Census of 
Manufactures will be published in 
three volumes which will be sim- 
ilar in content to those of the last 
Census which covered manufac- 
turing activities in 1939. 

The first of the volumes wil! 
be organized by industry. All of! 
the information available on the 
plants in each of about 500 in- 
dustries and on the products 
usually produced in each will be 
brought together in one place in 
this volume. It will include in- 
formation for approximately 6,000 
of the most important commoditie 
This is a significantly larger num- 
ber of commodities than it was 
possible to publish in the last 
Census. Information will be shown 
for many industries on materia s 
consumed and for some on equip- 
ment used. A new feature of the 
tabulations will be the presenti - 
tion of tables for each industi) 
showing not only the produc s 
usually produced by that indust) y 
but in addition the other class: s 
of products actually produce. 
Thus, for the machine tool industr ', 


The MOST Effectiv 


ADVERTISING, _ 
MERCHANDISING, 
and EDITORIAL 


INFLUENCE © | 
in the DAKOTAS | 


Datecas Oum Magazine 
AKOTA FARMER 


ABERDEEN, SOUTH DAKOTA . 
J.P. MALONEY, Advertising Manager 


ae ; BP oe 2 Bagh ee oe ‘ dial ates aa Sa Tecan Ea : ns a Sf i Pie ait “aegis ok ae a get Via = Fa kee pee 
Bi ~r gees Pe. ae a eee ay : bgt aah i : Bas ae oe Behe 2 ae 
Re a a ia Se heli ee ee SY Pu Tits “y ; sii ee é Bie Fes Some ‘ hie eam eo! arene ec ah tee ee 
een ct Sere ee ee SW ae a. ieee ee ae ees ae oe ae os tee abe Wiig! = ci Elana ree a a aoe Wee v ea sme ne Gis arene en ih igs i pea 
3 cree ae ieee I Sg RE er ee al lilies aoe = oA oe blag yi ee Fae reat ey a fig Wack Pier aie Ne ers oa Siege a 
: ia On ae ae ee ee rn ae a eels hh +: eae _ ee ee ae, ee eo ala iia teS ea Cte ae eg tS Bret: e ; 5 were 
a , nae: ae ee Bi | . ee ae ae ea aes cae (sr ES ys in ee a ae cet Sc Brew = ies ni Fas ae, 4 FEO 
- — ——— . eo e Pee? ee eee i aces n de.” ean “ae a ee ee Ce ae 
: - | | | ; _ | i 3 eee = ” - iin ll am i ig oe 5 Meee eS 75, 2 aT a, ee ee er ea. ee 
. , oo on Bi we f ss aoe ee etc, eee Me a ER Sa!) Yh apie <7” Lay 
oa ‘ ? - ; ? . 5. ae ' ; thie ce 
: _— ate — . - 
CAR aan 
a 
| | 
We 
| 
| | 
] 
| 
aes . 
poe 
Hae 
may 
one - — 
| 
| 
| 
i) 
Tet 
a 
oe 
males) 
a 
er, | | | 
ps 
| $n 
| 
| 
| 
| 
| 
i 
a 
ia 
| 
As 
| ee sp 
“ 
: ———— 36 
vs . #, . se z - 
by oe es e ra “ 
—_ é e ’ a P . ze ° 
| | cle 
| | cel 
13 : 
| ae ce 
: mae : 
. Sve! ‘ 
' ‘ 
. o 7 
: ‘ ; TCU OMT : 
é 
* 
| | the 
| : An 
Se x bi be . 
is , x <% . a Se ain An 
‘ -*< . 
se See ee a 
a iad eS 
: ee Me ee See ee te oo 
Bee a te pets Paes “8 See Ss 
| “ —- 
SS j og . i 
= i ee > & 
; F a eee aaa ¥i 
| bate: Ren Saas | ae Rk, e< a Le >. . 
» & es Sa was Se i. i. ae 
: ‘ ee ee CT ae ie i ag 
- — oes ats cf aD. . Ee. 
% as $3 i § re Spe 5. cues, am 
i = ; ae a a ee ee te, 
| ‘ oe ae Cee. ae : Ne em 
5 x et aa ‘ = fs om Mi Ee . 
[ ae i es 
" Seg b Fe j : - ee oe 
i Ss Peet oe ras gee pe" ; 
' SE Se eS ’ ‘, ees ie 
.. ne Sa es , a % F4. 
oes a , E* Be 
7 4 - Ras ae a 8 : 
, 7; Pr Ras > a & MS. 5 ee 
os a w att sk, San ee 
ee ae: ae Pet, bg, eet 4 : 
, . ae a si ee pr ae aN a — 
7 aan a 4 3S <a ice ig 
j - sf es 
ie fo ee 
3 Ses aa ES ue es i 
o e ; a. a s ae +5: a = eS 
3 et ee = 7? eres. RS i = 
. 
E 
| i 
| a 
| 2 
Pe - 
; be 
P| bi 
se 
a — t 
Pe vo 
salsa Sli eon. 4 
he 
ee : p 
Ree Sie a ey ae a 
4 ~ 
ee a z 
w ' : : 
; iM 
; . 
/ 
. 
ES ERE | 
whe a eat nC Se 
| | | ; a ae a * - IRE ee oe 


lation 
arita! 
S and 
rts of 
clude 
series 
ne of 
ufac- 
"eau’s 
ship- 
italog 
titled 
Cat- 
ivail- 
nt of 
vern- 
ington 


TURES 
"es is 
f the 
h are 
anced 
| SeV- 
ready 
istics 
ar in 
S are 
gz the 


is of 
ed in 
sim- 
> last 
ufac- 


will 
ll of 
1 the 
) in- 
ducts 
ll be 
ce in 
> in- 
6,000 
litie 
num - 
was 

last 
how 
pria s 
quip- 
f the 
enti - 
ustr 5 
duc s 
ust! y 
assis 
uce |. 
istr ’, 


GOA IS DOWNTOWN 


In these key urban markets, 36 million 
consumers with 61 billion dollars to 
spend are buying at the rate of over 
36 billion dollars worth of merchandise 
at retail every year. 


GOA has developed effective coverage 
of poster panels and painted bulletins 
close to the opportunity to buy—in the 
central retail districts, in the outlying 
shopping centers and near all the prin- 
cipal focal points which attract great 
concentrations of people. In many of 
the most important “downtowns” of 
America GOA provides outdoor adver- 
tising space of downtown caliber. 


3, an 
unit 
n the 
t hi 
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In over 90 key urban markets in 
America’s most prosperous market- 
ing areas. Where buying power is 


mighty—where sales are prolific. 
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In 37 markets of 100,000 an 


In 22 markets 
n 28 markets 
in over 1300 $ 
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ASK FOR G.O.A. RATES AND SCHEDULES FOR POSTER COVERAGE 
IN OVER 1400 CITIES AND TOWNS 


General Outdoor Adverti 


INCORPORATE DO 


sing Co. 


515 South Loomis Street, Chicago 7, Illinois 
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the tables will show in addition 
to the output of machine tools, 
the value of textile machines, agri- 
cultural implements, castings and 


. other products produced as sec- 


ondary products by the machine 


+} tool builders in 1947. 


_ tistics 


@ The second volume will be or- 
ganized by geographic areas. Sta- 
on number of establish- 
ments, number of employes, wages 
and salaries, value added by man- 
ufacture and expenditures for 


. plant and equipment will be shown 


for the nine census regions, each 
state and more than 55 metropoli- 
tan areas by industry groups and 
by individual industries. Similar 
data with less information by in- 
dustry will be shown for leading 


_ industrial counties. Some informa- 


tion will be published for all coun- 
ties and for cities with more than 
10,000 population. 

The chief changes from previous 
censuses in the area tabulations 
are greater emphasis on regional 
data, an increase in the number 
of industrial areas for which de- 


tailed reports will be made, and 
the precedence given to counties 
over cities when data for both can- 
not be published because of the 
disclosure problems. There will 
also be included tables showing 
for every county in the nation the 
number of establishments classi- 
fied by approximate size in each 
of the 20 major industry groups. 


a The third volume will be a sum- 
mary by subjects. As in the past, 
this volume will reproduce the 
most important statistics collected 
for each industry and area in short 
convenient tables. In addition, it 
will contain historical series for 
the United States, special tabula- 
tions based on size of establish- 
ment, information on inventories, 
type of operation, consumption of 
materials, etc. 

Tables on the number of trucks 
and trailers by type and size, 
owned or leased by manufactur- 
ing establishments and used by 
them in the business, will be in- 
cluded in all volumes for the first 
time. 


A list of all 1947 Census of 
Manufactures reports is available 
on request. 


Tue 1948 Census or BUSINESS 


Census enumerators are now 
conducting the 1948 Census of 
Business. This is the first of the 
new series of quinquennial Cen- 
suses to be taken under Public 
Law 671—80th Congress. The kinds 
of business covered by the 1948 
Census will be similar to the last 
such census covering the year 
1939—retail and wholesale trade 
and selected service trades, includ- 
ing personal services, business 
services, repair services, amuse- 
ment enterprises, and hotels. How- 
ever, businesses in the contract 
construction field which were cov- 
ered in 1939 will not be enumer- 
ated in the 1948 Census of Busi- 
ness. 

As in the case of previous Bus- 
iness Censuses there will be in- 
cluded data such as total sales or 
receipts; the breakdown of sales 
by. merchandise or commodity 


lines; credit sales and balances due 


from customers; beginning and end 
of year inventories; payroll and 
employment; operating expenses 
of wholesalers; and the classifica- 
tion of businesses by legal form of 
organization and type of opera- 
tion. 

Among the more important 
changes from the 1939 Census will 
be (1) less detailed payroll and 
employment data; (2) classifica- 
tion of data on multi-unit firms by 
number of units in the firm, thus 
eliminating the old “chain store” 
designation but making compari- 
son with previous “chain store” 
figures possible; (3) changes in 
the classification of merchandise 
lines for retailers, adopted at the 
recommendation of the retail trade 
associations, and improved pro- 
cedures which should result in bet- 
ter data than it previously has been 
possible to provide; (4) provision 
for the first time of information 
on number and capacity of trucks, 
truck-tractors, and trailers oper- 
ated by business establishments 
and (5) elimination of informa- 
tion on the distribution of manu- 
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Sparks 


Feb. 22—the one day Washington 
means more than just more taxes. 


> . > 
American tourists spent about 
$270 million in Canada last 
compared to $241 million in ‘47. 
Canadians spent $112 million in 
the U. &., against $152 million for 
the comparative 


Plain Gas 
No more premium gas will be 


used in rnment trucks and 
ears, the eral Bureau of Supply 
said last week. 


This move, said to be in line with 
man’s conservation order, 
based on the conclusion that mod- 
ern stock cars are “designed for 
completely satisfactory operation” 

on regular grade. 


Still Paying 


Residents of 85 sc’! 


white. 


cars in the buildilg 
Don Maple, owne 


Output Is Steady 


Car-Truck Total Tops Even 1929... 


At 106,838 Units; 
March Peak Seen 


3-Week Shutdown 
Announced by K-F; 
Harvester Is Hit 


By Bernie Thomas 
Associate Editor 


that U.S. plants 


ing to final 
new- | piled by R. L. Polk & Co. 


domestic sales during 1948, accord- 
registration data com- 


48 Sales All-Time High 


The big factor in the breaking of 
the old mark was the alltime high 
registration last year of 1,035,174 
new trucks. New-car sales in 1948, 
fotaling 3,490,952 units, trailed the 
1929 peak of 3,880,206 and also fell 
short of the 1941 number of 3,731,- 
166. 


would substantially hike overall 
car and truck output last week 
failed to materialize, but indica- 


March. 


Trucks 
Make 147 Pos. 
. 1 
186Al4— 2 
113,151— 4 
126,736— 3 


. . . 
LA YEAR'S vehicle registration 
record was established despite 
the fact that 1948 combined pro- 
duction in the U.S. was below the 
1929 alltime output mark. 


this country in 1929, however, 
compared to less than 440,000 last 
year. This accounted for much of 
the difference in domestic sales 
between the two years. In addi- 
tion, only 527,057 new trucks were 
titled in 1929. 

Both car and truck registrations 
in 1948 were well ahead of the 1947 
totals. The 1947 combined total was 
4,046,363, including 3,167,231 cars 
and 879,132 trucks. 

> . 7 
O SURPRISE was the final re- 
sult showing Chevrolet perched 
comfortably on top of 1948 car and 
truck sales. 

In U.S. car sales, Chevrolet rang 

up 708,609, compared to 640,709 in 
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since it would be e r 
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mittee ‘would | 
te investigation | 
ing curbs. 
Patman commit- 
power to originate 
. on credit control. 

Sy one, representative Ad- 
ration men are going to Capi- 


5! Hill, making addresses and giv 
(Continued on Page 42, . 1) 


from November, reports the 


was somewhat larger than t 
usual year-end decrease. Manufac- 
turers’ inventories rose almost $600 
million, wholesalers’ stocks were off 
about $200 million. Retailers’ hold- 
ings fell $1.7 billion. 

ear-end durable-goods stores in- 


1947. A six-week model changeover 
caused runnerup Ford to decline to 
486,888 from 532,646 in 1947. 
| Both Chevrolet and Ford boost- 
| ed their truck registrations from 
1947 levels. The former ro 
total went up from 235,808 to - 
219 last year, while Ford > 
creased from 186,414 to 225,729. 
| Plymouth and Buick clung to 
}third and fourth car sales spots, 
| respectively, although the latter's 
| total dipped a bit below its 1947 


accounting. 


THER CHANGES in the car 


. | sales lineup last year included 


Pontiac ousting Dodge from fifth 
| place; Studebaker pacing the inde- 
pendents and jumping to eighth; 
Mercury ebbing to -ninth from 
eighth; Hudson rising from twelfth 
to tenth; Kaiser advancing from 
fourteenth to eleventh; Chrysler 
falling from eleventh to twelfth; 
Nash dropping from ninth ‘to thir- 
| teenth; DeSoto slipping from thir- 
teenth to fourteenth; Packard ris- 
ing from seventeenth to fifteenth; 
Cadillac sliding from fifteenth to 
sixteenth; Frazer increasing from 
sixteenth to seventeenth, and Cros- 
ley outstripping Willys for nine- 
teenth. 

Oldsmobile and Lincoln putaines 

(Continued on Page 6. Col. 3) 


ventories were at the November 
level as a rise of about $125 mil- | 
lion in automotive stocks offset an) 
equal decline in building materials” 
and hardware inventories. 


K-F Ups Discounts 


Put at Competitive Level; New Model to Sell 


For complete production (0% me 

makes, see table, page 45. S rove- 
wed “ "ments in retail and wholesale 
used-car trading were found 
Avtomortive News in a 10-city check- 
up of auction centers and lot oper- 
ators last week. Continued mild 
weather over most of the nation | 
failed .to bring a general gain in) 


- Dodge, DeSoto, Plymouth 
“| Hopeful of Output Boost 


N SEPARATE new-model previews, Dodge, DeSoto and Plymouth 
dealers were told last week to expect more 1949 car production if 
retail, while wholesale showed im-| steel and labor conditions permit. Highspots of the three sessions held 


at $2,088; Republic Deal Cuts Costs 


BS NEWS happened fast last|car sold at retail, to correct exist- 
—— at Kaiser-Frazer, as fol-| ing - “eee in competitive dis- 
counts. 


provements only in those metropol- in Detroit included: 
itan areas where dealers are long) 1. Dodge President L. L. Colbert 
accustomed to early spring buying. | declared that the car sales market 


This year, prices and volume is at or near a turning point; that 


— — dealer discounts, ranging 2. A new five-year contract with | are running far below averages by: and manpower are the big 
K-F of | for rres dealer problems of 1949; that 
from 24 to 28 percent (up about 6| Republic Steel, —— @ corresponding period last | ° oN era dealer at aie 


percent on various models), will be- 


year, the survey showed. 
come effective Apr. 1, placing K-F Midwestern states, still locked in| Sales used cars depends on local 


the grip of winter snows, reported | competitive conditions. 


dealers on a competitive di MS if LAE 
trade conditions stagnant. Texas J * 

level with the rest of the industry. In This Issue end Geutiwestesn dealers called | preside t in charge of sales, told 

Between Feb. 24 and Apr. 1, the Reststrations, Priees ....... es 2¢ |! business slow and worsening. In Sealers that DeSoto hopes to do 

factory is making @ $200 trading || Pensa ‘ty Makes .......- Page 46 || Denver, volume prices con-| better on production in 1949 than 

allowance to dealers on cach new \Coatteend an eae eh Ga 2) in 1948 a substantial margin. 


He urged dealers to get out and 
sell since it looks like times are 
changing. Prices will be up some- 
what, but they will be competi- 
tive, Wagstaff added. 

3. Plymouth Sal Chief R. C. 
Somerville qaneted that, if present 
steel allotments are continued, the 
1948 average weekly output of 7,200 
Plymouths could be maintained 
through 1949; doubted that mate- 


(Continued on Page 39, Col. 3) 
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facturers’ sales by class of custo- 
mer. 


ws The basic tabulations will in 
clude the number of establish- 
ments classified by kind of busi- 
ness, annual sales or receipts, pay- 
roll, and employment to be pub- 
lished for all counties and incor- 
porated places of 2,500 or greate: 
population. Arrangements have 
also been made to code and punch 
data for incorporated places hav- 
ing 1,000 to 2,500 inhabitants. It 
will then be possible to provide 
special tabulations at small cost 
to those who desire inforination 
concerning such places. Such data 
as sales by merchandise lines, 
credits, inventories, trucks, estab- 
lishments classified by sales size, 
type of operation, legal form of 
organization, etc., will be pub- 
lished for broad geographic areas 
such as the entire nation, regions, 
states, and metropolitan areas. 

It is hoped that preliminary 1948 
Census of Business results will be 
published late in 1949 and will 
cover the basic count of the num- 
ber of establishments and dollar 
sales figures for cities, counties, 
and other small geographic areas. 
Virtually all remaining Census 
data will be released during 1950, 
and assembled in the final vol- 
umes in the first part of 1951. 


@ Several new procedures have 
been instituted in the 1948 Census 
of Business to improve the quality 
of Census results and to reduce 
costs. In the retail fields, a “short 
form,” limited to basic data on 
sales, payroll, and employment, to- 
gether with supporting descriptive 
information required for classi- 
fication purposes, will be used to 
enumerate more than a million 
establishments with 1948 sales vol- 
ume under $100,000. These are the 
basic data for which the “small 
area” tables of the Census are com- 
posed. The additional information 
which is collected from the larger 
retailers, including such items as 
credits, inventories, and a break- 
down of sales by merchandise 
lines, also will be obtained from 
a random sample of one out of 
ten of the retailers under $100,000 
sales volume. This will permit ac- 
curate determination of small store 
experience and the inclusion of 
such establishments in the tabu- 
lations for larger geographic areas. 


THE 1950 CENSUS OF POPULATION 
The largest of all of the forth- 
coming statistical projects of the 
Census Bureau is the 17th Decen- 
nial Census of Population which 
will be conducted in 1950 with the 
field work starting on April 1, 
and the final counts by states be- 
coming available by December of 
that year as provided by law. 
The 1950 Census will, with cer- 
tain exceptions described below, 
furnish information similar to that 
provided by the 1940 Census. As 
usual, information will be obtained 
from all persons in the population 


A HOME OF YOUR OWN -? 


Write for details 
Practical Builder + Building Supply News 
5 South Wabash Ave., Chicago 3, lil. 
For other impertent building indestry 


messages see pages 48 and 6! 
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covering age, sex, race, family re- 
lationship, marital status, birth- 
place, work status, and for per- 
sons in the labor force, hours 
worked last week, occupation, in- 
dustry, and class of worker. Add- 
itional information which was also 
obtained in 1940 will be secured 
for a 20% sample of the popu- 
lation, including income, weeks 
worked in 1949, citizenship, school 
attendance, highest grade of school 
completed, and recent migration. 
Certain other items of information 
will also be obtained on a sample 
basis such as veteran status, 
mother-tongue, etc. 

Although plans for the 1950 Cen- 
sus are not yet all in final form, 
there are certain changes from 
1940 which are definitely planned 
on the basis of extensive consulta- 
tions with governmental and pri- 
vate users of the population cen- 
sus. 


s From the standpoint of market- 
ing use, one of the most important 
changes from 1940 is found in the 
inquiry on income. In 1940 infor- 
mation was obtained on the 
amount of wages and salary with 
a single question on whether other 
income amounted to $50. In 1950 
the income inquiries will be ex- 
panded to include income from 
self-employment and income from 
other sources. 

Another change relates to the 
treatment of urban places and the 
urban-rural classification of the 
population. For the 1950 Census it 
is planned to establish boundaries 
for the built-up fringe contiguous 
to each city of 50,000 inhabitants 
or more. This built-up area must 
have a regular pattern of city 
blocks and usually will have a 
density of 500 dwelling units or 2,- 
000 inhabitants per square mile. 
All people living in the built-up 
fringe area will be classified as 
“urban” in 1950. Boundaries for 
the larger unincorporated places 
are also being established. Those 
unincorporated places with 2,500 
inhabitants or more will be in- 
cluded in the “urban” classifica- 
tion. 


a The new standard metropolitan 
areas defined by the Bureau of the 
Budget will also be utilized for tab- 
ulation purposes in the 1950 Cen- 
sus. Those areas are based on 
county units and make it possible 
to relate the Population Census 
data to information available from 
other sources on a county basis. 
This differs from the metropolitan 
district tabulations made available 
in the 1940 Census which did not 
follow county lines and as a con- 
sequence were not comparable 
with most of the other statistical 
series available from public or pri- 
vate sources. 

The plans for the 1950 Popula- 
ion Census also include an inten- 
sified effort to improve the quality 
if the data by providing more 
ntermediate supervision for the 
‘ield staff, additional training for 
he enumerators and the use of 
iewly developed training tech- 
iiques such as film strips and sim- 
lar visual aids. 


‘HE 1950 CENSUS OF AGRICULTURE 


The 1950 Agricultural Census 
vill have several new features. 
“he most significant change from 
vast censuses will be the use of 
elf-enumeration. For the first 
ime, farmers living on R.F.D.’s 
vill receive their 1950 Census of 
\griculture questionnaire through 
he mail about a week before the 
ensus enumerator calls. Farmers 
vill be asked to fill out their 
‘griculture census questionnaires 
nd have them ready for the cen- 
us enumerators when they call. 
‘his new procedure will enable 
he farmer to use his records in 
illing out the questionnaire and 
vill reduce substantially the time 
he census enumerator will need 
0 spend with the farmer in order 


to get the detailed information re- 
quired for the farm census. 
Another significant feature of 
the forthcoming census will be the 
use of sampling. Information con- 


cerning farm machinery and facil-' 


ities, farm labor, farm expendi- 
tures, farm values, and farm mort- 
gage and taxes will be obtained for 
40,000 large farms and for a sam- 
ple of one out of five of the small- 
er farms. It is hoped that the use 
of sampling will result in the se- 
curing of a maximum of informa- 


tion with the funds that will be 
available for the census. 


e The 1950 Agricultural Census 
will obtain six types of informa- 
tion regarding farm activities. 
First, it will inventory agricultural 
resources to show the extent and 
use of farm lands, the number of 
various kinds of livestock and 
poultry on farms and the value 
of farm lands and buildings. Sec- 
ond, it will record the production 
of each crop and livestock product 


during 1949. Third, it will pro- 
vide an inventory of farm machin- 
ery, and the extent that farms 
have such facilities as running 
water, telephone, and kitchen sink 
and drain. Inquiries on the num- 
ber of corn pickers, pick-up hay 
balers, electric water pumps, elec- 
tric hot water heaters, electric 
chick brooders, and electric power 
feed grinders on farms are being 
made in 1950 for the first time 
in any national Census of Agri- 
culture. Fourth, the farm census 


41 


will provide dollar measures for 
the most important items of farm 
expenditure—farm labor, feed, 
purchase of livestock and poultry, 
gasoline and other petroleum prod- 
ucts, machinery repairs, and the 
purchase of new equipment and 
machinery. Fifth, it will provide 
essential data on farm labor, farm 
mortgage debt and farm taxes. 
Finally, it will provide detailed 
data on the income of every farm 
so that it will be possible to group 
the six million farms according to 


WHICH IS YOUR 


The average farmer in the 8 Midwest 
states has six more buildings than the 
average city dweller and twice as 
much money invested in them than the 
average farmers in other states. 

He is planning new homes and new buildings 
and will buy his own material and equipment. 
Sell this greatest of all markets with the 


medium that farmers and dealers prefer—the locally 
edited Midwest Farm Papers. 

Now is the time to concentrate your 
selling where most sales are made! 


MIDWEST “ee UNIT 


Midwest offices at: 250 Park Ave., New York « 59 E. Madison St., Chicago « 542 New Center Bldg., Detroit « Russ Bldg.. San Fra 


WALLACES’ FARMER and IOWA HOMES Fa 
FARMER « NEBRASKA FARMER « WISCONSIRA 


« 645 S. Plower St., Lox Angeles 
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gross income. 

The classification and publica- 
tion of information for various eco- 
nomic classes of farms will pro- 


+ vide useful information for bus- 


iness men. It is planned to classify 
farms reported in the 1950 Census 
into two main groups—commercial 
farms and non-commercial farms. 
Commercial farms will include 


_ farms producing farm products 


primarily for the market. These 
commercial farms will be further 
classified on the basis of the gross 
farm income. Non-commercial 
farms will include such groups as 
part-time farms, country resi- 
dences, and estates, institutional 
farms, etc. The data for farms 
classified by economic class will 
enable the business men looking 
for profitable customers to analyze 
the farm market in each of our 
farm counties. 


Tue 1950 Census or HovusInG 


The 1940 Housing Census was 
conducted under congressional au- 
thorization relating to that single 


census and a new authorization is 
needed for the 1950 census. The 
general housing bill, which passed 
the Senate on April 21, includes 
authorization for such a census. 
The banking and currency com- 
mittee of the House of Representa- 
tives has held hearings on this 
measure, and the post office and 
civil service committee of the 
House has reported a bill which 
authorizes a housing census in 1950. 

Plans for a 1950 Housing Cen- 
sus are being developed on the as- 
sumption that the authorization 
and appropriation will be obtained 
so that the housing census may be 
conducted in 1950 simultaneously 
with the Censuses of Population 
and Agriculture. 

A tentative housing schedule is 
currently being tested under field 
conditions. Although the content 
of the census may be changed, in- 
formation on the following sub- 
jects is being obtained in the test 
for all dwelling units: 


ws Type of structure; year built; 


condition of unit; number of 
rooms; water supply; kitchen sink; 
toilet facilities and bathing equip- 
ment; tenure; number of persons 
in dwelling unit; value and mort- 
gage status of non-farm, owner- 
occupied units and monthly rent 
of non-farm tenant occupied units; 
value of vacant units that are for 
sale and monthly rent of vacant 
units that are for rent. 

The following information is be- 
ing obtained for a 20% sample of 
the occupied dwelling units: Elec- 
tric lighting; radio, refrigeration; 
heating and cooking equipment, 
and fuel; and (for non-farm, ten- 
ant-occupied units) cost, in ad- 
dition to rent, of electricity, gas, 
and other fuel; and the rental value 
without furniture, if the unit is 
rented with furniture. 

This list of items contains some 
changes from the items covered 
by the 1940 Census of Housing. 
Items relating to kitchen sinks and 
cooking equipment have been add- 
ed to the schedule. Conversely, sev- 
eral of the items included on the 


schedule for the 1940 census of 
housing have been omitted from 
the test schedule. The largest sin- 
gle group of such items relates to 
the mortgage characteristics of 
owner-occupied, non-farm homes. 
In 1940, this information was ob- 
tained from the housewife in many 
cases. Since the housewife is of- 
ten unacquainted with such mat- 
ters, the figures were sometimes 
quite unreliable. 


Dailies Conduct 
Many Studies on 
Grocery Buying 


Curcaco—Several score of con- 
tinuing studies of brand prefer- 
ences, pantry shelf inventories, 
etc., are currently being conducted 
by newspapers throughout the 
country, a roundup by ADVERTISING 


BE SURE TO GET YOUR COPY 
New 1949 Edition 

TOLEDO BLADE 
MARKET MAP 


The current edition of this useful and informative map folder, revised and 
brought up to date, embodies the latest statistical data on the entire 
Toledo 14-County Retail Trading Area, Ohio’s Double-Value Market. Mail 


your request today. 


TOLEDO BLADE 


®@ Food Sales—1948 


® Gen. Merchandise Sales—1948 


coverage. 


One of America’s Great Newspapers— 
in One of America’s Great Cities 


REPRESENTED BY MOLONEY, REGAN & SCHMITT, INC. 
MEMBER OF AMERICAN NEWSPAPER ADVERTISING NETWORK 


A Wealth of Data, 


including— 


® Number of families by counties 
®@ Percent of Toledo Blade coverage 


® Total Retail Sales—1948 


® Drug Store Sales—1948 
® House Furnishings Sales—1948 
® Liquor Sales—1948 


®@ Listing of Individual Cities and Towns 
in the 12 Ohio counties and 2 Michigan 
counties including population, The 
Blade’s circulation, and percent of 


One or more copies 
on request 
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AGE indicates. . 

In most instances this materia’ 
is supplied without charge to ad- 
vertisers, although in many in. 
stances, especially in the case o: 
consumer panel data, material i 
supplied only on product classifi- 
cations in which the inquirer i: 
directly interested. 

Court Conlee, promotion and re- 
search manager of the Milwaukec« 
Journal, reports that there are now 
14 papers producing the “con- 
sumer analysis” type of study 
which the Milwaukee Journal in- 
stituted, and whose 26th annual 
edition was recently released. One 
of the big advantages of these 
studies is that in most product 
classifications they are comparable 
for all cities making the studies. 


ws The up-to-date list of papers 
publishing such analyses, in ad- 
dition to the Journal, includes: 
Omaha World-Herald, Philadel- 
phia Bulletin, Indianapolis Star 
and News, St. Paul Dispatch and 
Pioneer Press, Columbus Dispatch, 
Fresno Bee, Modesto Bee, Sacra- 
mento Bee, San Jose Mercury 
Herald and News, Seattle Times, 
Illinois Newspaper Markets, Birm- 
ingham News and Age-Herald, and 
the Deseret News, Salt Lake City. 
In addition, Mr. Conley reports, 
the Spokesman Review and Spo- 
kane Daily Chronicle, Spokane, 
and the Post-Crescent, Appleton, 
Wis., have published brand pre- 
ference surveys very similar to 
the Milwaukee consumer analysis. 


s William G. Bell, director of re- 
search, Bureau of Advertising, 
ANPA, maintains directories of 
newspapers which conduct con- 
tinuing surveys of one kind or an- 
other. In his list of consumer brand 
preference studies, in addition to 
those already mentioned, are the 
following: 

Dayton News consumer market 
study, a personal interview type 
survey showing brand preferences; 
Erie Dispatch brand preference 
survey, made by carrier boys 
among subscribers; Los Angeles 
Times continuing home audit, a 
personal interview study con- 
ducted continuously among 600 
different homes; New York Her- 
ald Tribune continuing home 
study, using mail questionnaires 
to 4,000 women readers picked at 
random; New York Times grocery 
product brands survey, mail ques- 
tionnaire analysis among about 
3,800 women readers; Pittsburgh 
Sun-Telegraph continuous con- 
sumer brand inventory, a personal 
interview type of panel among 
760 families; Washington Post 
brand inventory, a mail question- 
naire type based on something over 
1,000 families. 


ws The Bureau of Advertising di- 


rectory also shows the following 
monthly grocery inventories, whicl 
measure consumer purchases 0! 
branded grocery products throug! 
continuing inventories in retai’ 
grocery stores: 

Boston Herald-Traveler; Cin- 
cinnati Post; Dayton Journal-Her. 
ald; Gary Post Tribune; Indian- 
apolis Star and News; a Los An 
geles study conducted jointly b: 
the Times, Herald & Express, Ex- 
aminer, News, through the Lo: 
Angeles Newspaper Publishers As- 
sociation; New York World-Tele- 
gram; San Francisco Examiner; St 
Louis Globe-Democrat; Toled« 
Blade; Washington Times-Herald 
Winston-Salem Journal and Twir 
City Sentinel. 

Consumer panel studies, usuall) 
of the diary type, include thos 
conducted by the Chicago Tribune 
Cincinnati Enquirer; Clevelanc 
Press; a study in Harrisburg con 
ducted by the American News. 
paper Advertising Network; Kno2- 
ville News-Sentinel; Memphi 
Press-Scimitar and Commercia 
Appeal; Miami Daily News anc 
Pittsburgh Press. 


I 


sive > ae a See Bs ie tn ive a i Ss ; Aer my, a a Notte ee i ial, he ete Bal - pee ‘a eS ;, a 
ets eS a 7 = ae Ree 5 Ret teak my ier 3 ee aa ae ue aaa) Le ih eg ee ei gs le ee PP iene : = ae tng in a 
oe Se te 3 oe ig yn eee as eset ae i a a : Boal Ss oy? ae ett Soe rite ‘ ‘ a a 5 ne a + fee os ae, iy. 

fe eo on eee ieee mee ee i pos meee a ASS. > cp eta, Signal ie Mamaia he eee ee Be gedy ty a - yates eee ae Z : a : en a = o st ss 

oi ee: gt. 5; ee beta a eas Leal ing: Ms: ah 2 aie. > \-"- iii at aaa maa RE. oie ISR = eal Mee ifee Yoo ues Pi de pee aS oo eee ie Sec ee a ne a Pa e 

ee aie Eee a ees a ane eee a ees eg OS i Rg. ig 2 Ram NT Pn ee ee ae ee DMR ec ay eR Fe whe Es une ae 

wa ae Petes a Be ie a Te ee ee Be ee a ee —* ee a at SS la EES bats oe 2 a ee Be: ioe eee ‘see Se ee es Pete in ee a eS ee ee 

a ee a er ee ae a ones oe: a TS ee a eee on ee Meee ea ca lll me a aS a 

a” ; — . . —s = — . , _ " 

f 

» 42 ee 
= — _ 
- ee 
- 
| | —_ 
| 
: | 
a ee 
: ——— 
: 
: 
, 
i. 
| 
7 
er 
6! 
Peres. ae 5 
, ; Ssasse! ee 
eel —_ >. pe 
bia , Pi 
qwe voweso “ i ~* gat anit J 7" 
manner AP ; emo EX %. s ow 
reee eaivies : " oo <% \ 
od rs ‘ - a: 
.* 4 = » \ 
aenls Coe 1 : 7 =. ~ ‘ 
estos. ead : ene 
on meg — = : A.) : Sen ‘ 
SST a ote e Oe pt ge. Se \ 
re ae tt Se Se ia ‘ ‘ A 
: Steacsrsctee ee _ : we —— 4 d : ’ 
Se ——_* <—< ¢ r . 
—- <= : : gee Loa) 
: —————— oa. Oe —_— we . 4 
-\. 2 caw 6G — ot oe * é == : > Bs 
Scaesces pa “ey. * ey =| 
—— Se j a —o = 
te ot ee ’ : sg -% ” 
= ' a = : —. => «#8 6% CF 
—, ke ; s eee aes : 
one eet i wer ia $ a) 
Sony etal : peri >) ' 
‘ a eer oe . ‘ 
= \ pool oe i — " 
oe ae oo ' 
== eam = ae men 
ayy AMY LAD ; -—-— : . . 
ee oo“ psn 
oo as ae a . 2 
wn a oe, ee > & is 
tow o== ee aie “a . i s 
OO Stowe, Via 3 
eee a Oa OO te oe es x 
Sere oe ee ne ad ” ¥  — : 
sel gr gall an . an es _ > , oa . 
= Sa lee. gt ee 
os “re nee oo Oe age, ~ 
o—2 — - = ee, oe 
= == ee ee a at we > > 
= > en Sas ” 
> ne aN ‘ , 
= oe a —_ 
— eo at Sa Me 
— =< ‘ A ” 
“= val Pe - 
ee sf « - -* 
p . lad 
i 5 
) * 
’ 
; 
i 
| . 
; ee 
: 
| ee 
- 
; 
a LT : 
Peers , 
= ¢ is aT Aegt oe ets ee a! -- lee - <0 7: ys ; ye. ene . x : 9 h >a She > gl SOD ak 2 Ly oe ee ee, mae 
- ; Pie, x : = ets he — ¢ 


of the women interviewed ind 
07% they read The Chicago SUN-TIMES 
Weekly Food Section 


3 AUS sits 


—For grocers, too 


answering Said they save art 
0 recipes or ads from the Food Section 


icated 


icles, 


ed received women’s readership 
the highest on record 


‘= 


—The SUN-TIMES Moves the Goods 


Food advertisers: Send today for your copy of 
The Chicago SUN-TIMES Food Section study! 
Compare it with the 100-Study Summary of the 
Continuing Study of Newspaper Reading. See for 
yourself why you can count on high women’s 
readership of your grocery-products advertising 


in the Food Section of The Chicago SUN-TIMES! 


*Made by Publication Research Service, which makes 
The Continuing Study of Newspaper Reading 


Cc H 
In Chicago...the SU N 


=| 


BEST-READ FOOD SECTION 
ON RECORD IN THE NATION 


...and it goes to more than 640,000 families 
... 8 timed to reach them on the week’s peak 
food-buying days ...is more than one-third 
home-delivered in Chicago and suburbs .. . 
offers Chicago’s highest-visibility format for 
newspaper advertisers. Ask to see a sample 
Food Section today! 


Tort circucation 043 P 339 


Average Net Paid Daily 
(ABC Publisher’s Statement, 9/30/48) 


“TIMES moves the goods! 
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- Available Market Data — National 
To secure copies of data listed, use the handy coupons 


NOTE: Most items listed here 


‘ are available without charge, but 


not all. Those requesting material 
which bears a price will be billed 
at the stated price by the publish- 
ers. 


No. 500. Income Distribution Esti- 
mate. 


An estimate of the distribution 


' of U.S. families by income groups, 


as of Jan. 1, 1949, is included in 
this marketing memo issued by 
Macfadden Publications. The re- 
port also shows how dropping 
prices increase “loose money,” 
and presents the current spending 
patterns for executive, wage earner 
and white collar income groups. 


No. 501. “A Report from 2,365 

People.” 

Product usage and brand pref- 
erences in the drug, grocery, alco- 
holic beverage, automotive, smok- 
ing, camera, watch and writing 
equipment fields are charted in 
this reader survey released by 
Popular Fiction Group. The study, 
based on responses from 2,365 
reader-families of the group, 
covers 64 types of products and 
514 separate brands. 


No. 502. Wartime and Postwar 
Shifts in U.S. Population and 
Businesses. 


This chart, prepared by Dun & 
Bradstreet, shows U.S. population 
shifts, 1940-48, excluding armed 
forces overseas, for nine geograph- 
ical regions, and the changes in 
U.S. businesses during the same 
period and for the same regions. 


No. 503. National Candy Market. 

Production and sales figures for 
the national candy market, as well 
as the distribution setup and con- 
fectionery sales to chain stores, 
are included in this report by Cur- 
tis Publishing Co. The resume of 
trends and sales opportunities in 
the market is a supplement to an 
earlier report by the company’s 
research department. 


No. 504. The Saturday Evening 

Post Battery Survey. 

This study of The Saturday 
Evening Post families, conducted 
by Curtis Publishing Co., shows 
the extent of ownership, the uses 
and related data pertaining to 
flashlights and flashlight batteries, 
battery-operated radios and hear- 
ing aids. 


No. 505. 1948 Magazine Audience 
Group Study. 

This report on the audiences 
for Look, Life, The Saturday Eve- 
ning Post and Collier’s, which is 
published by Look, shows the dis- 
t?ibution of audiences among men, 


women and children; coverage 
and distribution of audience by 
sex and age groups; coverage and 
distribution of audience by 
economic proportions; coverage by 
educational levels; audience by 
geographic regions; audience by 
states ranked by 1947 retail sales 
per capita, and audience gained 
by combined use. 


No. 506. Analysis of Magazine 

Audiences. 

Look presents in this report 
comparisons of data taken from 
the 1948 Magazine Audience Group 
Study, from Look’s Continuing 
Magazine Audience Study and 
from Life’s Continuing Study of 
Magazine Audiences, covering Col- 
lier’s, Life, Look and The Saturday 
Evening Post. The figures show 
total magazine audiences; total 
audiences by men, women and 
teen-agers; total adult audiences; 
total audiences by sex, age groups, 
economic proportions, male aud- 
iences and female audiences by age 
groups, and audiences gained by 
combined use. 


*See any C. E. Hooper Share-of-Audi- % 
ence Report For Des Moines City Zone 
For the Past Year and a Half, 
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YOUR BUDGET ON KRNT GIVES YOU THE 
BIGGEST DES MOINES AUDIENCE, BECAUSE 
KRNT OUT-HOOPERS ALL OTHER STATIONS‘ 


Business transactions in Des Moines hit an all-time high last year — $3,476,322,000. $ $ 
$ $ lowa income reached an all-time peak last year — estimated at $3,159,300,000. 
Polk County (Des Moines) ranks among the nation’s top in effective buying income per family. 
1948 was Des Moines’ biggest construction year, but 1949 will be even greater. 
While lowa is the largest agricultural producing area in the world, its gain in industrial 
expansion is phenomenal, and Des Moines’ factory employment is larger than any other lowa 
lowa leads all other states in farm income. 


$ $ 


city. $ $ 


Business 
Address... 


— 


is the entertainment center for the entire state. 
KRNT Theater for entertainment — radio, stage, concert. $ $ 98% of lowa’s homes have 
radios. A big percentage are equipped with additional sets. Des Moines’ tune-in is above 
national average. KRNT is among the top-Hooperated stations in the nation. 


A brand new approach to market analysis 
—putting food sales and other data side by 
side with BMB figures, to present a true 
picture of merchandising possibilities . 
Setting forth the modern conception of con- 


centrating where the wealth and population 
and buying are concentrated. 


incon peeonsidnnoperepescstnacnaecsnapeenenpcas City... 
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WRITE FOR THIS USEFUL 
68-PAGE BOOKLET ... 
PAGE 30 ALONE CAN BE 
WORTH THOUSANDS OF 
DOLLARS TO YOU! 


FIND OUT QUICKLY, EASILY, 
AND PROFITABLY ABOUT THE 
GREAT DES MOINES MARKET 


Learn how KRNT satu- 
rate-sells this rich Iowa 
area at the lowest cost per 


listener in its history. 


$ $ Des Moines (lowa’s capital) 
$ $ All lowa looks to KRNT and its huge 


$ $ 


CLIP THIS COUPON 


+. 
For a Free Market Data Booklet, Fill Out and 
Mail to KRNT, Des Moines 4, lowa 


OR — ASK A KATZ MAN 


= 
. 
*» 


° 
¢ 
s 
wv 
J 
a 
« 
« 


Advertising Age, May 30, 194¢ 


No. 507. Combined Magazine Aud- 
iences. 


In this booklet, Look shows th« 
number of net, unduplicated read. 
ers added by a magazine when tha’ 
publication is added to a list o/ 
one, two or three other magazine: 
of the quartet whose readership 
has been determinded by the 1948 
Magazine Audience Group Study 
These magazines include Collier’s 
Life, Look and The Saturday, 
Evening Post. Figures are shown 
for total audiences, segments of 
total audiences, age and sex 
groups, and economic proportions. 


No. 508. Magazine Audiences in 
594 Local Markets. 

Look presents in this report 
audience figures for the four mag- 
azines covered in the 1948 Mag- 
azine Audience Group Study in 
the 594 local markets with centers 
of 10,000 population and more. 
These figures show for each mar- 
ket the amount of audience 
reached by each of these four mag- 
azines (Collier’s, Life, Look, and 
The Saturday Evening Post) in- 
dividually and the number of net 
unduplicated readers reached by 
all possible combinations of these 
four magazines, whether used in 
any two, three or four magazine 
list. 


No. 509. Buying Power Index. 

This index, issued at $5 by 
Hearst Magazines, includes 608 
principal trading centers and con- 
sumer trading areas according to 
their rank in sales potential, based 
on 19 major business factors. 


No. 510. Consumer Trading Area 
Map of the U.S. 

This accordian fold map, issued 
at $5 by Hearst Magazines, shows 
the 608 principal trading centers 
and their trading area boundaries 
on a county background. 


No. 511. County Composition of 
608 Consumer Trading Areas. 
This data, available from Hearst 
Magazines at $2.50, is issued for 
the purpose of adjusting county 
records to the Trading Area Sys- 
tem of Sales Control. 


No. 512. Directory of Consumer 
Trading Areas of the U.S. for 
Durable Goods Industries. 

This directory, published at $1.50 
by Hearst Magazines, shows the 
counties comprising each consumer 
trading area for the durable goods 
industries. 


No. 513. Individual State Market- 
ing Maps. 

These two sets, available in 
either 84% x11” or 11x 15” size at 
$5 per set, from Hearst Magazines 
include 56 maps of 48 states and 
10 multiple trading center mar- 
kets, showing the principal trad- 
ing centers and secondary citie: 
in their respective consumer trad 
ing areas on a county background 


No. 514. Influence of Women o 
Buying. 

This rating table of the woman’ 
influence on the purchase of 20! 
items has been issued, at $1 a copy 
by Hearst Magazines. 


No. 515. Leading Departmen 
Stores in Leading Tradin; 
Areas. 

The sixth edition of this book 
issued by Hearst Magazines at $5 
lists 1,565 stores in 477 areas, se 
lected by classification of good 
earried and financial rating, a 
primary outlets for departmen 
store merchandise. Thirty-one de. 
partments are listed, with thei 
presence or absence in each stor 
indicated. Also included are a! 
index of chain store units and af 
filiated stores, and a list of resi 
dent buying offices. 


No. 516. Marketing Map of th 
United States. 
Hearst Magazines has issue 
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There are approximately 40,000 business establishments of 
all kinds in the U. S. each employing 100 or more persons. 


These are government figures. 
In each company there is an average of about 10 key 
people, more or less, who run the business. This is the 
country’s most important business market. It consists of 


some 400,000 persons. 
U.S.News & Wortp Report is read by more key people 
than any one of the three business magazines carrying the 


largest volume of advertising. 
And at the same time, these leaders in Business, 
Industry, and Finance are covered in this magazine at the 


lowest cost per-page-per-thousand. 
Circulation guarantee 350,000 
Bonus: 25,000 average for the year 1949, 


US.News & World Report 
{IMPORTANT PEOPLE + 


USEFUL NEWS FOR IMPOR 
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Available Market Data — National 
To secure copies of data listed, use the handy coupons 


Advertising Age, May 30, 1949 


this three-color, wall-type linen 


"map, at $10, showing the 608 prin- 


cipal trading centers and more 


' than 3,000 secondary cities in their 


respective consumer trading areas. 


No. 517. Style and Quality Mar- 
ket of the United States. 

_ In this publication, published 

by Hearst Magazines at $5, is 

listed 275 style markets, with sales 

potentials. 


No. 518. Trading Area System of 
Sales Control for Consumer 
Durable Goods Industries. 

This accordian fold map, issued 

-by Hearst Magazines at $5, shows 

the 613 principal trading centers 

and their trading area boundaries 


on a county background. 


No. 519. Cosmopolitan Air Travel 


Survey. 
In this study, Cosmopolitan 


details the travel habits of reader 
families, including data on their 
mode of transportation, number of 
air trips for business and pleasure, 
1949 plans for air travel, objec- 
tions to air travel, and their views 
on comparative costs of air and 
other means of transportation. 
No. 520. Cosmopolitan Recrea- 
tional Activities Survey. 
Hobbies and recreations of Cos- 
mopolitan readers are detailed in 
this survey, with special attention 
to movies, card games and photo- 
graphic equipment. 
No. 521. 
Study. 
Vacation habits and future plans 
of Cosmopolitan subscribers are 
reported in this survey, including 
estimates of the cost of vacations, 
length of trips, necessary vacation 
purchases, etc. 


Cosmopolitan Travel 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 


 , MTTTTTTTETELITITEEETL EEE THO  ccccccccccccccccccsccsccses > 
COMPORY oc ccccccccccccccesccev cere eeseeeeeesesseerseees esses see see ese eee eee esses COResEeeseees wee 
py MPPPPTTTTTTITITITITETITILTITTITITTTTE TTT LT LE 
City B ZOMe...cccccccccccccveccccccccccscccesssecsessesesssesseses GOMND once rcrcccccccccccccesescoes 


No. 522. Cosmopolitan Care of the 
Hair Study. 


| This report, issued by Cosmopol- 
itan, presents data on the products 


bis rs 


our campaign 
looks good here 


QQ 


SS 


j 


—' 


SOSSSSSSESSSSSESSHSSSHSSESEHESSSHSSSSESHEESSHSSHSSHESHESEHSSSSHSSHSESHSHSSEHEHSESEHSSEESHESEEEHEEHEEEEEHEEE 


f 


But how much of your 
| merchandise will it 
| put in here? 


| 


~—_ 


THE CINCINNATI ENQUIRER’S | 
HOUSEWIVES’ PANEL WILL TELL YOU! 


And it can tell you before you shoot the works in a national campaign! 


ant proof that your campaign will move merchandise— 
before you ay ahead on a national scale? You can get 

e Enquirer's Housewives’ Panel. 450 care- 
fully selected panel members keep daily diaries of purchases 
of 28 basic commodities. Monthly reports are available, show- 
ing total dollar purchases, number and percent who pur- 
r housewife, and percent of 
dollar market secured for each brand. The panel is under the 
supervision of Dr. Joseph C. Seibert, Miami University School 
of Business Administration. It is also available for special 


that proof from 


chased, amount purchased 


tests and surveys at cost. 


For more facts about the Housewives’ Panel, write to Mr. George H. 


Schultz, General Advertising Manager, The Cincinnati Enquirer. 


Solid Cincinnati Reads 


THE CINCINNATI ENQUIRER 


e Coffee 
e Instant Coffee 
e Tea 
e Bread 
@ Ready to Eat Cereals 
e Hot Cereals 
© Boked Beans 
© Canned Soup 
e Dried Soup Mixes 
e Canned Luncheon Meats 
e Cigarettes s 
® Cola Drinks 
¢ Canned Dog and 
Cat Food 
e Dried Dog and Cat Food 


“List may be changed from time to time, 
ot the discretion of The Enquirer. 


Ks 
RR nen ar nee 


THE ENQUIRER'S HOUSEWIVES’ PANEL COVERS 
PURCHASES OF THESE PRODUCTS:* 


. © Spaghetti 
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e Canned Baby Food 
® Macaroni 


@ Toilet Soap 

e Laundry Soap 

© Packaged Soop ond 4 
Detergents 4 

© Scouring Powder 

@ Laundry Starch 

¢ Chewing Gum 

® Bor Candy 

* Pop 

e Ginger Ale 

© Baking Mixes (Sweet) 

© Baking Mixes (Dough) 


a 


women buy for the care of their 
hair, including bar soaps, sham- 
poos, special rinses, etc., and com- 
pares these figures with a similar 
study made in 1947. 


No. 523. Cosmopolitan Shampoo 
Survey for Men. 

The use of shampoos, hair tonics 
and hair dressings by men in Cos- 
mopolitan homes is reported in this 
survey, with brand preferences 
shown in percentages. 


No. 524. Cosmopolitan Beer Study. 

This survey by Cosmopolitan 
offers figures on beer preferences 
for home use, for guests and for 
consumption at hotels, bars, res- 
taurants, etc., as well as the site 
of purchases, frequency, etc. 


No. 525. Cosmopolitan Home Bak- 
ing Survey. 

The flours and mixes used reg- 
ularly, leading brands preferred 
and amounts purchased for home 
use by the housewife are covered 
in this Cosmopolitan study, which 
also cites figures for canned soup 
and dry soup mixes, canned lunch- 
eon meats, gelatin dessert powders 
and soluble coffee concentrates. 


No. 526. Cosmopolitan Pet Food 
Survey. 


In this study, Cosmopolitan re- 
ports on the ownership of dogs and 
cats, types of prepared food and 
brands usually purchased for these 
pets, and purchases of medicines, 
shampoos and other products. 


No. 527. 12th Annual Crowell- 
Collier Automotive Survey, 
1948. 

This study, the 12th in a series 
of Crowell-Collier surveys cover- 
ing U. S. car owners and non- 
owners, both rural and urban, 
covers ownership patterns, buying 
plans, reaction to styling, prices 
and service, and the market for 
tires. 


No. 528.-Family Food and Grocery 
Purchasing. 

This survey reports the family 
purchases by 1,102 Woman’s Home 
Companion readers for the month 
of October, 1947, and compares 
food buying in that year with 1941. 


.| The data includes breakdown of 


product bought by city size, in- 
come group, number in family, 
with or without children, and 
kinds where pertinent to the study. 


No. 529. American Magazine Mar- 
ket Guide. 


The characteristics, possessions 
and habits of a sample of 3,334 
families which read American 
Magazine are shown in this survey, 
which covers a wide variety of 
subjects, including: automobile 
ownership and buying plans; in- 
terest in television; life insurance; 
banking and credit; smoking; pho- 
tography; pets; pianos, table silver 
and jewelry; frozen food; candy 
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Wherever you have 
an export interest... » 


there is an international 


LATIN AMERICAN 


“Your Best Customers in Latin America”’ 
Tim_E Latin American Subscriber Surveys on 
Clothing and Cosmetic Preferences: ‘‘Perfume’’; 
*‘Men’s Suits’”’; ““Men’s Toilet Articles” 
“50 Percent of Cuba’s Sugar Companies Have One 
or More Key Executives Who are TIME Subscribers” 
“Your Best Customers Throughout Latin America 
Prefer One Magazine Above All Others” 
ABC Circulation Statement. 


CANADIAN 


“Your Best Customers in Canada’”’ 
“Retail Trade in Canadian Towns and Cities 
Compared with Magazine Circulation” 
“Canadian Owners of Late Model Automobiles” 
“Business Executives in Canada”’ 
ABC Circulation Statement. 


ba het 


edition of TIME... 


e e e toplace your advertising message before top business, govern- 
ment and professional men as well as the high-income, high- 
standard-of-living families in these areas. The surveys listed 
below show that, dollar for dollar, the four international editions 
of TIME have a higher top-of-the-market influence than any 
other group of export publications. 


ATLANTIC 


“Your Best Customers in French-Speaking 
Europe”’ 
**36,000 of Your Best Customers in Great Britain’’ 
“Medical Subscribers in Holland’’ 
‘*TIME’s Influence on Industry in Sweden” 
“*TimE Subscribers in South Africa” 
Circulation Breakdown, Country by Country. 


PACIFIC 


“Automobile and Auto Products: Buying Habits 
of TrmE Readers in Hawaii” 
“‘TimE Subscribers Listed in Who’s Who in 
Australia” 
“Preference for U. S. and British Publications 
Among Leading Capital Goods Firms in the 
Far East” 
*‘T1mE Subscribers in the Philippines” 
Circulation Breakdown, Country by Country. 


For full information on the top-of-the-market coverage offered 
by each of TIME’s international editions write today for any or 


all of these surveys... 


a 
TIME Litonttional 9 Rockefeller Plaza, New York 20, New York. 
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To secure copies of data listed, use the handy coupons 


and gum; gardens and flower 
sending by telegraph, and women’s 
toiletries. 


No. 530. 1948 Crowell-Collier Tire 
Survey. 
In the third of its annual tire 


surveys, Crowell-Collier presents 


in this booklet the tire data con- 
tained in interviews for its auto- 
motive survey. Interviews were ob- 
tained in 107 eities and 142 rural 
areas, showing tires in use, re- 
placements, reeapping, the re- 
placement outlook, makes pre- 
ferred, brand leadership and other 


findings. 


No. 531. Use of Frozen Foods. 
In this survey of the national 


- urban market, based on 2,407 per- 


sonal interviews with female fam- 
ily heads in 34 cities and towns, 
Woman’s Home Companion offers 


data on frozen fodd buying, fre- 
quency of serving, preferences, 
opinions of frozen food buyers, 
and negative attitudes toward 
frozen foods. 


No. 532. Crowell-Collier National 
Market Map. 


Figures are brought up to date 
in this 1948 revision of Crowell- 
Collier’s National Market Map, 
which shows the top 25% of the 
3,079 U. S. counties in red, the 
next 25% in yellow, the third in 
green and the poorest quarter in 
blue. Half the counties produce 
94% of the total retail sales, the 
map shows. 


No. 533. Home and Appliance Sur- 
vey. 

In this study, the 11th in a series 

of reports, a subscriber group of 

Seventeen’s Consumer Panel re- 


veals data on rental and owner- 
ship of apartment space and pri- 
vate homes; the brand, purchase, 
age of present item and probable 
replacement of more than a score 
of major and small appliances for 
the home; and the teen-ager’s 
participation in household tasks, 
her room and its furniture and 
furnishings, and entertainment of 
friends. 


No. 534. Shoe and Hosiery Survey. 

Ownership and buying habits in 
footwear items are shown in this 
survey by Seventeen, covering 3,- 
600 subscriber members of the 
magazine’s Consumer Panel. Data 
shows seasonal purchases by type 
and kind of shoes, preferences for 
heel heights, leather and/or fabric, 
price and ornamentation. Similar 
data is shown for hosiery, includ- 
ing brand, denier and gage. 


No. 535. The Primary Markets for 
Quality Merchandise. 
This book, prepared by the mar- 
ket research department of The 
New Yorker, deals with the 41 


“biggest and best” markets as the 
primary trade areas of the United 
States. Data is presented on popu- 
lation, retail sales, general mer- 
chandise sales, net effective buy- 
ing income, Cadillac and Lincoln 
new car registrations and The New 
Yorker circulation for each of 
these trade areas, each of which 
is also shown on a separate map. 


No. 537. Consumer Purchasing 
Power—1949. 


The nation’s real purchasing 
power, savings and consumer debt, 
and their relation to market poten- 
tials, are analyzed in this study by 
J. Walter Thompson Co., which 
points up the basic changes that 
have taken place since 1940 in 
national productivity and real pur- 
chasing power, and the potential 
increases in the standard of living 
which could make possible still 
higher levels of production and 
consumption. 


No. 538. Distribution. 
Distribution’s role in the U. S. 


FE Ta Sell More Building Products in a Buyer's Market... 


Sell the Lumber and Building Material Dealer Ait 
—and Keep Him Sold—in BUILDING SUPPLY NEWS 


Lumber-Building Material Dealers’ 
Sales Up FOUR TIMES in 10 Years! 


@ U.S. retail sales have trebled in the past 10 


yeors. 


But sales of Lumber and Building Material 
Declers have grown to FOUR TIMES the 


1939 total. 


@ U.S. construction activity (public and private) 
in 1948—excluding remodeling, alterations and 
repairs—was 2% times the 1939 total. 
But scles of Lumber and Building Material 
Dealers have grown to FOUR TIMES the 


1939 total. 


@ The average scles volume of 23,000 Lumber 
and Building Material Dealers in 1939 was a 
little over $76,000 per dealer. 
But the average sales volume of 30,000 
Lumber and Building Material Dealers in 


1948 was $230,000. 


@ Yes, in 10 years the average sales volume 
per dealer in this field has grown to more than 


THREE TIMES the average sales per dealer 


for 1939! 


BSN Dealer Readers Sell 85% of the Market 


No matter what building or allied products you have to sell the contractor-builder, 
the farmer, the home or other building owner—no matter what equipment you have 
to sell the dealer for his own use—you do a better job when you sell the lumber 
and building material dealer first—and keep him sold—in BUILDING SUPPLY NEWS. 

BUILDING SUPPLY NEWS rates first with the dealers who sell 85% of the $7 
billions of building products for the $18 billion light construction market. These are 
the dealers who sell 65% of all builders’ hardware — who sold an estimated $150 
million of paint in 1948 — and who, 8,000 of them, are a major factor in the sale 


of home appliances. 


These thousands of top merchandising dealers sell 100,000 contractor-builder 
customers and millions of consumers, including farmers and industrials, not only paint 
and hardware and appliances, but conventional lumber and building materials, 
insulation, roofing, tools and everything else it takes to build, remodel, repair, equip 


and maintain homes, farms and other buildings. 


They rate BUILDING SUPPLY NEWS first because for more than 32 years its 
editorial promotion of sound merchandising and management ideas has done most 
to help them develop into top, money-making sales outlets— 
leading merchants in their communities. So they readily testify: 


A Top Merchant in the Community 


Here’s a breakdown of one BSN 
dealer reader's 1947 saies: 
Appliances (excluding cabinets} $ 60,000 


ee a 
Point. . 
Insulation 
Mason Supplies 


Roofing and Siding . . 
Wallboards and Plaster Base 


Millwork (stock) 
Special Millwork 
lumber. . . 


Cabinets (steel and wood) . 
Hardware (excluding nails) 


Total 1947 Sales. 


128,000 
120,000 
42,000 
68,000 
41,000 
65,000 
216,000 
277,000 
607,000 
176,000 
1,656,000 


. . 


. 
. 

. ‘ . 
, . 
. 


*_ .- * -* .-_ * « 


. . . . 


. . . . * 


$3,456,000 


“BSN tells us where we are going, not where 
we have been.” 


BUILDING SUPPLY NEWS 


5 South Wabash Avenue « Chicago 3, Illinois 


Published by Industrial Publications, Inc., for over 32 years 
exclusive publishers to the Building Industry, also publishers of 
Practical Builder, Building Material Merchant & Wholesaler, 
Brick & Clay Record, Ceramic Industry and Ceramic Data Book. 


BSN Helps you sell more in a 
Buyer’s Market... Secause- 


BSN’s editorial leadership builds top dealer 
readership for you... 


BSN’s quolity ‘circulation policy builds true 


dealer buying power for you... 


BSN’'s thousends of merchandising-minded 
dealer readers build SALES for you. 


Advertising Age, May 30, 1949 


economy, its costs, and the elimi- 
nation of operating wastes in dis- 
tribution are discussed in this 
pamphlet, issued by J. Walter 
Thompson Co. 


No. 540. Getting the Most Out of 
Marketing Research. 


There is need for better mar- 
keting research, but a greater need 
for getting the most out of re- 
search already done, Vergil D. 
Reed, associate director of re- 
search, J. Walter Thompson Co., 
points out in this lecture, presented 
as one of a series sponsored by 
the Advertising and Sales Club of 
Toronto and reprinted by the 
agency. 


No. 541. A Survey of the Man- 
Market. 


This study, issued by Argosy, 
details the customs, merchandise 
preferences, possessions, buying 
habits, pastimes and sports acti- 
vities of American men. Based on 
3,039 personal interviews, the sur- 
vey gives data on haberdashery, 
hats, clothing, shaving accessories, 
hair preparations, dentifrices, per- 
sonal toiletries, tobacco, alcoholic 
beverages, watches and acces- 
sories, with breakdowns for each 
item by city size, age groups, geo- 
graphic locations and living stand- 
ard levels. 


No. 542. Ownership and Brand 
Preferences Among Boy Scouts. 


Prepared for Boys’ Life, this 
survey shows the percentage of 
Boy Scouts owning bicycles, cam- 
eras, radios, flashlights, mechan- 
ical pencils, fountain pens, rec- 
ords, typewriters and other com- 
modities; the brands they own, and 
brands they would prefer if they 
were going to buy any of these 
products. 


No. 543. Boys’ Life to Point of 
Sale—Through Boys’ Life Mer- 
chandising Aids. 

Merchandising helps and their 
costs are detailed in this booklet, 
which includes samples of the 

Boys’ Life tag, counter cards, ad- 

vertising reprints and four-page 

Boys’ Life cover folder. 


No. 544. Readership of Advertis- 
ing. 

Tables showing the age of the 
respondent, total family income 
and occupation of the head of the 
family are included in this study 
of the readership of all adver- 
tisements of a quarter page or 
larger in the May, 1949, issue of 
Boys’ Life. 


No. 545. The Cortland Story: How 
Main Street America Lives, 
Works and Shops. 


This 56-page report, assembled 
by Pathfinder, presents an anal- 
ysis of Cortland County, New York, 
showing how a small town lives, 
works and shops. 


No. 546. The Pathfinder Survey. 


Pathfimder, in these six book- 
lets, gives detailed market data on 
the small-town readers of a na- 
tional news magazine, including a 
summary of economic status, size 
of reading audience, a _ pictorial 
analysis, male and female reader- 
ship, analysis of homes and in- 
terests, and an analysis of the 
Pathfinder audience. 


No. 547. McCall’s—Dealer in Home 
Appliances. 

In this booklet, McCall’s lists 
the ownership of automobiles and 
various home appliances, based on 
a mail survey of 4,653 subscribers. 
It also provides data on the per- 
centage of appliances bought since 
1945; ages of appliances, and the 
influence of home ownership, and 
children, on the purchase of ap- 
pliances. 


No. 548. Appliance Retailing. 
Information on appliance retail- 
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IS THIS THE BIGGEST 


| ATOMIC ENERGY NEWS § 
SINCE HIROSHIMA? 


A cobalt needle makes 
a special journey through 


an Oak Ridge atomic pile—@ 


and a special audience 


— As < 
ees reads about it first 


COBALT NEEDLES (CANNED IN ALUMINUM 
AND BEDDED IN GRAPHITE) ENTER LEAD 
TUNNEL INTO ATOM PILE AT OAK RIDGE 


A dramatic picture-report in Scrence ILLustraTep for June 
reveals, for the first time, how the power that razed Hiroshima 
is being put to work for the good of man .. . through activated 
cobalt, now under test in cancer treatment. 


Here is clear evidence of the peaceful progress of atomic 
energy. It also shows how Science ILLustTRATED keeps its 
readers promptly, fully posted all the way — on this and all 
the other newsfronts of science today. 


This is the picture-journalism which attracts over half a 
million buyers every month (and they share each issue 
with a million more readers). They come equipped with 

an unique, unifying curiosity about new ideas, new 
processes, new products. 


These readers also come equipped with special qualities 
which point a direct route to profitable sales for you. 
Continuing reader research proves that here is a con- 
centrated, selective market far above average in incomes, 
occupations and interests— your promise of high-profit 
returns on relatively small advertising investment. 


In these times when advertisers large and small are 
agreed that selectivity makes sense, that space-buying 
for.sheer mass means waste— doesn’t it make sense to 
tell your story in these active pages? 


S (] ene eC tllustrated re ee ts ter = 


THE MAGAZINE OF NEW DISCOVERIES 


\ McGraw-Hill Publication - 330 West 42 Street + New York 18 + N.Y. 
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Available Market Data — National 
To secure copies of data listed, use the handy coupons 


ing three years after the war, 
based on personal interviews with 
678 appliance retailers, is detailed 
in this report by McCall’s, which 
discusses scarcities and surpluses 
of merchandise; the effect of price 
on sales volume; price cutting; the 
black market, and manufacturers’ 
and distributors’ practices. 


' No. 549. Cosmetic and Toilet Goods 


Buying Habits. 


Usage of various cosmetic and 
toiletry items, current brand pref- 
erences, shifts in brand preferences 
and other buying and usage prac- 
tices are shown in this study by 
Redbook, which is based on inter- 
views with 1,035 women in reader- 
families in 51 cities and towns of 
over 2,500 population. 


No. 550. Shoe Buying Habits. 


Shoe purchases, brands and types 
preferred, and prices paid, com- 


pared with prewar days, are de- 
tailed in this survey by Redbook 
of 2,180 women readers. Findings 
cover purchases of shoes for them- 
selves, as well as for other mem- 
bers of the family. 


No. 551. Market Reports. 


Market Reports, for both Mc- 
Call’s and Redbook, has issued this 
listing of 1948 titles available on 
request, including data on auto- 
mobiles and automotive acces- 
sories; cosmetics and toilet goods; 
drug products; food and beverages; 
home equipment, furnishings and 
structural materials; household 
and laundry supplies; jewelry, sil- 
verware and optical goods; musical 
instruments; pet foods and pet 
supplies; recreation, travel, sports 
and hobby interests; tobacco prod- 
ucts and smoking accessories; 
wearing apparel, and writing ma- 


Advertising Age, May 30, 194) 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 


ee 


ee | 


ee 


No. 552. 1948 American Magazine 


terials and equipment. 


«= Travelogue. 


The vacations taken in 1948 and 
plans for 1949 are reported in this 
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The Industry's Salesman 


Mightiest Sales Force... Man or Magazine...in the Building Products Field 


can make over half-a-million sales calls on 
your primary outlets for only $5460 a year. 


Think of it, half-a-million sales calls on your primary 
distribution outlets for only $5460 a year. Approximate 
cost: one cent per call. You can get these low-cost, 
highly-effective sales contacts only in the advertising 
pages of AL/BPM .. . The Industry’s Salesman. Its 
total sales calls each year are about 56% more than those 
offered advertisers in any other publication in this field. 
AL/BPM ... The Industry’s Salesman . . . is read faith- 


*ABC statement Dec. 31, 1948 


Amertean 


BUILDING 


139 N. CLARK 


fully every other week and preferred by more* of your 
potential buyers . . . more* of your primary sales outlets 
..- more* dealers, more* wholesalers. 

And AL/BPM ... The Industry’s Salesman . . . is the 
only publication in the field that can give you the extra 
impact and acceptance that comes with real continuity 
and the opportunity to tell, convince and sell, not just 
once a month but 26 times every year. 


ST., CHICAGO 2, 


umberman 


PRODUCTS — 


American Magazine survey, which 
is based on questionnaires filled 
out by 1,968 readers who also pro- 
vided data about the effect of the 
increased cost of living on vaca- 
tions; business trips undertaken; 
popularity of air travel for trans- 
continental or European trips; the 
transportation preferred for dif- 
ferent length trips; purchases of 
travelers’ checks, and foreign travel 
plans for the next four years. 


No. 553. Bibliography of Food 
Studies. 


Curtis Publishing Co. has com- 
piled this list of books and articles 
on food, covering these major 
groups: Advertising, brand pref- 
erences, canned foods, consump- 
tion, dehydrated foods, distribu- 
tion, frozen foods, labeling, meats, 
packaging, pricing, processing, 
transport, vegetable and general 
topics. 


No. 554. Automatic Clothes Dryers. 


In this summary of market data, 
Curtis Publishing Co. lists the 
types of automatic clothes dryers, 
major market factors, factors de- 
termining purchases, and an esti- 
mate of the potential market. 


No. 555. Mechanical Stokers. 


Factory sales data on both resi- 
dential and commercial types of 
stokers is included in this Curtis 
Publishing Co. summary, as we!! 
as additional information on sea- 
sonal patterns, types of stokers and 
fuel used, the market potentia!s 
for residential stokers, and both 
disadvantages and advantages in 
the stoker market. 


No. 556. Third Report on the Ba'- 
ance Sheet of Advertising. 


This booklet presents a third 
step in Curtis Publishing Co's 
analysis of the effect of adve- 
tising on brand names in the gro- 
cery field, as reported to the Grv- 
cery Manufacturers of America it 
its 1948 convention by Donald - |. 
Kerr. Charts show the brand co :- 
sciousness of housewives for pac :- 
ing house, soap, canned and cer 4! 
products, beverages and misc: |- 
laneous items, as well as shifts « !- 
fected by competition. 


No. 557. Portrait of an Elk. 


In this survey among 1,500 su)- 
scribers, Elks Magazine offers fa: ts 
on the education, income, fam ) 
status, business or professior 1! 
work, home ownership, hobbi°s 
and travel activities of the m » 
who comprise its readers. 


No. 558. What Atlantic Read« 
Think About the Railroads. 


In this questionnaire surv: J, 
Atlantic Monthly reports wit 2 
1,008 reader families think abc .! 
railroad profits, operating ef '- 
ciency, service, improvements, a ‘4 
these families’ frequency of tra\ ¢! 
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WHAT'S PUT THE TOWN IN SUCH A LATHER? 


@ Matter of fact, it was Kitty Foster, attractive wife of the town commissioner, who 
discovered BLAZ Shampoo last week. The morning after the Country Club dance, 
Druggist Jonas got sixteen requests for BLAZ. And when the Woman’s Club heard 
just what she'd done to her hair, he got a flock of others. Seems as if, when Kitty 
starts something — from a series of summer concerts to a new shade of nail polish — 
everybody just naturally follows suit. So no wonder the whole town is BLAZ-ing, 
including Uncle Billy’s whiskers. 


If you know how this local influence works in small towns — where the leaders 

really lead and everybody in town keeps an eye on what they do and what they 

buy — then you know that to sell this big side of America most economically, you only 
have to sell the leaders first. PATHFINDER does ~ with one million, one hundred 
thousand news conscious families already on the roll. No wonder 90 more new 
advertisers already this year have placed advertising — are influencing the richest 


sales territory in America through its leaders . . . in PATHFINDER. 


; 


Red ete eee Sat 


etre 


— = 7 = 
~to—7 / 

ROSA ens 
NS . dias Oh Sess : 
SS a : 
Weer = T 
oy i 1 WH I to) |/ 
5 eee) et | 


WS 


49% of the dollar volume toilet 
goods purchases in America are 
made by people living in towns 
of under 25,000 and on the 
surrounding farms. If you would 
like to see a new Alderson & 
Sessions study of this toiletries 
market, and also some facts 
about the women in it who 
read Pathfinder, write us— 
Pathfinder. Washington Square, 
Philadelphia 5, Pa. 


Graham Patterson, 
President 


PATHFINDER 


The Family News Magazine 
That Influences 
Home-Town America 
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and travel preferences over other 
modes of transportation. 


No. 559. The Investment Portfolio 
of the Atlantic Audience. 


Atlantic Monthly presents data 
in this mail study of subscribers 
on what types of securities they 
own; what companies they make 
their principal investments in; 
how many are connected with fi- 
nancial institutions; how many 
control corporate or endowment 
funds; who advises them regarding 
investments, and how good that 
advice is. 


No. 560. A Comprehensive Study 
of the Atlantic’s Travel Market. 


The character of Atlantic 
Monthly’s segment of the huge 
travel market is revealed in this 
study, including figures on travel 
habits; where vacationers go; what 
they spend; how often they travel; 
what transportation they use; their 
choice of hotels, and their pur- 
chases of such products as luggage, 
cameras, etc. 


Branham Research 
can help you — with- 
out charge! 


Just call a Branham- 
man! He has Market 
and Media Informa- 
tion, and advertising 
“know-how.” 


Call Branham 


Chicago 
New York 
Detroit 
‘Dallas 
Atlanta 
Charlotte 
St. Louis 
Memphis 
San Francisco 
Los Angeles 


THE fg 
BRANHAM 
COMPANY 


National 
Idwerlisd 
Representatives 


No. 561. The Life Insurance Story 
of the Atlantic Audience. 


The amount of life insurance 
owned, types of policies, participa- 
tion in company insurance and 
views of the life insurance busi- 
ness are presented in this survey 
of a group of Atlantic Monthly 
readers. 


No. 562. A Fire and Casualty In- 
surance Report on the Atlantic 
Audience. 


In this survey of Atlantic 


Monthly readers, the publication 
shows the sales features considered 
most often in purchase of fire and 
casualty insurance; opinions about 
the advantages offered by stock 
and mutual insurance companies, 
and opinions about company prof- 
its, public service activities, etc. 


No. 563. A Special Name Matching 
Project. 
This is an analysis of the char- 
acteristics of Better Homes & Gar- 
dens subscriber families. It is 


based on the April, 1947, Survey 
of Population, Labor Force and 
Housing conducted by the Bureau 
of the Census, at Meredith Pub- 
lishing Co.’s expense, as part of 
its current population statistics 
program. 


No. 565. Here’s a Performance 
Study. 


In its second annual survey of 
readers’ home building perform- 
ance, Small Homes Guide checked 
on the actual work done by read- 


Advertising Age, May 30, 1: 49 
Adve 

ers who, from July, 1947, to Jz »- 
uary, 1948, declared that they > :. s in 
tended to build new homes “wit! ‘pn ,294 
a year.” Data is shown for kir js ar Si 

of home planned and built; pri: es 
paid; location; design featur s: No. 5t 
heating plants; appliances, fur j- er 
ture, etc. Thi 
No. 566. Target of Opportunity. ( onst 
Data on the counties and cit es \ ides 
where effective buying income, : »- oten 
tail sales and families concentr: te cata i 
is presented in this guide by Puck ited 
—the Comic Weekly. Information Ze ; 

te 


Here's a top-notch opportunity to attract]/A\ 


What “CONSUMER MARKETS” is 
SRDS “CONSUMER MARKETS” is a 


compilation of the most recent market data 
available at state, county, and city levels. 

It provides sales, advertising, marketing, 
and media execut‘ves with the statistical 
factors they require for planning advertis- 
ing and distribution in today’s changing, 
competitive markets. 

It presents 1948 estimates on population, 
households, retail sales, service activity, 
supplemented by current data from U. S. 
Government and other reliable sources to 
use as a base for comparisons which assist 
interpretation of the changes that are tak- 
ing place in all important marketing areas. 

It includes state and city maps specially 
designed to help buyers of space and time 
visualize areas of specific interest to them. 


Why “CONSUMER MARKETS” is an 
important marketing tool for 
your prospects 


Standard Rate & Data Service is sparing 
no effort to make the 1949-1950 Edition of 
“CONSUMER MARKETS” the most com- 
plete, authoritative compilation of city, 
county, and state market information avail- 
able anywhere in a single volume, so ar- 
ranged as to facilitate ease of use and to 
eliminate confusion. 

It will cover all counties in the U.S.; all 
cities and towns having daily newspapers 
and/or radio stations in the U. S., U. S. 
Possessions, Canada, and the Philippines; 
all incorporated and urban U. S. areas with 
populations of 5,000 and over. 

The data will not be for selected markets. 
They will cover ALL market areas with 
populations of 5,000 and over. This im- 
portant all-inclusive coverage is undupli- 
cated by any other single source of market 


information. It’s one of the reasons for 
the rapidly expanding use of “CONSUMER 
MARKETS.” 


What advertisers and agencies say 
about “CONSUMER MARKETS” ~ 


Over two hundred “case histories” of 
usage indicate that 90 per cent of those 
who have worked wtih the 1948-1949 Edi- 
tion of “CONSUMER MARKETS” became 
enthusiastic boosters of its value and utility 
as a marketing tool. Here are some repre- 
sentative remarks: 

“CONSUMER MARKETS” is one of the 
most helpful and valuable reference books 
that I’ve ever had.” (Advertiser) . . . “This 
is one of the most complete and comprehen- 
sive reports we have access to.” (Agency) 
. . « It’s a quick, easy, information refer- 
ence—a delight to any media or market 
research department.” (Agency) .. . “We 
like all the information contained in the 
book.” (Advertiser) . .. “The book is a 
gold mine of market facts.” (Agency) .. . 
“As currently presented, it is quite com- 
plete.” (Advertiser) ... “In use daily. We 
are relying regularly on your county infor- 
mation to determine the expenditures and 
efforts of our clients.” (Agency) ... “An 
invaluable book.” (Advertiser) 

Such statements, and we have hundreds 
more, suggest the reason for the intensive 
use of this book which brings together in 
one convenient place territorial and mar- 
keting data that advertisers and agencies 
otherwise have to search for in many places. 


How advertisers and agencies are 
using “CONSUMER MARKETS” 
Here are some of the uses advertisers and 


agencies have reported for “CONSUMER 
MARKETS”: 


Partial summary of “CONSUMER MARKETS” data for each 
state, county, city, and urban area of 5,000 or more population 


. (This is information that sales, advertising, marketing and media people 


MUST have for reliable market and media evaluations under today’s increas- 


ingly competitive conditions.) 


Breakdowns of county and city retail 
sales in 9 commodity classifications: 
Food, General Merchandise, Apparel, 
Home Furnishings, Automotive, Fill- 
ing Stations, Building Materials and 
Hardware, Eating and Drinking places 
and other. 


Buying power and retail sales potentials 
or states and for 600 trading areas— 
January and July 1948, January 1949. 


Retail sales indices (county and city) 
for two time-periods to assist compar- 
ability in trend studies. 


Number of retail and service outlets by 
type for 400 major county markets. 


Estimated per family and per capita 
1948 retail sales. 


Farm activity—1948 farm families, pop- 
ulation, radio homes, and income esti- 
mates. 


Industrial activity data — employment, 
payrolls, county classifications. 


Estimated 1948 population figures. 


1948 family estimates — households, per 
square mile, radio homes. 


Estimated average weekly wages—1947. 


1948 Bank Debit figures and many other 
statistical factors of market evalua- 
tion importance. 


SRDS 1949-1950 Edition of “CONSUMER MARKETS,” specifically designed 
to help advertisers and agencies with their market selection problem 
presents an important promotion opportunity for individual newspape 

radio stations, and other consumer media. 


“For presentation of newspaper budget. 
... “For originating presentations and pla 
for our clients.” . . . “Planning tests {i 
local newspaper advertising.” . . . “As 
marketing guide in the selection of loc 
media; and allocation of budget.” . . 
“Looking for markets to expand a reta 
business.” .. . “To help figure out coverag 
patterns.” . . . “Use in decisions on citie 
in which to advertise.” .. . “To determi 
best trading areas.” .. . “Market study pr 
liminary to launching a new product.” .. 
“Constant usage to get complete basic i 
formation on market.” . . . “For checki 
on data for small cities and towns.” . . 
“Selection of key cities for promotion.” .. 
“County data for newspaper coverage an 
test advertising.” . . . “Placing of advert: 
ing in properly populated localities, far 
and industrial centers.” 


What “CONSUMER MARKETS” 
means to newspapers, radio sta- 
tions, and other consumer media 


The intensive use of “CONSUME 
MARKETS” by sales, advertising, mark 
ing, and media executives, at the times whe 
they are actively evaluating markets an 
investigating how to develop those market 
provides an ideal opportunity for you ! 
register the values of your medium 
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s included on 782 counties and 
294 key cities, as well as on new 
ar sales and wired homes. 


\o. 567. America’s Magazine Read- 
ers. 


This booklet, based on the Starch 
Consumer Magazine Report, pro- 
ides information about market 

otentials in terms of circulation 
cata and reader characteristics re- 
ited to age, sex, economic status, 
ize and composition of families, 
ete. Data is given for Puck—the 


Comic Weekly and 13 other lead- 
ing national publications. 


No. 568. Adult America’s Inter- 
est in Comics. 


This report, issued by Puek—the 
Comic Weekly, is the first of a 
series based on a study of popular 
habits, attitudes and preferences 
related to comics and other media 
of communication, conducted under 
auspices of the Department of 
Communications in Education, New 
York University. 


No. 569. “99 Letters.” 


Army Times and Air Force 
Times have issued this booklet, 
which includes data on Post Ex- 
change retail stores, the Army Ex- 
change Service and the Army and 
Air Force market. 


No. 572. A Short Cut to Volume. 


Data on the volume of retail gro- 
cery business in Southern Cali- 
fornia, including the sales of co- 
operative groups, is included in this 


folder issued by Western Family. 


Available Market Data — National 
To secure copies of data listed, 


use the handy coupons 


No. 570. The 5th Dimension. 


In this report, True Story pre- 
sents figures on the actual amount 
of money people spend for specific 
products in supermarkets, as a fol- 
low-up to previous field studies 
of families, where they live, the 
kind of people they are, and the 
products these people purchase. 


Take space enough adequately to define 

he scope, penetration, and character of 
our coverage; to describe your audience— 
ho they are, how they live, what they buy, 
hat proportion of the total market they 
epresent; to offer any market survey ma- 
rial you have that will contribute to an 
ppreciation of your market’s potentials 
nd how to develop them. 


uly Ist is the deadline 


The 1949-1950 Edition of “CONSUMER 
IARKETS,” scheduled for September Ist 
ublication, will close for Service-Ad* copy 
1 July Ist. 

lhis edition will go to all subscribers to 
ie Newspaper, Radio (including TV and 
M). Consumer Magazine, Transportation 
dvertising, and Farm Publication Sections 
SDS. These subscribers, who pay $80 
year for the complete Service, probab!y 
stitute the highest qualified list of media 
vspects available anywhere. 

In addition to the regular subcsribers, 
e \949-1950 Edition of “CONSUMER 
ARXETS” will go to a list of national 
Iver isers, guaranteeing extensive, pene- 
all: « coverage for your Service-Ad. 


This spread from the 1948-1949 SRDS “CONSUMER MARKETS” 
partially illustrates the range of market data in the county listings and 
suggests how strongly an informative Serviee-Ad* participates in mar- 


ty Register ud 


Lirhen (08R9 Over 2 500 


ket evaluation and selection. For a more comprehensive 
of you review a complete copy 


this opportuni 


ty, we suggest 
1949 SRDS “CONSUMER MARKETS.” 


Tribune 


*”Service-Ad’’—An informative advertisement in SRDS 
“CONSUMER MARKETS” that Sells by Helping People Buy. 


Expert Copy Service Available 


The SRDS Copy Service Depart- 
ment will be glad to help you pre- 
pare a “CONSUMER MARKETS” 
Service-Ad that will effectively tie 
your medium in with the interests 
of advertisers and agencies when 
they are using this book. This copy 
help will involve no cost or obliga- 
tion, but time is limited. We urge 
you to put in your copy service re- 
quest at once. Just get in touch with 


the nearest SRDS office or send all 
pertinent information and a copy of 
your publication or station log to 
Lyman Forbes, Manager of Copy 
Service, in our Chicago office. 


a . 


iago 1, ill. 


57 Post Street 
os — i, Calif, 


The 1949-1950 Edition of “CON- 
SUMER MARKETS” offers an op- 
portunity not to be missed if one of 
your sales problems is to get adver- 
tisers and agencies to give your mar- 
ket greater and more frequent con- 
sideration, 


lation 
the 1948- 


For Your Immediate Convenience 


eaten at eonnnncenaenbenendnebanay 


LYMAN FORBES 1 
Standard Rate & Data Service, Inc. 
333 No. Michigan Avenue, Chicago 1, III. 


! Please give me more information about the ! 
1 opportunity to attract more national advertisers I 
§ to our market presented by the 1949-1950 Edi I 
i tion of SRDS “CONSUMER MARKETS.” H 
' i 


Street Address 


Zone — State 


Springfield, Mass., and Youngs- 
town, O., were selected for the 
studies. 


No. 571. How to Corral the Western 

Market. 

Western Family, in this folder, 
offers data about the California 
and Washington markets, their 
growth and expansion, and the re- 
tailer-owned grocery cooperatives 
which operate in the two Pacific 
Coast states. 


No. 573. Christian Herald Survey. 

This study tabulates answers to 
a Christian Herald questionnaire 
of readers covering church affilia- 
tion, plans for new church struc- 
tures, additions, repairs, furnish- 
ings and other possible purchases; 


% 
Fastest > 
Advertising 
Medium Is a 


Cincinnati's 


a 
The. Post 


LARGEST 10-YEAR 
ADVERTISING GAIN OF ANY 
CINCINNATI NEWSPAPER 


LARGEST 10-YEAR 
GAIN IN DEPARTMERT 
STORE LINAGE 


POST CARRIED 
15,512,564 LINES 
OF ADVERTISING IN 1948 | 


POST COVERS 51.12% OF 
CINCINNATI CITY ZONE 


TEST CAMPAIGNS CHECKED 
THRU POST GROCERY 
INVENTORY 


The 
Cincinnati 
Post 


The Newspaper for 
Active Cincinnatians 


Robert K. Chandler, Manager, 
General Advertising 


CINCINNATI 2, OHIO 


Represented by the General Advertising 


Department of Scripps Howord Newspapers 
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To secure copies of data listed, use the handy coupons 


and individual family status, plan- 
ned purchases, vacations, etc. 


No. 574. Teen-Age Girls and Their 
Motion Picture Habits. 


Motion picture attendance by 
teen-agers is reflected in this 
Seventeen Consumer Panel study, 
giving data by frequency of at- 
tendance, prices paid, preferences 
for favorite pictures, and male, fe- 
male and new movie stars. The 
influences they wield, with regard 
to motion pictures, also is shown. 


No. 575. Travel and Vacations Sur- 
vey. 

In this Report to the Advertiser 
No. 8, Seventeen offers vacations 
and travel data for 1946-47 and 
proposed 1948 trips; how teen- 
agers spend their summer vaca- 
tions, and where and with whom. 
Future travel plans and prefer- 


ences are indicated. 


No. 576. Writing Materials Survey. 


Using its subscriber Consumer 
Panel, Seventeen in this Report to 
the Advertiser No. 7 presents data 
on fountain pen and mechanical 
pencil ownership, brands and new 
purchase preferences; school sup- 
plies; secretarial courses, type- 
writer ownership and preferences; 
and letter writing habits and pre- 
ferences for brands, types and 
colors in stationery and greeting 
cards. 


No. 577. Beauty and Personal Care 
Survey. 

Use, ownership, buying habits 
and brand preference for toiletries, 
cosmetics and other personal care 
products by teen-aged girls be- 
tween 13 and 19 are shown in this 
Report to the Advertiser No. 9, 


one of a series of Consumer Panel 
studies by Seventeen. Information 
on teens’ influence on family pur- 
chase of these items also is pro- 
vided. 


No. 578. Life with Teena, Vol. II. 


This national study by Seventeen 
gives an analysis of the teen-age 
girl’s influence on family food 
consumption, and contains data on 
brand preferences, brand pur- 
chases, food preparation, expendi- 
tures and shopping habits. 


No. 579. General Seventeen Reader 
Characteristics. 

In two Consumer Panel Reports 
to the Advertiser, No. 1 and No. 5, 
Seventeen presents data assembled 
in a random sample of subscribers 
by age, school attended, class in 
school, father’s occupation, and 
state and city size distribution of 
this type of circulation. 


No. 580. When Your Advertising 
Dollar Goes to Market. 


- In this chart, Grit shows a sug- 


gested division of the advertising 
dollar in pennies for each market, 
from those of 500,000 and more 
population to places with a pop- 
ulation of less than 1,000. 


No. 581. How to Get Your Share of 
the Lions Market. 


The Lion Magazine, in this bro- 
chure, gives data based on a survey 
of the association’s membership, 
including income, home ownership, 
occupation, ownership of cars and 
radios, buying of office equipment, 
vacationing, recreation and hob- 
bies, pet ownership, gardening, etc. 


No. 582. Life International. : 

This folder, issued by Life In- 
ternational, includes data from a 
mail survey of buyers in five major 
world markets, including age and 
marital status, home ownership, 
occupations, ownership of autos, 
appliances, real estate and life in- 
surance, amount of traveling, hob- 
bies, moviegoing, etc. Other fact 
sheets on the Life International 
audience and a Dun & Bradstreet 


Represented nationally by 
W ard-Griffith Co., Inc. 


TIME AND TIME AGAIN 


A No. 1 ON THE TEST PARADE 


Test Town, Testville, Operation Testing . . . call it what 
you will but the fact remains that year after year the 
leading national advertisers of the country use the Prov- 
idence Market to pre-test products, copy ideas and mer- 
chandising techniques. Scores of nationally accepted 
and widely advertised brand names received their mar- 
keting debut in this profitable, compact, and complete- 
ly isolated market—a market that is dominated by the 
Providence Journal-Bulletin. Get the facts . . . get the 
list of products tested .. . it's an interesting story. 


I 


JOURNAL- BULLETIN 


NCE. 
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magazine readership study are al 5 
included. 


No. 583. California Travel Surve .. 


The 1949 travel plans reveal j 
by a postcard questionnaire se { 
California subscribers are shov 1 
in this folder, issued by Town 
Country. 


No. 584. You Have 100,000 Cu - 

tomers. : 

Scientific American shows 4 
this brochure, by an actual cow t 
of subscribers, the relative size «f 
the different groups of engineer ., 
research directors and other exec - 
utives who comprise this kind «f 
market. 


No. 585. Personal Daintiness ani 

Leg Make-Up. 

Usage and brand preferences of 
a group of toiletries and related 
items for the years 1947 and 1948, 
and type of stores where pur- 
chased, are shown in this Fawceit 
Beauty Reader Forum study, re- 
leased by the Fawcett Women's 
Group. 


No. 586. Your Ideal Market. 


This 24-page market study, is- 
sued by the Ideal Women’s Group, 
gives data about readers of the 
four magazines in the group, as 
determined in a self-mailer ques- 
tionnaire. Included are figures on 
family makeup, living standards, 
the clothes budget, movie theater 
attendance, brand preferences for 
beauty products, goods, household 
items, appliances and apparel. 
Changes in the market since 1942 
also are shown in percentages. 


No. 587. Future in ’49. 


In this folder Future presents 
data on the age, marital status, in- 
come, occupation, hobbies, etc., of 
the young men who comprise this 
market. 


No. 588. How Your Product and 
Your Company Rate With Am- 
erican Youth. 


Young Catholic Messenger has 
published this report of a cross- 
country survey of its boy and girl 
readers, showing ownership and 
brand preference of sports equip- 
ment and family ownership of 
automobiles and brand preference 
and use of a lengthy list of various 
products. Under general informa- 
tion, the report covers readership, 
after-school and vacation earnings, 
travel preferences, and a list of 
the magazine’s 1948-1949 advertis- 
ers. 


No. 589. The Market for Luggage. 


Personal expenditures for lug- 
gage have been increasing steadily 
since 1939, this study, published 
by Better Homes & Gardens, says, 
and the upsurge in the number of 
tourists and vacationers is con- 
sidered a favorable indicator 0! 
the future market. Figures from 
the Federal Reserve System and 
Department of Commerce provie 
tables.and graphs showing persor 1! 
consumption expenditures, 192)- 
1947; distribution by type of ov'- 
let; seasonal index of sales, aid 
luggage sizes and styles. Ge>- 
graphic distribution of sales ad 
consumer buying habits are shov nD 
in compilations by Luggage & 
Leather Goods Association. 


No. 590. The Market for Teil’- 
vision Sets Among Readers »/ 
American: Magazine. 

There was an increase of mo ¢ 
than 200% in TV set ownership "© 
American Magazine families " 
the period between April and D - 
cember, 1948, according to tI s 
survey report issued by Crowe - 
Collier Publishing Co. In additi: ' 
to the ownership story, the an: 
ysis shows how many non-owne ° 
see complete programs—where a) < 
how often; intentions to buy du 
ing 1949; prices and method »f 
payment; set specifications; pr» 
gram preferences for televisic 1, 
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WCAU’s Umbrella Coverage gives the Philadelphia businessman an 
advantage against competition. . . . Local businessmen “who know 
Philadelphia best” spend more advertising dollars on WCAU than 
on any other Philadelphia station. . . . It’s WCAU, the Philadelphia 
Bulletin station—affiliate of CBS—complete with AM, TV, FM. 


WUCAL 


CBS AFFILIATE 


The Philadelphia Bulletin Stations 
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the hest on fi Data Book 
for 1948, giving an overall 
picture of Market Potentials 
and Newspaper Coverage of 
the Market «+++ 


A new easel presentation summarizing all of the data and interpreting the findings 


in terms of coverage of the rich Chicago market | 
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techniques used in its preparation” 


EDITOR & PUBLISHER 


AWARDS 


F€ mae Amer! ican 


aly mney <Sirare AMERICAN {PEOPLE > 
Citation for the BEST MARKET DATA BOOK 
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This prize-winning audience study, “Characteristics of Chicago Herald-American Readers”, 
offers advertisers and sales executives a complete breakdown of Herald-American reader- 
ship. It shows age, sex, size of Herald-American reader families, rental value of their 


homes and coverage of the market. 


The Reliability and Validity of the valuable data available in this study is attested to by 
the panel of judges: Dr. Wallace H. Wulfeck, director of research, Federal Advertising 
Agency; Marion Harper, Jr., president, McCann-Erickson, Inc., and Ralph Neave, Jr., exec- 
utive vice president, Lester L. Wolff Agency, who awarded the study first prize“. . . because 
of the reliability and validity of the techniques used in its preparation”. 

The study was made by Alfred Politz Research, Inc., who in June of 1948 received the 


American Marketing Association’s top award for “. . . continued development of scientific 


sampling procedures”. 


These were the same techniques used in making the Herald-American’s readership study. 
For a close-up of the Big part of Chicago that is yours in the Chicago Herald-American 


ask to see this prize-winning study. 


Chicago Syenee Aer nN 2 


C Nationally Represented by HEARST ADVERTISING SERVICE 
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Available Market Data — National 
To secure copies of data listed, use the handy coupons 


radio and movies, and reasons for 
not buying TV sets. 


No. 591. The Golfing Activity of 
Time Subscribers. 


Time subscribers’ family and 
individual golfing activity, the age 
and sex of players, where they 
play, frequency of their playing, 
and equipment they use and pre- 
fer are reported in this folder, 
which tabulates results of a survey 
made last October. 


No. 592. Eight Years With the 
Fawcett Beauty Reader Forum. 


A year by year comparison, 
1941-48, of the popularity of 49 
cosmetics and toiletries used by 
women, and their brand prefer- 
ences, are reported in this study, 
which is the eighth annual analysis 
of the trend in beauty habits of 
Fawcett Women’s Group (True 

_ Confessions, Motion Picture and 


Movie Story). 


No. 593. Reader Characteristics Re- 
port. 

Sport reports, in this survey, 
that its reader families have an 
annual median income of $4,243, 
8.6% higher than the figure shown 
in the magazine’s first survey, 
made in 1947. Other character- 
istics reported are: age, home 
ownership, and a breakdown of 
participation in sports.and owner- 
ship of sports equipment. 


No. 594. What You Should Know 
About DMG’s. 


Dell Modern Group’s audience 
survey introduces a typical “Dell 
Modern Girl” as a representative 
of Dell Modern Group readers, 
giving new information on her in- 
come, home life, education and 
reading habits. 


No. 595. Here is Your File of 
Facts About The National 
Guardsman. 

The National Guardsman, offi- 
cial publication of the National 
Guard Association of the United 
States, has issued this loose-leaf 
file folder, containing the latest 
issue of the publication, with rate 
card data and facts about circu- 
lation and readership. 


No. 596. American Home Market 
Book of 1948. 

This booklet, following the same 
pattern as the 1947 study by Amer- 
ican Home, contains new figures 
and several additional features, 
including a section analyzing those 
markets which have centers over 
50,000 according to the latest popu- 
lation estimates but which did not 
qualify on the basis of the 1940 
Census. An over-all map of the 138 
metropolitan markets has been 
enlarged to wall size. 


No. 597. America’s Homemakers 
Size Up the New Cars. 
+ Present car ownership and fu- 


ture buying plans are covered in 
this report, based on replies to an 
all-automotive questionnaire sent 
to members of American Home’s 
Reader-Consumer Panel. Loyalty 
of owners to present makes, and 
reasons for preference, are shown 
in two charts. 


No. 598. American Home Reader- 
Consumer Panel Report No. 19. 


Data on hot water heaters, home 
heating, uses of corn syrup, cook- 
ing oil and wine in cooking, own- 
ership of electric coffee makers 
and other subjects related to the 
home are included in this Amer.:- 
can Home survey. 


No. 599. Mother’s Day Gifts. 

Gift preferences, as well as their 
own plans for purchase of Mother’s 
Day gifts for others, are shown in 
this report, based on a survey of 
Parents’ Magazine subscribers. 


No. 600. Crib Mattress Survey. 


Ownership of crib mattresses, 
brands purchased, where pur- 


THE NEW 


’ 
|}: ,Dedln NEWSPAPER CIRCULATION 


You have been—and you will be — bombarded 
by propaganda on the circulation of Boston's news- 


papers. 


“Highest percentage gain since last 
statement.” 


“Lowest percentage loss on 5c price.” 


These are a few of the statements being shouted from 


the housetops. 


We could shout too. 


But we do not believe you buy advertising on the 
strength of percentage gains or losses. 


We prefer not to do tricks with the official ABC figures. 


We believe the best— and most honest way —to tell 
our story is to list the official ABC figures for the first 
quarter of 1949 —the only reporting period in the past 
two years when all Boston papers have been on the 
same price level. 


Here are the latest ABC quarterly figures for Boston newspapers 


REPRESENTED 


Standard Size 


HERALD-TRAVELER 351,654 —«*$1.99 

POST 322,531 2.17 

GLOBE 285,625 2.45 
Tabloid 

RECORD-AMERICAN 578 667 $1.21 


And Boston’s Best Buy is A Better Buy Than Ever 


In Boston, the Herald-Traveler has carried the 
greatest volume of total paid advertising every year 
for 22 consecutive years. And 1948 was the largest in 
history — a whopping 24,227,454 lines. 


clways first in Boston 


THE BOSTON HERALD-TRAVELER 
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Advertising Age, May 30, 1949 


chased, desired features and 
brands preferred for future pur- 
chase are detailed in this report, 
issued by Parents’ Magazine. 


No. 601. Women’s Wardrobe Study 


Information on the ownership o{ 
women’s clothing, estimates of 
“fair prices” for new wardrobe 
items, and where clothing is pur- 
chased is included in this Parents’ 
Magazine report. 


No. 602. Food Study. 


As a supplementary report to 
its reader survey on food consump- 
tion in families with children 
Parents’ Magazine has issued thi 
additional data on food habits an: 
preferences, covering cake mixes 
pet food, ice cream and flavoring 
syrups, ripe olives, beverages 
served to children, canned veg- 
etables and fresh, canned and dried 
fruit. 


No. 603. Children’s Nightwear. 


Ownership and style, fabric and 
color preferences in sleeping gar- 
ments and robes for children of 3 
to 14 years of age are shown in 
this market study released by 
Parents’ Magazine. 


No. 604. Spring Shoe Planning. 

Shoe purchases, the prices paid, 
and preferences for styles, colors 
and brands are detailed in this 
report by Calling All Girls, based 
on a survey of its “Hi-Style 
Scouts,” an advisory panel of girls 
13 to 17 years old. 


No. 605. Frankfurter Survey. 
Brand preferences for frank- 
furters, frequency of serving at 
home and outside gatherings, etc., 
are shown in this survey of teen- 
age girls by Calling All Girls. 


No. 606. Typewriter Survey. 


Typewriter ownership and use 
habits, planned purchases and 
brands desired, are covered in this 
advisory panel study of teen-age 
readers by Calling All Girls. 


No. 607. Next to the Skin. 

This Calling All Girls survey 
deals with the hosiery and lingerie 
market among teen-age girls and 
gives data on ownership, style and 
fabric preferences, prices paid, and 
brand preferences. 


No. 608. Beauty Care Study. 

Usage, brand preferences and 
other data for perfume and co- 
logne, bath preparations, soap, 
toothbrushes and dentifrices, hair 
care items, deodorants and depila- 
tories among teen-age users are 
detailed in this study, issued by 
Calling All Girls. 


No. 609. A Qualitative Survey With 
a Probability Sample. 

The American Weekly has re- 
leased this study of household 
characteristics of its readership as 
against all other U. S. households 
and of reader attitudes. 


No. 610: 782 Gold Counties. 

In this report, The America) 
Weekly shows total retail sales 
food sales, drug sales, net effectiv« 
buying income, per cent of U. § 
potential and other data for al! 
places of 10,000 or more popula- 
tion. 


No. 611. Gold County Map. 

All counties containing cities o/ 
10,000 or more population are in- 
dicated on this U. S. county map 
issued by The American Weekly 


No. 612. Red County Map. 

All counties containing no cities 
of 10,000 or more population are 
shown on a U. S. county map, re- 
leased by The American Weekly. 


No. 613. Dot Map. 

Red dots indicate the 1,294 key 
cities (of 10,000 or more popula- 
tion) on this map, issued by The 


COMPANY 


American Weekly. 
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Advertising Age, May 30, 1949 


No. 614. Magazine Readers. 


Adult and youth readers, distri- 
bution by incomes and occupations, 
and families with minor children 
are shown in this report, released 
by The American Weekly, with ac- 
companying charts based on the 
Daniel Starch survey for the year 
ended June, 1948. 


No. 615. American Weekly Families 

With $5,000 Income. 

This special Starch survey shows 
the percentage of all $5,000 in- 
comes by occupation groups and 
proportion in each group having 
two or more earners per family. 


No. 616. Grocery Sales. 

Food store sales in 184 whole- 
sale grocery trading areas are de- 
tailed in this American Weekly 
report. 


No. 617. 75 Leading Food Counties. 

How 50% of all food store sales 
is concentrated in these 75 lead- 
ing food counties is shown in this 
survey, issued by The American 
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No. 618. Food Expenditures. 

In this report, The American 
Weekly lists the food expenditures 
of its reader families. ' 


No. 619. Drug Sales. 

Data on 36 wholesale drug trad- 
ing areas, as well as a county out- 
line map of these areas, is in- 
cluded in this American Weekly 
report. 


No. 


620. General 
Sales. 


Merchandise 


Figures on 344 counties with 
$2,000,000 general merchandise 
sales are included in this American 
Weekly survey. 


No. 621. General Merchandise and 
Furniture Store Sales. 


In this report, The American 
Weekly shows general merchandise 
sales and furniture store sales in 
the 25 largest trading areas. 


Available Market Data — National 


To secure copies of data listed, 


use the handy coupons 


No. 622. New Car Sales by County 

Groups. 

Total new car sales, per cent of 
U. S. families, etc., are shown in 
this report, released by The Am- 
erican Weekly. 


No. 623. Furs, Jewelry, Luggage, 
Toilet Preparations. 


Internal Revenue excise tax re- 
ceipts, by states, are detailed in 
this American Weekly report cov- 
ering furs, jewelry, luggage and 
toilet preparations. 


No. 624. Cosmetic Sales by States, 
1946-47-48. 


Cosmetic sales for the three- 
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‘o secure copies of data listed, use the handy coupons 


ear period, 1946-48, tabulated by 
ates, are shown in this report, 
sued by The American Weekly. 


©. 625. Major Industrial Areas. 
The 220 counties which received 
1% of war contracts are pointed 


_ 9 in this survey, released by The 


merican Weekly. 


,0. 626. Dog Food. 

The number of dogs by states, 
id by rural and urban areas, is 
1own in this American Weekly 
port. 


0. 627. Characteristics of Mag- 
azine Readers. 
The market research department 
’ Coronet has prepared this com- 
irative report on the characteris- 
cs of the readers of 16 magazines, 
used on data from the Starch 
msumer Magazine Report. Data 
r six monthlies, five women’s 


service magazines and five week- 
lies include number of readers, 
ages, composition of families, oc- 
cupation, income and number of 
family earners, marital status of 
adult readers, ages of married 
readers, and home ownership. 


No. 628. The Catholic Market. 

The scope of the Catholic market 
is reported in this study, published 
by Our Sunday Visitor-Register 
Unit, which analyzes Catholic pop- 
ulation in relation to total; age 
groups of Unit families and family 
income. 


No. 629. Male vs. Female Influence 
in Buying and in Brand Selec- 
tion. 

In this study for True, Fawcett 
Publications measures the relative 
importance of each sex in making 
actual purchases, the influence of 
men and women in instigating the 


purchase or discovering the need 
for a product, and the relative im- 
portance of each sex in selecting a 
specific brand or make of product. 
Charts and tables are included for 
65 product classifications. 


No. 630. Radio Ownership and the 
Battery Market. 


This consumer survey covering 
radios and electric batteries, based 
on mail questionnaires to True’s 
Reader Panel members, shows the 
ownership of various types of ra- 
dios along with the brand prefer- 
ences and uses of flashlight, radio 
and hearing aid batteries. 


No. 631. Facts About the Fawcett 
Men’s Unit. 


Characteristics of the reader- 
ship of Startling Detective and 
True Police Cases and their per- 
centage of ownership and usage of 
such products as automobiles, al- 
coholic beverages, beer and soft 
drinks, hobbies and sports, smok- 
ing necessities and toiletries, are 
shown in this file folder, issued by 


Fawcett Publications. 


No. 632. A Linen Closet Inventory. 

This survey, conducted by Faw- 
cett Women’s Group, includes data 
about bath, face and guest towels, 
shower curtains, wash cloths, pil- 
lowcases and sheets, dishwashing, 
kitchen towels, napkins and table- 
cloths, covering ownership, brand 
preferences, buying habits, place 
of purchase, etc., for women 25 
years old or less, and those over 
25. 


No. 633. Today’s Woman Reader 
Characteristics. 

This survey for 1948, following 
up a similar 1946 report by To- 
day’s Woman, shows the changes 
in the feminine market since the 
earlier year, including data about 
family inceme, children in the 
home, ownership of durable goods, 
etc. 


No. 634. Sanitary Protection Sur- 
vey. 
Data on usage of sanitary nap- 
kins, tampons or both, among a 


Include the Worcester Market in your list of major 
markets with money to spend — $689,291,000 — in 


effective buying income, 


as indicated by Sales 


Management's 1949 Survey of Buying Power,* a 
dollar total 4% above the previous year’s estimate. 
In the city of Worcester alone, the Survey shows 
an average income per family of $5,409, 
an impressive 19.4% above the national average 
of $4,531. Both in the city and in the Market, retail 
sales shot up 6.6% to add continuing 
proof of the buying stability of Worcester. 
Advertisers who are intent on profitable markets, sell to 
prosperous Worcester by consistent advertising in the 
newspapers that blanket the area, the Worcester 
Telegram-Gazette. Daily circulation in excess of 
140,000. Sunday over 100,000. 


*Copyright 1949, Sales Management Survey of Buying Power; further 


reproduction not licensed. 
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sample of Today’s Woman readers, 
and of brands preferred, is in- 
cluded in this survey. 


No. 635. Mechanix Illustrated 
Consumer Panel Report. 

This study, released by Me- 
chaniz Illustrated, gives figures on 
ownership and product usage of 
more than a dozen major catego- 
ries, as well as brand preferences, 
among members of the consumer 
panel established by the Fawcett 
publication. 


No. 636. Reader Characteristics 
Survey. 

Income, occupation, family sta- 
tus, home ownership, sports and 
hobbies, etc., of a sample of Me- 
chanix Illustrated readers, con- 
trasting 1949 data with a 1946 sur- 
vey, are shown in this report. 


No. 637. Drug Chain Maps. 
This set of drug chain maps, in- 

cluding summary data, has been 

issued by This Week Magazine. 


No. 638. Drug Store Sales Poten- 
tials by Counties. 
This Week Magazine has pub- 
lished this report giving drug store 
sales potentials by counties. 


No. 639. Your Most Important Cus- 
tomer. 

This report, compiled by The 
Open Road from a mail survey of 
readers, details their ownership of 
an extensive list of products, their 
brand choices, and future pur- 
chases they plan to make. 


No. 640. Outdoors Magazine Reader 
Market Data. 


Data on income, home and car 
ownership, sports and _ hobbies, 
planned purchases, etc., is revealed 
in this folder, covering a survey 
of Outdoors Magazine readers. 


No. 641. The National Negro Mar- 
ket. 

Interstate United Newspapers, 
Inc., has issued this brochure, 
showing in detailed analysis the 
shopping habits, wants, needs and 
brand preferences, and living 
trends of more than 14,000,000 
Negroes in the U.S. Data is in- 
cluded on home ownership and 
rental valuation; home equipment 
and furnishings; family composi- 
tion and occupational status; auto 
ownership, market potentials, etc. 


No. 642. City Within a City. 

Figures on Negro population, 
buying power, brand preferences, 
etc., in both U.S. and Canadian 
markets are included in this book- 
let, issued by Interstate United 
Newspapers, Inc. 


No. 643. How Much Will It Cost? 


The Bureau of Advertising, 
ANPA, has issued this guide to 
newspaper advertising costs in the 
U.S. and Canada, which shows 
population figures and number of 
families within the corporate lim- 
its of the cities in which daily 
newspapers are published. Morn- 
ing and evening dailies, and their 
circulation, are totaled by geo- 
graphical sections and states. 


No. 644. Newsweek Fact File. 


Data on the Newsweek audience, 
including educational and occupa- 
tional status, income, ownership of 
homes, autos, radios and appli- 
ances, and travel activities, is pro- 
vided in this file folder. 


No. 645. Fast Facts for Consumer 
Advertisers. 

In this booklet, Newsweek pro- 
vides figures on U.S. family in- 
come and spending, ownership of 
appliances, etc. 


No. 646. Fast Facts for Industrial 
Advertisers. 
Data on occupation and income 
of business executives is included 
in this Newsweek booklet. 
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baked. 


No. 649. Hair Grooming. 


Household, in this booklet, shows 
the prevalence of permanent waves 
by types among its subscribers, 
and gives supplementary informa- 
tion on the use and brand prefer- 
ence for shampoos and wave lo- 
tions. 


No. 650. Foundation Garments. 


The purchase of foundation gar- 
ments by Household readers, types 
of garments used, price paid and 
place purchased are reported in 
this study. 


. 
No. 651. Silver Flatware. 


Ownership of sterling and plated 
flatware, with additional data on 
factors influencing the selection of 
brand, initial purchase and place 
purchased with regard to the home 
owner’s “best set” of silver, is 
shown in this Household study. 


No. 652. Women’s Slips. 


This Household report gives fig- 
ures on the purchase of women’s 
slips, construction details sought 
by shoppers, brand preferences and 
price ranges. 


No. 653. Power and Fuel. 


In this study, Household lists 
the type of power and fuel used 
in refrigerators, kitchen ranges, 
water eaters, space or circulat- 
ing heaters and furnaces, with ad- 
ditional data on the type of gas 
used in this equipment and a 
breakdown according to city size 
groups for the types of power 
and fuel used. 


NEW RESIDENTIAL BUILDING 


$6.5 Billion 


REMODELING AND REPAIRS 


$7 Billion 


COMMERCIAL, INDUSTRIAL, ETC. 


$4 Billion 


NEW FARM CONSTRUCTION 


$400 Million 


And These Facts Will Help You Sell More of Your Products to the Contractor-Builders 
Who Dominate This Vast, Underated, Undersold Market 


residential buildings which go up in every community, big 
and little. 

Yes, it all adds up to an $18 billion market—and to cover 
the whole market, to reach the largest possible number of 
contractor-builders in metropolitan areas as well as small 
towns and rural areas, it takes a publication designed and built 
to the “specifications” of that market. That’s PRACTICAL 
BUILDER—the “how-to-do-it” magazine edited exclusively 
for practical building men—the only magazine sold for its 
builder coverage alone. 

This far-flung, frequently shifting market cannot be cov- 
. ered properly without PB. With PB you reach more con- 
tractor-builders, in big cities and small towns—over 60,000 
No. 656. Urban Teen-Agers And| | re of them—including more than 30,000 builders who read no 

Radio Listeners end Customers. Ke other building industry publication. 


National Broadcasting Co. has Z . 
published this brochure, which 10 sell your product 


reports on the findings of a study 
” to the whole market... 


No. 654. Facts on Business and 
Community Leaders Who Read 
the Kiwanis Magazine. 


The third report on the Kiwanis 
Magazine’s continuing survey of 
its readers is now on the press. In- 
cludes data on occupation, title, 
business ownership, travel habits, 
home and automobile ownership, 
etc, 


Don’t be satisfied with halfway measures if you want to sell 
a larger share of the $18 billion light construction market! 
Remember, the building market is everywhere—in metropol- 
itan, non-metropolitan and rural areas—wherever there 
are people. 


More than half of all new houses are built in the non- 
metropolitan areas. It takes big, little and medium-size build- 
ers to sell the whole market, including $6 to $8 billions of 
remodeling work and farm buildings, plus the stores, theatres, 
No. 655. The National Guardsman. small schools and factories, churches, garages and other non- 


Data on the all-male market 
served by National Guardsman is 
provided in this file folder. 


of young people 13-19 years old. 
One section covers number of sets 
in use; availability and listening, 
various days; favorite programs; 
school assignments, etc. Another 
section reports on product use and 
preference, covering ice cream, 
beverages, toothpaste, toilet arti- 
cles, hair tonic, shaving habits of 
boys. 


Gree —Write today for your complimentary copy of new PB Data 
Sheet with chart showing Metropolitan vs. Non-Metropolitan Building 


2 PRACTICAL BUILDER 


The "'How-to-Do-It” Magazine read by 80,000 Practical Building Men 
5 South Wabash Ave. « Chicago 3, Ill. 


Published by Industrial Publications, Inc., for over 32 years exclusive pub- 
lishers to the Building Industry, also publishers of Building Supply News, 
BSN Dealers’ Directory, Building Material Merchant & Wholesaler, Brick & 
Clay Record, Ceramic Industry and Ceramic Data Book. 


No. 657. Facts Folder. — 

Burgoyne Grocery & Drug Index, 
Cincinnati, has issued this folder, 
which briefs the Burgoyne group 
of test cities, summarizes the mar- 
kets and store panels, and shows 
examples of the way the test city 
program has been used by national 
advertisers and brands that have 
been market tested by Burgoyne. 
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‘Available Market Data — National 


‘To secure copies of data listed. use the handy coupons 


No. 664. Consumer Spending and 
Saving—a 20-Year Trend. 

, Chart and explanation showing 

1929-1948 trend in consumer credit, 

retail sales, price index, disposable 

income and individual liquid as- 

pet holdings, published by Dun & 


Bradstreet. 


No. 665. A Progress Report on New 
Business Enterprises in the U.S. 
Charts and analyses showing 
what happens to new businesses, 
ate of growth by lines of business, 
usiness population by states, etc. 
Published by Dun & Bradstreet. 


i! 


No. 666. The Farmers’ Financial 
Condition. 
A Dun & Bradstreet chart and 
analysis of farm income, prices, 
Yebt, etc. 


No. 672. What’s Coming in Steel. 

: The future of the steel industry 
is pointed up in this folder, pre- 
pared by Business Week. 


No. 667. Wartime and Postwar 
Shifts in U. S. Population and 
Businesses. 

A map and tables showing re- 
gional changes, prepared by Dun 

& Bradstreet. 


No. 668. How Top Management In- 
fluences Today’s Purchasing De- 
cisions 


Business Week has released this 
brochure, covering a study of dis- 
trict sales managers representing 
79 industrial and top management’s 
influence in purchasing decisions 
in the fields of industrial equip- 
ment, machine tools, materials 
handling, industrial materials, 
chemicals and plastics, packaging, 
office equipment and air condition- 
ing, etc. 


No. 669. The Migration of Industry. 

Migration of U. S. manufactur- 
ing, by industries and by regions, 
and migrations vs. markets, are 


shown in this booklet, published 
by Business Week. 


No. 670. Survey of Top Manage- 
ment’s Participation in Pur- 
chasing. 

Business Week has issued this 
folder, reporting results of two 
surveys conducted among officers 
in companies capitalized for $1,- 
000,000 and more, and purchasing 
agents in companies of the same 
size. 


No. 671. Capital Spending Plans 
1949-53. 

Business Week offers data and 
charts in this folder reporting on 
what industry plans to spend on 
new facilities during the next five 
years, where the money comes 
from, how manufacturing capacity 
is growing, etc. 


No. 673. Coal for the Future. 
Data on distribution, mechaniza- 
tion, consumption, competition, la- 
bor, finance, and both the _ short 
and long-range outlook in the coal 
industry is included in this folder, 
published by Business Week. 
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No. 674. Pulse Beat of Industry. 

McGraw-Hill Publishing Co., in 
this booklet, offers a digest of cur- 
rent problems, trends and future 
opportunities in general business 
and specific industries. 


No. 675. Facts About the Science 
Illustrated Market. 

This folder, released by Science 
Illustrated, includes data on reader 
characteristics such as family in- 
come, education, occupation, prod- 
uct ownership, etc. 


No. 676. Same Neighborhood— 

Same Street. 

In this series of four reports, 
Science Illustrated presents in- 
formation on the income, educa- 
tion, occupation and product own- 
ership of its market, based on a 
nationwide “paired-sample” re- 
search by the Psychological Corp., 
with personal interviews of read- 
ers’ families and their neighbors. 


SOON TO BE PUBLISHED 


American Home will release, 
some time this summer, its Reader- 
Consumer Panel Report No. 21, 
covering a survey made among 2,- 
100 members of the magazine’s 
Reader-Consumer Panel. It will 
include data on present ownership 
of radios, phonographs and TV 
sets and future buying intentions; 
use of canned milk; measuring de- 


\ vices and proportions used in mak- 


ing coffee; preferences regarding 
kitchen ware; plans to buy fluo- 
rescent lighting, sliding doors, pa- 
per window shades and other home 
items. 

Science Illustrated plans an early 
release of “New Facts About Sci- 
ence Illustrated Readers,” data 
sheets compiled from the latest na- 
tionwide study of its subscriber 
group, compiled by McGraw-Hill 
Research. 

American Magazine will soon is- 
sue a new study of women’s shoes, 
giving data on type, color, price 
paid and brands purchased during 
1948, along with similar informa- 
tion on anticipated purchases for 
1949. Other questions covered in- 
clude shoe preferences and buying 


habits, care of the feet, and pur- 
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Send No Money! 

If you request any data for 
which a charge is made, DO 
NOT SEND MONEY to Ap- 
VERTISING AGE. The publisher 
of the material will bill you 
for it when he fills your re- 
quest. If no charge is men- 
tioned, the item is available 
free. 


chases of women’s slippers and 
children’s shoes. 

Collier’s has completed field 
work and now is preparing a new 
study on its male readers’ prefer- 
ences and buying habits in men’s 
suits and haberdashery. 

Woman’s Home Companion plans 
the early release of its latest in 
the series of biennial cosmetic sur- 
veys among readers. The new one 
covers 82 different products in ten 
principal categories; amount of 
use of each will be shown by age 
and income groups, and by work- 
ing and non-working women. Prin- 
cipal brands will be listed in each 
category, and comparisons will be 
made with the previous survey. 

Seventeen plans on August re- 
lease for its “Lingerie and Founda- 
tion Garment Survey” covering the 
August, 1948-January, 1949 period. 
The study provides data on the 
number of garments owned, brand, 
fabric, color and price for such 
items of merchandise as chemises, 
camisoles, slips, panties and gir- 
dles. 

“Selling the National Market” 
is a forthcoming survey by Curtis 
Publishing Co., which uses city 
market and market area maps to 
show where people buy and where 
able-to-buy families live. 

McCall’s intends to release soon 
a new report on the ownership of 
silverware, especially table silver, 
among its reader families. The 
study is based on a combination 
mail and newsstand insert ques- 
tionnaire, and will cover replies 
from 3,213 families. 

Redbook plans issuance later in 
1949 of a subscriber survey check- 
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ing on ownership of household 
pets, what they are fed and related 
data about the national pet mar- 
ket. 

Social significance of the use of 
wines, brandies, cordials and li- 
queurs, as well as distilled spirits, 
will be emphasized in a study of 
wine and liquor to be released soon 
by Atlantic Monthly. 

Atlantic Monthly also plans a 
market study’ of the book-buying 
habits of its audience, including 
the types of books, buyer’s source 
on information about books, and 
the effectiveness of book advertis- 
ing. 

In a third study to be released, 
Atlantic Monthly plans to measure 
the effect of current public rela- 
tions and institutional advertising 
campaigns on its segment of the 
reading public. 

The Lion Magazine plans to pub- 
lish a new brochure bringing up 
to date its figures on the income, 
occupation and size of town of its 
readers. It also is tabulating results 
of a questionnaire sent to Spanish- 
speaking Lions who receive El 
Leon, covering data on income, 
age, occupation, hobbies and rec- 
reation, home owners, number of 
cars, etc. 

Time-Life International plans to 
release in July a seven-country 
study of Life International readers, 
with data on economic levels, home 
ownership, education, foreign 
travel, influence on _ industrial 
buying, ownership and preference 
for U. S. makes of autos and ap- 
pliances, etc. It will cover Sweden, 
Norway, South Africa, India, The 
Philippines, Mexico and Cuba. 


Note: Most items listed here are 
available without charge, but not 
all. Those requesting material 
which bears a price will be billed 
at the stated price by the publish- 
ers. 


No. 1. Circulation Analysis. 


Wisconsin Agriculturist & Far- 
mer has published this analysis of 
its distribution by post offices in 
Wisconsin, making it possible to 
show dealers the number of sub- 
scribers within trading distance 
of their stores. The figures are 
listed by counties, and include the 
number of farms, county circula- 
tion, and number of subscribers 
for each post office in the county. 


No. 2. Breakfast Food Survey. 


This report of a survey among 
Iowa farm subscribers, published 
by Wallaces’ Farmer & Iowa 
Homestead, covers use of break- 
fast foods; family preference 
(ready-to-eat or cooked); brand 
preference; quantity purchased 
monthly; size of farnily, and dis- 
tance traveled to make grocery 
purchases. 


No. 3. Top Farms Have Most Ap- 
pliances, Motor Vehicles, Farm 
Machinery. 


Country Gentleman, in this re- 
port, summarizes data in a Cen- 
sus Bureau release, showing char- 
acteristics of farms classified by 
value of farm products. The analy- 
sis shows, for instance, that farms 
whose total value of products was 
$40,000 and over have nearly $10,- 
000 worth of machinery and im- 
plements apiece. At the other end, 
farms whose total value of pro- 
ducts amounted to less than $250 
averaged only about $165 worth 
of implements and machinery. 


No. 4. U.S. Gross Farm Income 
from Production, 1913-1947. 


Poultry Tribune has published 
a year-by-year table 1913-1947, 
showing figures from the Bureau 
of Agricultural Economics, U.S. 
Department of Agriculture, on 
gross farm income from livestock 
and livestock products, crops, 
government payments, rental 


value of dwellings, income from 
poultry and eggs and rank among 
all major income sources, with a 
chart illustrating the figures. Also 
available from the publication are 
numerous statistics on the poultry 
industry, and a state and regional 
table showing the comparative 
standing of this industry in rela- 
tion to the five other leading con- 
tributors to the gross farm income 
in each state. 


No. 5. Southern Planter Market 


Maps. 

Southern Planter’s maps, pub- 
lished in loose-leaf form for com- 
parative purposes, provide a pic- 
ture of income from tobacco; live- 
stock and livestock products, in- 
cluding poultry and dairy; per- 
centage of electrified farms, and 
farms having running water, pas- 
senger cars, trucks and tractors, 
by counties, in the publication’s 
territory. Other maps in the series 
show Southern Planter’s coverage 
and county-by-county coverage of 


Available Market Data — Farm 


To secure copies of data listed, use the handy coupons 


other farm publications. 


No. 6. 1949 Edition, The Western 
Canadian Rural Market. 


More than 73% of all homes in 
Manitoba, Saskatchewan and Al- 
berta are rural, The Country Guide 
points out in this new report on 
the western Canadian rural mar- 


ket. An analysis of this market and 
its importance and buying power 
includes statistics on population; 
households; number, size, value; 
etc. of farms; value of crops; cash 
income by provinces and months; 
machinery sales, and farm electri- 
fication. The study includes a sec- 
tion on retail stores, wholesaler, 


Puget Sound Circle 
is one of America’s 


THINK “wice 
ABOUT TACOMA 


FIRST: The Tacoma-Seattle retail trad- 
ing zones—the" Puget Sound Circle” 
—account for 55% of Washington 
State's total business volume. You 
must have /w// impact in this market 
—and you get that impact on/y when 
Tacoma, too, is effectively covered. 


SECOND: Effective Tacoma cover- 
age can’t be had with outside news- 
papers. Facts prove: in Tacoma, the 
News-Tribune a/one can do the job. 


- 
yet 


Write for latest 


circulation and coverage 
figures—or See Sawyer, 


Ferguson, Walker Co. 


on the 
Air too 


KTNT 
FM 


| = A the 06! 


Yes—finish the job on Puget Sound! 


And that means...when you buy Seattle, 
buy Tacoma, too. Then, and only then, do 
you get full effective coverage of the entire 
“Puget Sound Circle’—where 55% of 


Washington State’s total business is done! 


- TACOMA 


News Tribune 


Represented Nationally by 


The Sawyer, Ferguson, Walker Company; New York, 
Detroit, Atlanta, Chicago, Los Angeles, San Francisco 
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Available Market Data— Farm 
To secure copies of data listed, use the handy coupons 


dealer and consumer data, and 
business conditions and the out- 
look for western Canada. 


No. 7. A Continuing Study of Farm 

Buying Habits. 

This is No. 6 in The Country 
Guide’s continuing study of farm 
buying habits, based on reports 
from rural bankers and dealers 
and representative farmers in 
Manitoba and Saskatchewan. Also 
available from The Country Guide 
are data sheets on agricultural 


production, livestock, farm income, 
etc., and “Progress Bulletins,” 
which are issued from time to 
time. 


No. 8. The Rural South Is Wired 
for Sales. 


Progressive Farmer has pub- 
lished this study of rural electri- 
fication in the South, showing 
gains during the past ten years 
in the number of electrified 
farms, cash income and retail 
sales. The booklet indicates the 


market for electrical appliances 
and equipment, and plumbing fix- 
tures, state by state, in the next 
five years. 


No. 9. How Big Is the Farm Mar- 
ket? 
This is a reprint of an article 
published in Electrical Merchan- 
dising, January, 1949, giving po- 
tential markets for farm electrical 
appliances and equipment in the 
next ten years. It has been issued 
by Farm Journal and is available 
at 10¢ a copy. 


No. 10. Livestock and Crop Pro- 
duction in Prairie Farmer Land. 


Send in this 
Coupon —= 
Today 


/ RADIO DAILY 


One Year Subscription 
(260 Issues) $10.00 


Mail Coupon to 1501 Broadway, N. Y. C. 


r 
| 


Send me the 1949 RADIO ANNUAL and the next 
260 issues of Radio Daily (full year’s subscription). 


U. S. and Canada, $10 per year. Foreign, $15 per 
year. California Special Service Subscription $15 
per year. 
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Prairie Farmer has published a 
series of booklets covering poultry, 
hog, milk cow and all cattle pro- 
duction; number of tractors, and 
hay, oats, soybean and wheat acre- 
age in Illinois, Indiana, 40 counties 
of Wisconsin and 15 counties in 
Michigan, designated as Prairie 
Farmer Land. 


No. 11. Southern Agriports. 


The research division of South- 
ern Agriculturist has prepared 
state by state reports on livestock, 
chickens and turkeys and eggs, 
and farm cash income, based on 
reports from the Bureau of Agri- 
cultural Economics, Department 
of Agriculture. 


No. 12. Livestock Farm Market. 


Breeder’s Gazette has issued a 
file folder, which is intended to 
hold future data sheets dealing 
with seasonal and other informa- 
tion on the needs, buying habits 
and purchasing power of stock 
farm families. 


No. 13. Canned Meat Survey. 


Use, purchase, kinds, brands and 
quantity of canned meats pur- 
chased are the questions answered 
in this mail survey of Wisconsin 
farm families, published by Wis- 
consin Agriculturist & Farmer. 


No. 14. Canned Meat Survey. 


Wallaces’ Farmer & Iowa Home- 
stead’s mail survey among Iowa 
farm families reports purchase of 
canned meats, kinds, brands and 
quantity purchased. 


No. 16. The New York State Farm 
Market. 


Number and size of farms, farm 
products sold (value, including 
milk, poultry, fruit, vegetable, 
livestock and horticultural, and 
number of farms), dairy farms 
(number of farms and value of 
products sold) are reported in this 
booklet, published by Dairymen’s 
League News. 


No. 17. Crop and Insect Spraying 
Survey. 


The market for power sprayers 
and chemicals is indicated in this 
report of a mail survey conducted 
by Wallaces’ Farmer & Iowa 
Homestead among its Iowa farm 
subscribers. Ownership of power 
sprayers, plans for purchase, what 
chemicals farmers use and for 
what specific purposes, what crops 
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and how many acres farmers 
plan to spray in 1949 are some of 
the questions answered in detail. 


No. 15. Baking Powder Survey. 
_Brands purchased, size of ca: 

used and quantity used in a yea, 
size of family, type of store wher: 
purchases are made, and distance 
traveled to buy groceries are 
shown in this report, published by 
Wallaces’ Farmer & Iowa Home- 
stead, covering Iowa farm sub- 
scribers. 


No. 18. Firearms and Ammunitio; 
—Use and Brand Preference 
This Capper’s Farmer repor 

tabulates family ownership, plan: 

to buy, seasons in which firearm: 

are used and many other details o/ 

its farm subscribers’ use of rifles, 

shotguns and ammunition. Preda- 
tory pests make hunting an all- 
year necessity, the report points 

out, with 2,369 guns per 1,000 

households, and the annual ammu- 

nition bill approximating $16,000, - 

000. 


No. 19. 1949 Buying Requirements 
of Minnesota Farm Families. 
In this report, published by The 
Farmer, Mr. and Mrs. Farmer, re- 
sidents of Minnesota, answer ques- 
tions about their plans for build- 
ing and equipment purchases. Mr. 
Farmer reports on dairy and other 
buildings, general and field equip- 
ment; Mrs. Farmer reports on the 
house, home furnishings and ap- 
pliances, and poultry house. 


No. 20. 1949 Buying Requirements 

of Dakota Farm Families. 

Requirements and intentions to 
buy among Dakota farm families 
are reported in this folder, issued 
by The Farmer, which covers the 
same ground as the Minnesota 
study No. 19. 


No. 21. Buying Requirements of 
Wisconsin Farm Families. 
Wisconsin Agriculturist & Far- 
mer has published this report of 
requirements and intentions to buy 
among Wisconsin farmers and 
their wives. The material, as in 
the two preceding reports, covers 
farm buildings and equipment, and 
the house, home furnishings and 
appliances and poultry house. 


No. 22. An Abstract of “An Eco- 
nomic Revolution in Agricul- 
ture.” 


The interdependence of Amer- 


newspaper. 

Remember, your dollar in the 
Courier-Express buys greater impact- 
on the families with more money to 
BUY your products. 


ee fc. Be Es X ¥z 


at Buffalo’s Food Buyers 
.--Use the Courier-Express 


“Food News”...7 days a week with 10 times the editorial space formerly 
devoted to food and food preparation... 
the Courier-Express is the favorite paper of Buffalo housewives. And it’s 
also one of the many reasons why food advertisers have increased their 
linage 118% during the last 10 years in Buffalo’s morning and Sunday 
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an business, industry and agri- 
ture is the gist of this report by 

oyd E. Partain, manager of the 
ymmercial research division, Cur- 
s Publishing Co., and published 
y Country Gentleman. The ten- 
age report deals with production, 
farm economy (with which is a 
‘yalance sheet of agriculture,” 
<1owing assets and liabilities in 
¢ tail), and farm living standards, 
v hich discusses the farmer as a 
c istomer, population trends, where 
frm people buy, etc. 


No, 23. Land of the Buying Far- 
mer. 


The Pacific Grange Farm Group 
has published this folder, which 
tabulates regional figures on dol- 
lar income per farm, showing the 
high standing of the Pacific states, 
the market covered by this one 
space order, one set of plates, one 
check group of publications. The 
folder also outlines the group’s 
merchandising program. 


No. 24. Flour and Prepared Baking 
Mixtures Survey. 


This report on a mail survey 
among Iowa farm subscribers of 
Wallaces’ Farmer & Iowa Home- 
stead covers brands in use, favor- 
ite brands, frequency and quantity 
of purchases and other questions 
about flour and prepared baking 
mixtures. 


No. 25. The Sure-Crop Area. 


Western Farm Life has pub- 
lished this illustrated folder, which 
contains data on production and 
value in its market area—Colorado, 
Wyoming, Utah, New Mexico, 
Southeast Idaho, southern Mon- 
tana and western Nebraska. The 
average income of “sure-crop 
area” farmers is 73% above the 
national average income, the folder 
reports. 


No. 26. New England Agricultural 
Data. 


Farm income, dairying, crop 
production, figures on ownership 
of trucks, tractors and value of 
farm implements are reported in 
this state-by-state analysis of New 
England farming, published by 
New England Homestead. It in- 
cludes Department of Agriculture 
figures on livestock and poultry; 
number of milk cows and milk 
production; census figures on ex- 
penditures for feed; number of 
electrified farms, and many other 
details. 


No. 27. Thank You, Mr. Census 
Taker. 


Separate folders tucked into a 
pocket of this Successful Farming 
brochure provide an analysis of 
the publication’s subscribers—their 
farms, their homes, their farm pro- 
duction, and families. The studies 
are based on the 1945 Census of 
Avriculture, U. S. Census Bureau, 
and the 1945 Quarterly Survey of 
Avriculture, Bureau of Agricultur- 
a! Economics. 


No. 28. Laundry Equipment and 
Cleaning Supplies. 


Jse and characteristics of laun- 
diy equipment owned by Capper’s 
Fi. rmer families are reported in 
th s study, which includes data on 
e! ctrification, water supply, water 
he iting equipment, and brands of 
Sc ps, cleaners and laundry sup- 
lis used in subscribers’ homes. 


N . 29. New Jersey Farm & Garden 
Market Data. 


» Vew Jersey Farm & Garden has 
Pp blished a series of data sheets, 
ich contain facts and figures on 
‘ New Jersey farm market, in- 
ding population; number of 
ckens on New Jersey farms; 
mber of cows on farms in New 
rsey and nearby states; number 
‘ dairy herds; farm expenditures 
’ feed, and value of agricultural 

b oducts in the state. 


No. 30. Take a Look At the $3 
Billion Poultry Industry. 


American Poultry Journal has 
published this 20-page booklet, 
which contains basic information 
on the poultry industry. 


No. 31. The Pennsylvania Farm 
Market. 


Farm income and buying power; 
population, facilities and equip- 
ment; feeds, livestock and live- 
stock products, and fertilizer and 
crops are all reported in this study, 
published by Pennsylvania Farm- 
er. County maps, graphs and tables 
illustrate the material. 


No. 32. The Michigan Farm Mar- 
ket. 


Michigan’s leading field and 


fruit crops, livestock items and 
sources of cash receipts opens this 
market study, issued by Michigan 
Farmer. County maps, graphs and 
tables show the state’s standing 
in value of fruit, field crops and 
livestock, number of electrified 
farms, use of appliances and equip- 
ment, and buying power of Michi- 
gan farm families. 


No. 33. The Ohio Farm Market. 
Ohio leads all other states in 
per cent of farms with electricity, 
reports this market study, issued 
by Ohio Farmer. County tables, 
maps and graphs cover population, 
farm income, ownership of farm 
machinery and household ap- 
pliances, crop and livestock pro- 
duction and value, and many other 
details on the Ohio farm market. 


‘Available Market Data— Farm 


\To secure copies of data listed, use the handy coupons 


No. 34. The Farm Market—Some 
Basic Trends and Changes. 


In this comprehensive estudy, J. 
Walter Thompson Co. reports on 
the complex farm market, includ- 
ing: Population, types of farms, 
crops and diversification; mechan- 
ization and electrification; income 
and purchasing power, including 
agriculture’s home market and ex- 
ports; and the twin market for 
industrial and consumer goods. 
Detailed supporting statistics are 
included. 


No. 35. Electrical Appliances on 


Farms. 


The use of a wide variety of 
electrical appliances on farms is 
reported in this study, which is 
based on a survey made by the 
Bureau of Agricultural Economics, 
Department of Agriculture, and 
published by Country Gentleman. 
Included is a table of state and 
regional estimates of per cent of 
farms having specified electrical 
equipment. 


No. 36. The Cream of the Farm 
Market. 


This brochure gives data on the 
results of a study of a sample 


CP You cant cover California's Bonanza Beeline 
without on-the-spot radio 


Missing out on a market is no joke, either. Especially 
if it’s a market the size of Bonanza Beeline— 
where buying power amounts up to 3% Billion... 
and annual retail sales virtually equal Detroit’s.f 


But you do miss out on the Beeline if you rely 
on outside radio. Because Beeline people live in 
inland California and western Nevada—remote 
from coastal influence. Naturally they find their 
favorite listening on their own local stations. 

Yes, to cover the Beeline you need on-the-spot 
radio. You need the five BEELINE stations. By using 
all five, you blanket the whole market. By using 
individual stations, you get top local coverage. 
Because each BEELINE station is a strong local 
favorite . . . located right in a major Beeline city. 


+Sales Management's 1948 Gopyrighted Survey 


MCCLATCHY BROADCASTING COMPANY 


PAUL H. RAYMER CO., National Representative 


KFBK 


Sacramento (ABC) 
50.000 watts 1530 kc. 


SACRAMENTO, CALIFORNIA @ 


its impossible ™ 


KOH KERN KWG 
Reno (NBC) Bakersfield (CBS) Stockton (ABC) 
1000 watts 630 ke. 1000 watts 1410 ke. 250 watts 1230 kc. 


pen? 


Wit 


KMJ 
Fresno (NBC) 
5000 watts 580 ke, 
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TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 
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ings and Equipment. 


The ownership and buying plans 
for home appliances, furnishings 


group of Hoard’s Dairyman sub- 
scribers and their nearest neighbor 
farmers. Tabulations on which the 


U. S. Bureau of the Census. 


study is based were made by " 
No. 37. Home Appliances, Furnish- 


Che Scranton Cimes 


COMES THROUGH AGAIN WITH ANOTHER YEAR OF 


OUTSTANDING LINAGE LEADERSHIP IN 1948 


In Local Retail Display, THE TIMES Led the 2nd Paper in... 


acd paboreleiteimiceconcenameresacehaagee IV to | 
Ts inks eRe ceeasiee bate ad bavennn clshactinnaiet 2 to | 
le eee eadinknsenenoun seecenscennsubenisnt 3 to | 
Electrical Appliances and Supplies... _-_.-_.---------------------- over 3 to | 
Ne es ey oe eeepc ute éeevas secens coe stil over 2 to | 
Nee nT Edd cea Wei ehuhb anes ecw nh waeeeu anaes nearly 2 to | 
Tee ads incense dahabeetekenndedes-cusewensmal 3 to | 
Jewelry _...._-- Sk id ll a eeerk need nearly 5 to | 
tO ee aes tia kee eebeddvendceat nes ese welenmel 14 to | 
ie edie eee hn. ccencedaen cn kieywneceks ee nearly 2 to | 
do os cc con wees <sasbeeswestseanminaeen 5 to | 


TOTAL RETAIL DISPLAY LINAGE { sD bArGn EaPRaT 


In General Display, THE TIMES Led the 2nd Paper in... 


id EE Minn om cperctcacahenhoscentetseneieeure 5 to | 
Housing Equipment and Supplies... ____......__------------------ over 3 to | 
Ce eee wotne ines ddbbudas euneceneinanantl over 3 to | 
Ee ii teeny otilenddckiinesbaronwedibagindnink eal over 7 to | 
Aiken's [a rE, da nankaceeiitiniied apnaiwesnmpasiene 3 to | 
Toilet Requisites ___---- aeeus Wbessenecionsnbadeneauneocssenteeln 8 to | 
ee Sil iia, cnn dumchusqunbntiearenidauateseuutedeats 3 to | 
A ho an Cn iekdndessnbnenindcosdbnesdageubiptedh 9 to | 
a. ie ee ee 2 to | 


TOTAL GENERAL DISPLAY LINAGE { yp juives (882258 


Total Advertising Linage for the Year 1948 12,569,3 56 


ier hile nisin 
Che Scranton Cimes 


SCRANTON, PENNA. 


George A. McDevitt Company, National Representatives 
NEW YORK * CHICAGO «+ PHILADELPHIA + DETROIT + CLEVELAND 


and equipment are reported in 
this survey made among Success- 
ful Farming subscribers. 


No. 38. Concentrated Farm Buying 
Power. 


Successful Farming has pre- 
pared this analysis of markets by 
counties based on the number of 
high income farms per 100 square 
miles to evaluate counties fairly 
despite their differences in size. 
Data sheets in the booklet show 
the number of high income farms 
and all farms; dwellings using 
electricity and telephones; valua- 
tion of land, buildings and im- 
plements and machinery, and 
number of automotive units. 


No. 40. Soap and Detergent Survey. 
Monthly purchases of soaps and 
detergents, and brands used, on 
Iowa farms are shown in this mail 
survey conducted by Wallaces’ 
Farmer & Iowa Homestead. 


No. 41. 1949 Buying Requirements. 


In this survey of Colorado 
ranchers and farmers, Colorado 
Rancher & Farmer lists, in per- 
centages, the plans which these 
families have for purchases of 
farm buildings and equipment and 
for their homes and home furnish- 
ings. 


No. 42. Sales Facts About Iowa. 


Data on Iowa’s farm market, by 
counties, is included in this folder 
issued by the Iowa Farm and 
Home Register. 


No. 43. Poultry and Livestock 

Feeding in Iowa. 

In this study, prepared by Iowa 
Farm and Home Register, are 
shown the methods Iowa farmers 
use in feeding livestock and 
poultry, their attitudes about the 
use of nationally-advertised form- 
ula feeds, the retail outlets they 
prefer, and their views on bal- 
anced ration feeding. 


No. 44. How to Sell the Iowa Farm 
Market. 


Information on the production 
and income of the average Iowa 
farmer is included in this bro- 
chure, released by Iowa Farm and 
Home Register. 


No. 45. Agricultural Reference 
Book. 


In this booklet, Western Farm 
Life presents figures on the acre- 
age, production and farm value of 
crops, livestock and livestock pro- 
ducts, and poultry products for the 
“Sure-Crop Area” comprised of 
Colorado, Wyoming, Utah, south- 
eastern Idaho, southern Montana, 
western Nebraska and New 
Mexico. 
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No. 47. Household Appliance Pur- 
chase Plans. 


In this report, Western Farm 
Life details the number and per 
centage of subscribers who ple, 
to purchase various household a; - 
pliances, and the types and branx ; 
preferred. 


No. 48. Pacific Northwest Farmer; 
Important to the Sales Pictur: . 


Annual cash receipts from crops 
and livestock, production figure:, 
ownership of equipment and est - 
mated demand for electrical equip - 
ment by farmers of Washington, 
Idaho and Oregon are shown in 
this booklet, prepared by the Pa- 
cific Northwest Farm Trio. 


No. 49. What’s Being Bought in 
1948. 

The purchasing plans for the 
farms and farm households of 
Washington, Idaho and Oregon are 
detailed in this consumer survey, 
the 25th annual study of this three- 
state farm market by the Pacific 
Northwest Farm Trio. 


No. 50. Agricultural Charts. 

The established and potential 
wealth and productivity of exist- 
ing farms and acreage to be de- 
veloped in rural areas of Washing- 


RAPID CITY 


SOUTH 
% DAKOTA Satie 
BLACK 
HILLS 
and WEST RIVER 


Market Includes 

ONE-SEVENTH 
Of State's Population 

Write for Market Data 


Home of Rapid City 
AIR FORCE BASE 
“World's Largest Hangar" 
Serving B-36s 


ONE MILLION TOURISTS 
SPEND $15,000,000 


* . 
Retail Sales 


$56,000,000 


» RAPID CITY * 
DAILY JOURNAL 


CIRCULATION 19,250 | 


Wrap Up Your Share of 
The Rich South Dakota Market! 


Cash Income Per South 
Dakota Farm for 1948 


$9,500.00 


The Aberdeen American-News 
covers the northern half of 
South Dakota. No other daily 
newspaper covers this rich, re- 
sponsive farm area. 


ABERDEEN AMERICAN-NEWS 


Aberdeen, South Dakota 
Nationally represented by - Ridder-Johns, Inc. 
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ton, Idaho and Oregon are de- 
p cted in this set of charts, issued 
by the Pacific Northwest Farm 
Trio. 


lo. 51. Dairying, a $301,853,000 In- 
dustry in Oklahoma and Texas. 


A study of bank deposits, mort- 
g.ge debt reduction and rural 
e ectrification in Oklahoma and 
Texas, as well as cash farm in- 
come, is included in this report by 
The Farmer-Stockman. 


No. 53. Dakota Market Data. 

Erwin, Wasey & Co. of Minnesota 
has prepared a brochure containing 
a breakdown of the agricultural 
wealth of North and. South Da- 
kota, showing average farm in- 
come, and rank and position of 
the Dakotas compared to other 
areas of the U.S. It estimates crop 
and livestock inventory and value 
for 1948. 


No. 54. The Rural South Is Wired 
for Sales. 

Electricity now serves 4,261,745 
U.S. farms, and 42.5% of these 
are in the 14 Southern states, says 
this brochure, published by Pro- 
gressive Farmer. Details of this 
market—figures on cash income, 
retail sales and what farmers will 
spend for equipment, appliances 
and plumbing—are shown. 


No. 55. Farm Income Data Sheets. 


Progressive Farmer has pub- 
lished a series of data sheets, cov- 
ering figures on financial status of 
farmers in the 14 southern states; 
1948 cash farm income; annual 
average time and demand deposits 
in country banks; U.S. savings 
bonds owned; a breakdown of far- 
mers’ 1948 income dollar, etc. 


No. 57. Baking Methods-Ingredi- 
ents-Brands. 

This study of Kansas Farmer 
and Missouri Ruralist families 
gives information about baking 
methods used in these homes. It 
covers types and brands of bak- 
ing ingredients used and the in- 
tervals at which various foods 
were baked. Published by Capper 
Publications. 


No. 58. Farm Butchering and Meat 
Preservation. 

Capper’s Farmer, in this study, 
reports on farm butchering and 
meat curing practices of the pub- 
lication’s subscribers. Included is 
information on use of locker plants 
and farm freezers for preservation 
of meat by farm families. 


No. 59. The Major Market for Farm 
Tractors, 1949. 


Capper’s Farmer has completed 
this report on the ownership of 
tractors by subscribers; the num- 
ber of tractors on farms; the make, 
year manufactured and type of 
each tractor. 


No. 60. Farm Operating, Construc- 
tion, Equipment and Other 
Farm Data. 


Capper’s Farmer has completed 
21 new studies in its continuing 
se ies of four-page, file-size fold- 
ers, making a total of 76 folders on 
fam market data. The new studies 
co er new farm construction; num- 
bes of tractors; cattle and calves; 
mk cows; chickens; hogs and pigs; 
he-ses and mules; acres of corn 
haevested for all purposes; acres 
of hybrid corn planted; corn 
St'red; hay cut; wheat and oats 
th eshed; soybeans; small grain 
St red on farms; farms on power 
lies, and farm cash income—all 
broken down by standard geo- 
£: phic divisions. 


N. 61. Iowa Product Survey. 


owa Bureau Farmer has pub- 
li ned the results of a survey of 
S\ dseribers, showing ownership 
& 1 brand preferences of heating 
& 1ipment; household appliances 


(gas and electric); stoves; trucks 
and tractors, and other farm equip- 
ment. 


No. 62. Southwestern Crop and 
Stock Market Data. 
Southwestern Crop and Stock 
has published a four-page folder, 
reporting number of farms and 
ranches, buying income, crops, 
livestock, electrified rural homes 
and many other market details. 


No. 63. Counties of the United 


States Classified by Farm In- 
come Quality Groups. 

A series of maps and charts, 
based on the 1945 Census of Agri- 
culture, defining the farm market 
by counties. The maps show the 
counties in which over 90% of all 
farms have income of $3,000 or 
more; those with 80-89% in this 
category; 70-79%; 60-69%; 50- 
59%; 40-49%; 30-39%. Also in- 
cludes data on automotive units 
per 1,000 farms. Published by Cap- 
per Publications, Inc. 


Available Market Data — Farm 


To secure copies of data listed, use the handy coupons 


No. 64. Combining Farm Magazines 
for Most Effective Coverage. 


This Capper’s Farmer folder con- 
tains tables and charts analyzing 
farm coverage by magazines singly 
and in combination, but also shows 
which sections of the country con- 
tain the most “farm income quality 
counties,” where high income 


farms are found in significant 
numbers. 


No. 65. How Many Sell What? 

A four-page folder published by 
Farm Equipment Retailing show- 
ing the results of a national survey 
revealing the percentage of farm 
equipment retailers who sell 21 
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=ADVERTISE YOUR FOOD PRODUCTS | 
INTHE SOUTH DAKOTA DAILIES | 


Dakota Market with Locally Edited, Locally Managed SDailies! 


To boost your brands to the top of South 
Dakota’s shopping list, advertise in the 

Dailies, the local, super-sales- 
men for your food products. Alert, brand- 
conscious South Dakota housewives 
thoroughly study their South Dakota Dailies 


South Dakota 


for the best brand buys! 


DS 


The SDailies reac 


ae 


Dakota families buy 


Markets Are People 
and People Have Pre- 
ferences. In South 
Dakota Housewives 


Prefer and Buy Pro- 
ducts Advertised in 


Their Local South 
Dakota Dailies! 


SERVOIR 


nine out of ten South 
Dakota families—both rural and urban .. . 
ninety percent of the consumer population 
whose high standard of living is reflected in 
quantity purchases of quality products at 
their local stores. South 


brands they recognize and re- 
member . . . the brands recom- 


WRITE FOR COM- 
PLETE FACTS ON 
TAPPING THE RE- 


ING POWER IN RICH 
SOUTH DAKOTA 


mended regularly through their local daily paper. 
Display your products in the South Dakota 
Dailies—show windows that sell the shopper coffee 
and canned goods. . . shortening and soap... salt 
and cereal . . . flour and beverages— 

products South Dakotans buy in quantity. 


the food 


Place your sales promotion in the South Dako- 


tans buyer’s 


the 


brands in the South 


uide—the locally edited, locally 
managed South Dakota Dailies. Give your adver- 
tising the extra local punch that pays off in extra 
local sales. Tie in your sales campaign with South 
Dakota Dailies where local merchants tie in with 
your advertising in the media they respect and 
rely upon. Get your share of this great South 
Dakota market—a market not influenced by any 
metropolitan out-of-state daily. Boost your 


Dakota Dailies—the one 


practical channel to the rich, responsive South 


Dakota market! 


\ SS 
\ 
\ \ 
\ 


OF BUY- 


natural resources . 
highway system that 


Commission .. . 


stantly being improved and ex- 
panded by the State Highway 
planned rec- 
reation facilities supervised 
by the Department of 
Game, Fish and Parks. 
Investigate now the 
fine locations and ex- 
tra advantages of 
hustling, 

able South 
Dakota! 


Comprise Six Locally Managed and 
Locally Edited Newspapers Serving the 
Six Primary Markets of South Dakota. 
Both Rural and Urban. 


LOOK INTO OPPORTUNITY LAND 


South Dakota measures up for alert manufacturers, dis- 
tributors and new businesses searching for sites that will 
aid their rapid growth. South Dakota offers abundant 
. . friendly American labor. . . 
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Available Market Data — Local 


To secure copies of data listed, use the handy coupons 


types of allied lines, from air com- 
pressors to washing machines and 
water systems. Broken down also 
by states. 


No. 66. It’s Easy to Sell the Moun- 
tain States Golden Ranch Mar- 
ket. 


The Record Stockman has pub- 
lished this report on its average 
subscriber—acres he controls, cat- 
tle and sheep he owns, number of 
acres he farms, number of people 
he employs, his plans for building 
or remodeling, and ownership and 
planned purchases of equipment. 


SOON TO BE PUBLISHED 


A New and Better Guide to 
America’s Multi-Billion Dollar 
Farm Market is the title of a study 
of farm family retail buying power 
for 1948, compiled by Dr. Robert 


J. McFall, and now in preparation 
for publication by Farm Journal. 

Women of Ranchland, a bro- 
chure to be issued jointly by The 
Cattleman and Western Live Stock 
about July 1, will report on the 
active part played by women in 
operation of western ranches, and 
their interest in livestock publica- 
tions. Also, it will show who does 
the buying of household appli- 
ances and furnishings on western 
ranches. 

About July 15, The Cattleman 
and Western Live Stock will re- 
lease Automotive Equipment in 
Ranchland, a brochure containing 
statistics on motorized equipment 
—passenger cars, trucks and trac- 
tors—now in operation on western 
ranches. 

Farm Journal plans to issue 
three separate surveys showing 


consumer purchases in urban, 


small town and rural areas, as 
well as in the U.S. as a whole. 
These will include “Paint and 
Varnish Consumer Purchases,’’ 
“Toilet Goods Consumer Pur- 
chases,” and “Drugs, Medicines 
and Medical Supplies—Consumer 
Purchases.” 

The Pacific Northwest Farm 
Trio plans to issue the 26th in its 
series of consecutive annual stud- 
ies of the Washington, Idaho and 
Oregon farm market, “What’s Be- 
ing Bought in 1949,” in late June 
or early July. 

American Fruit Grower will 
soon have ready a study called 
A Comparison of Farm Markets, 
an analysis based on Department 
of Commerce studies, U. S. Census 
and Department of Agriculture 
figures and its own reference de- 
partment statistics. Scheduled for 
publication in June. 


Use The Coupons 
in Requesting Data 


. 


3 Big Reasons 
3 Big Reasons 


Wh Y ¢ 1. Readers Prefer the Times 


2. 


25% More ABC 


circulation than any other evening 
nemtodper 


1 Publ he ent. 6 month 


endin 


Maret 32, ee 


a int the t tri- -state ¢ area, 


REGIONAL AND 
LOCAL MARKETS. 


Note: Most items listed here are 
available without charge, but not 
all. Those requesting material 
which bears a price will be billed 
at the stated price by the publish- 
ers. 


ROUTE LISTS 


Route lists of grocers, drug 
stores, retail liquor stores and 
other retail outlets are commonly 
available from most newspapers 
and a number of radio stations and 
other local media. For convenience, 
all route lists which have been 
reported to ADVERTISING AGE as 
available for distribution are listed 
together here. Each is identified 
by its own number. The type of 
list, territory covered and name of 
publisher are given. Note that some 
route lists are charged for, and 
those requesting them will be 
billed by the publishers. 

No. 850. Grocery list, Johns- 
town, Pa. Published by Johnstown 
Tribune and Democrat. 

No. 851. Drug list, Johnstown, 
Pa. Published by Johnstown Trib- 
une and Democrat. 

No. 852. Grocery list, greater 
Louisville, Ky., 50¢ a copy. Pub- 
lished by Courier-Journal and 
Louisville. Times. 

No. 853. Drug list, greater Louis- 
ville, 25¢ a copy. Published by 
Courier-Journal and Louisville 
Times. 

No. 854. Liquor, wine and beer 
list, Schenectady, N. Y. Published 
by Schenectady Union-Star. 

No. 855. Grocery list, Cincinnati, 
O. Published by Cincinnati Post. 

No. 856. Grocery list, Sioux City, 
Ia. Published by Sioux City Jour- 


nal-Tribune. : 

No. 857. Grocery list, Lon, 
Beach, Cal. Published by Lon, 
Beach Press-Telegram. 

No. 858. Beer list, Memph). 
Tenn. Published by Commerci | 
Appeal and Memphis Press-Scim 
tar. 

No. 859. Food distributors an 
manufacturers’ representatives lis 
Philadelphia. Published by Phila 
delphia Bulletin. 

No. 860. Grocery list, Philade| - 
phia. Published by Philadelphi: 
Bulletin. 

No. 861. Drug list, Philadelphi«. 
Published by Philadelphia Bulleti:.. 

No. 862. Liquor list, Monroe, 
West Monroe, La. Published by 
Monroe News-Star-World. 

No. 863. Grocery list, Monroe, 
West Monroe, La. Published by 
Monroe News-Star-World. 

No. 864. Drug list, Monroe, 
West Monroe, La. Published by 
Monroe News-Star-World. 

No. 865. Grocery list, Albany, 
N. Y. Published by Knickerbocker 
News. 

No. 866. Drug list, Albany, N. Y. 
Published by Knickerbocker News. 

No. 867. Grocery list, Milwau- 
kee, Wis., $5 a copy. Published by 
Milwaukee Sentinel. 

No. 868. Drug list, Milwaukee 
County, $1 a copy. Published by 
Milwaukee Sentinel. 

No. 869. Liquor list, Cincinnati 
and Hamilton County, and a sup- 
plementary list of Hamilton and 
Middletown, O. Published by Cin- 
cinnati Enquirer. 

No. 870. Drug list, greater Cin- 
cinnati. Published by Cincinnati 
Enquirer. 

No. 871. Grocery list, greater 
Cincinnati. Published by Cincin- 
nati Enquirer. 

No. 872. Permit holders, C-1 


and C-2, Hamilton County, O. Pub- 


@ Representative spots... 


such as Dayton and Canton... 
minds. 


program ... new product . 


.. with actual over-the-counter 


test cities. 


DIXIE TERMINAL + 


. new advertising . . 


Omaha to Syracuse... 


pre-tested for your test 


@ Important national grocery and drug advertiser: 
have already pre-tested for your market pre-te:! 
these dozen Burgoyne test cities. 

Cedar Rapids .. . 


contained markets like South Bend . . . busy industrial centers 


Rockford . . 


. sell- 


provides accurate lens for mark *t 


@ Have Burgoyne measure the probable success of your new sal 


. hew promotic 1 
sales. 


@ Sell your Management on a future national program. Capitali ¢ 
the actual sales Burgoyne has clocked in one or more of the © 


The cost is reasonable. 


@ Write for the Burgoyne Facts Folder. 
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shed by Cincinnati Enquirer. 


No. 873. Grocery and meat mar- 
-et list, Huntington, W. Va. Pub- 
ished by Huntington Herald-Dis- 
natch and Advertiser. 


No. 874. Drug list, Huntington, 
Vv. Va. Published by Huntington 
Herald-Dispatch and Advertiser. 


No. 875. Grocery list, St. Paul, 
Minn. Published by St. Paul Dis- 
patch and Pioneer Press. Gratis to 
advertisers; 25¢ a copy to others. 


No. 876. Grocery, drug and de- 
partment store list, Moline, Rock 
Island, East Moline, Davenport 
and the Illinois Trading Territory. 
Published by Rock Island Argus 
and Moline Dispatch. 


No. 877. Grocery list, Sioux 
Falls, S. D. Published by Sioux 
Falls Daily Argus-Leader. 


No. 878. Drug list, Sioux Falls, 
S. D. Published by Daily Argus- 
Leader. 


No. 879. Liquor list, Sioux Falls, 
S. D. Published by Daily Argus- 
Leader. 


No. 880. Grocery list, Green Bay, 
Wis. Published by Green Bay 
Press-Gazette. 


No. 881. Grocery and meat list, 
Grand Rapids, Mich. Published by 
Grand Rapids Press. 


No. 882. Drug list, Grand Rap- 
ids, Mich. Published by Grand 
Rapids Press. 


No. 883. Drug list and map, 
Camden and South Jersey. Free 
to agencies and Courier-Post ad- 
vertisers, $10 to others. Published 
by Camden Courier-Post. 


No. 884. Grocery list and map, 
Camden and South Jersey. Free 
to agencies and Courier-Post ad- 
vertisers, $10 to others. Published 
by Camden Courier-Post. 


No. 885. Grocery list and map, 
Washington, D. C., $10 a copy. 
Published by Washington Tines- 
Herald. 


No. 886. Grocery list, Knoxville, 
Tenn. Published by Knoxville 
News-Sentinel. 


No. 887. Grocery list, Oklahoma 
City. Free to bona fide advertisers, 
$5 to others. Published by Daily 
Oklahoman and Oklahoma City 
Times. 


No. 888. Drug list, Oklahoma 
City. Published by Daily Oklaho- 
man and Oklahoma City Times. 


No. 889. Grocery and drug list, 
Montgomery, Ala. Published by 
Montgomery Advertiser and 
Journal. 


No. 890. Beer outlets, Grand 
Rapids. Published by Grand Rapids 
F ress. 


No. 891. Grocery list, Battle 
Creek, Mich. Published by Battle 
Creek Enquirer and News. 


No. 892. Grocery, drug and beer 
permit holders, Cedar Rapids, Ia. 
Fublished by Cedar Rapids Ga- 
tte. 


No. 893. Grocery list, Waterloo, 
!,. Published by Waterloo Daily 
( ourier. 


No. 894. Grocery, drug and de- 
irtment stores, Davenport, Ia., 
‘oline-Rock Island-East Moline, 
|. trading area. Published by 
avenport Times and Democrat, 


No. 895. Grocery list, greater 
ansas City, comprising Kansas 
ity, Mo., Kansas City, Kan., In- 
ependence, Mo., and North Kan- 
is City, Mo. Published by Kan- 
is City Star. 


No. 896. Grocery list, Minnesota. 
‘ublished by Minneapolis Star and 
‘ribune. 


No. 897. Drug list, Minneapolis, 
Minn. Published by Minneapolis 
Star and Tribune. 


No. 898. Liquor stores, taverns, 
clubs and drug stores retailing 
liquors, Fort Wayne, Ind. Pub- 
lished by Fort Wayne News-Sen- 
tinel. 


No. 899. Grocery, drug and de- 
partment store list, Fort Wayne, 
Ind. Published by Fort Wayne 
News-Sentinel. 


No. 800. Grocery list, West 
Texas. Published by Fort Worth 
Star-Telegram, 


No. 801. Drug list, Fort Worth 
and West Texas. Published by 
Fort Worth Star-Telegram. 


No. 802. Grocery list, Fort 
Worth. Published by Fort Worth 
Star-Telegram, 


No. 803. Drug store route list, 
district maps and market data 
for the Los Angeles market. Pub- 
lished by the Los Angeles Times. 


No. 804. Grocery route lists, 


maps and market data for the 
Los Angeles market, produced by 
the Los Angeles Times. 


No. 805. Grocery list, Kenosha, 
Wis. Published by Kenosha News. 


No. 806. Drug list, Kenosha, 
Wis. Published by Kenosha News. 


No. 807. Liquor and malt bev- 
erage licensees list, $1.50 a copy. 
Published by Philadelphia In- 
quirer. 


No. 808. Grocery and supermar- 
ket list, $3 a copy. Published by 
Philadelphia Inquirer. 


No. 809. Retail grocery stores in 
Amarillo, and retail grocery out- 
lets in the Amarillo wholesale area, 
published by the Amarillo News- 
Globe. 


No. 810. Retail drug stores in 
Amarillo and retail drug outlets in 
the Amarillo wholesale area, pub- 
lished by the Amarillo News-Globe. 


No. 812. Retail liquor package 
stores in Amarillo, published by 
the Amarillo News-Globe. 
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Available Market Data — Local 


To secure copies of data listed, use the handy coupons 


No. 814. Drug list, Detroit and 
suburbs. Published by Detroit 
News, at $3 per copy. 


No. 813. Retail beer outlets, pub- 
lished by the Amarillo News- 


Globe. 
MISSISSIPPI] STATE SALES TAX COMMISSION FIGURES PROVE 


211 6% SALES INCREASE SINCE 1940 CENSUS 
IN BILOXI-GULFPORT, MISSISSIPPI, HARRISON COUNTY 


359% Increase in Food Sales! 
1947—$19,127,977.50 
1939—$ 4,165,632.00 


Total Gross Sales All Categories: 
1947—$86,670,140.10 
1939—$23,321,822.50 


(1948 Estimate 10% Higher) (1948 Estimates 10%, Higher) 
Data 
The, only daily paper in this city Scot’ complied “in conformity of 


Nationally by Mississippi Dailies: A.N.P.A. & AAAA 


THE# DAILY HERALD 


THE ONLY PAPER COVERING MISSISSIPPI GULF COAST 


DT 


IDs 


ago 


* Figures given for Kentuckiana include all 


RADIO 
FAMILIES 


NET EFFECTIVE | 
BUYING INCOME (Tr) 


DESERVES A_G{ 


cae 


The only radio station serving and selling 
all of the rich Kentuckiana Market 


50,000 WATTS 


counties in which WHAS gives 50%-or- 


better BMB daytime coverage. 


“Radio Fam 
ilies” from BMB 1946 and 1948 statistics. 
“Net Effective Buying Income” from Sales 


Management Survey of Buying Power. 


Put WHAS to work for you in 


- *. & re 
ee ae ee 


Brees ae 


* 1A CLEAR CHANNEL 


Victor A. Sholis, Director 
REPRESENTED NATIONALLY BY EDWARD PETRY AND COMPANY 


INCORPORATED @ ESTABLISHED 1922 
‘ 


* g40 Kuocycis 


J. Mac Wynn, Sales Director 
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Available Market Data —Local 
To secure copies of data listed, use the handy coupons 


No. 815. Grocery and meat list, 
Detroit and suburbs, $3 a copy. 
Published by Detroit News. 


No. 816. Detroit food brokers and 
wagon jobbers, $1 per copy. Pub- 
lished by Detroit News. 


No. 817. Wholesale and appliance 
distributor list, Detroit and sub- 
urbs, $1 per copy. Published by 
Detroit News. 


No. 818. Household appliance, 
furniture and radio outlets, Detroit 
and suburbs, $1 per copy. Pub- 
lished by Detroit News. 


No. 811. Closely akin to news- 
paper route lists are four special- 
ized and local directories published 
by New York Journal of Com- 
merce. They are: Directory of New 
York Floor Covering Trade, 25¢; 


Carpet and Rug Chart, 15¢; Port 
of New York Steamship Directory, 
25¢; and Worth Street Directory, 
listing all selling houses in New 
York’s primary cotton goods mar- 
ket, 15¢. 


STANDARD MARKET 
DATA FOLDERS 


Standard market data folders, 
supplying basic market and media 
information in accordance with 
the suggestions of the Bureau of 
Advertising, ANPA, and the Am- 
erican Association of Advertising 
Agencies, have been published by 
a number of newspapers. For con- 
venience, they are listed here, each 
being identified by its own num- 
ber. 

No. 900. St. Paul, Minn., mar- 
ket. Published by St. Paul Dis- 
Patch and Pioneer Press. 


No. 901. Detroit, Mich., market. j 


Published by Detroit News. 

No. 902. Green Bay, Wis., mar- 
ket. Published by Green Bay 
Press-Gazette. 

No. 903. Gary, Ind., market. Pub- 
lished by Gary Post-Tribune. 

No. 904. Pasadena, Cal., market. 
Published by Pasadena Star-News. 

No. 905. Louisville, Ky., market. 
Published by The Courier-Journal 
and Louisville Times. 

No. 906. Huntington, W. Va., 
market. Published by Huntington 
Herald-Dispatch and Advertiser. 

No. 907. Biloxi and Gulfport, 
Miss., market. Published by Bi- 
loxi-Gulfport Herald. 

No. 908. Indianapolis, Ind., mar- 
ket. Published by Indianapolis Star 
and News. 

No. 909. Des Moines, Ia., market. 
Published by Des Moines Register 
and Tribune. 

No. 910. Wausau, Wis., market. 
Published by Wausau Daily Rec- 
ord-Herald. 

No. 911. Bayonne, N. J., market. 
Published by Bayonne Times. 

No. 912. Rockford, Ill., market. 


HERE'S HOW YOU CAN COVER 
THE NASHVILLE MARKET AREA 


Nashville’s retail trade area includes 51 
counties. You can see that WSIX's daytime 
audience map covers 60 BMB counties with 
25 percent or better in 48 of these .. . 
Add to this the even more intense penetra- 
tion shown by mail pull and field strength 
facts (we'll send them at your request), and 


stores alone. 


you have proof that WSIX gives you the 
Nashville market . . . Sponsors count on 
WSIX year after year for a share of the 
$654,888,000 spent yearly here in retail 
Why not see what WSIX 
can do for youl 


Map and Tabulation Based on BMB Audience Study No. 1—March 1946 
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and WSIX-FM + 71,000 W 


National Representative: THE KATZ AGENCY, INC. 
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* ABC 20% 
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BMB 1946 BMB Station 

Coun Radio Audience 
Units Families Families 
47,850 39,810 

67,540 57,610 

1l 98,290 83,520 
16 107,030 90,130 
20 128,750 104,010 
29 159,060 120,030 
35 180,260 129,760 
43 195,490 135,120 
48 216,800 140,900 
49 224,490 142,470 
60 252,610 146,690 


Complete BMB County and City Data available on request. 


Published by Rockford Star and 
Register-Republic. 

No. 913. Memphis, Tenn., mar- 
ket. Published by Commercial Ap- 
peal and Memphis Press-Scimitar. 

No. 914. Austin, Tex., market. 
Published by Austin American and 
Statesman. 

No. 915. Oneonta, N. Y., market. 
Published by Oneonta Daily Star. 

No. 916. Witchita Falls, Tex., 
market. Published by Wichita Falls 
Times and Record News. 

No. 917. Johnstown, Pa., market. 
Published by Johnstown Tribune 
and Democrat. 

No. 918. Schenectady, N. Y., 
market. Published by Schenectady 
Union-Star. 

No. 919. Sioux City, Ia., market. 
Published by Sioux City Journal- 
Tribune. 

No. 920. San Diego, Cal., mar- 
ket. Published by San Diego Union 
& Sun and San Diego Daily Jour- 
nal, 

No. 921. McComb, Miss., market. 
Published by McComb Enterprise- 
Journal. 

No. 922. Mitchell, S. D., market. 
Published by Daily Republic. 

No. 923. Wilmington, Del., mar- 
ket. Published by Journal-Every 
Evening and Wilmington Morning 
News. 

No. 924. Milwaukee, Wis., mar- 
ket. Published by Milwaukee Jour- 
nal. 

No. 925. Zanesville, O., market. 
Published by Zanesville Times Re- 
corder and Signal. 

No. 926. Baytown, Tex., market. 
Published by Baytown Sun. 

No. 927. Brownwood, Tex., mar- 
ket. Published by Brownwood Bul- 
letin. 

No- 928. Camden, N. J., market. 
Published by Camden Courier- 
Post. 

No. 929. Canton, O., market. 
Published by Canton Repository. 

No. 930. Denton, Tex., market. 
Published by Denton Record- 
Chronicle. 
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No. 931. Elkhart, Ind., market 
Published by Elkhart Truth. 

No. 932. Hannibal, Mo., mar- 
ket. Published by Hannibal Cou) 
ier-Post. 

No. 933. Lockport, N. Y., mar 
ket. Published by Lockport Union. 
Sun and Journal. 

No. 934. Lubbock, Tex., market 
Published by Lubbock Avalanche 
Journal. 

No. 935. Portsmouth, O., mar- 
ket. Published by Portsmout) 
Times. 

No. 936. Lynn, Mass., marke! 
Published by Lynn Item. 

No. 937. Norwich, N. Y., market 
Published by Norwich Sun. 

No. 938. Oklahoma City market 
Published by Oklahoman and 
Times. 

No. 939. Plainview, Tex., mar- 
ket. Published by Plainview Her- 
ald. 

No. 940. Scranton, Pa., market. 
Published by Scranton Times. 

No. 941. Sherman, Tex., market. 
Published by Sherman Democrat. 

No. 942. Topeka, Kan., market. 
Published by Topeka Capital and 
Times. 

No. 943. St. Louis market. Pub- 
lished by St. Louis newspapers 
(Globe-Democrat, Post-Dispatch 
and Star-Times). 

No. 944. Utica, N. Y., market. 
Published by Utica Observer-Dis- 
patch. 

No. 945. Wichita, Kan., market. 
Published by Wichita Eagle. 

No. 946. Asheville, N. C., mar- 
ket. Published by Asheville Citizen 
and Times. 

No. 947. Fostoria, O., market. 
Published by Review-Times. 

No. 948. Kingston, N. Y., mar- 
ket. Published by Kingston Daily 
Freeman. 

No. 949. Lima, O., market. Pub- 
lished by Lima News. 

No. 950. Durant, Okla., market. 
Published by Durant Democrat. 

No. 951. Brenham, Tex., market. 
Published by Brenham Banner- 


youve MISSED IT... 


IN METROPOLITAN 


OAKLAND 


—if you’re not advertising in the 
Oakland Tribune. 


The ‘‘Billion Dollar Market’ of the 
Metropolitan Oakland Area is fully 
covered by The Tribune’s concentrated 
circulation of which 3 out of 4 copies 
are home delivered: 


You've really missed it if you're 
overlooking this highly productive 
newspaper medium in this great and 
growing market. 


- Oakland.LG2 Tribune 
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CRESMER & WOODWARD, INC. 
al Representatives Including Sunday Magazine 
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Acvertising Age, May 30, 1949 


F ress. 

No. 952. Battle Creek, Mich., 
, arket. Published by Battle Creek 

nquirer and News. 

No. 953. Clarksdale, Miss., mar- 
| et. Published by Clarksdale Reg- 
ter. 

No. 954. Greenwood, Miss., mar- 
ket. Published by Greenwood 
Commonwealth. 

No. 955. Fort Smith, Ark., mar- 
ket. Published by Fort Smith 
T:mes-Record, Southwest Amer- 
ican and Southwest Times-Record. 

No. 956. Laurel, Miss., market. 
Published by Laurel Leader-Call. 

No. 957. Decatur, Ala., market. 
Published by Decatur Daily. 

No. 958. Texarkana, Ark.-Tex., 
market. Published by Texarkana 
Gazette and News. 

No. 959. Athens, Tenn., market. 
Published by Athens Post-Athen- 
ian. 

No. 960. Clarksville, Tenn., mar- 
ket. Published by Clarksville Leaf- 
Chronicle. 

No. 961. Cleveland, Tenn., mar- 
ket. Published by Cleveland Ban- 
ner. 

No. 962. Columbia, Tenn., mar- 
ket. Published by Columbia Her- 
ald, 

No. 963. Elizabethton, Tenn., 
market. Published by Elizabethton 
Star. 

No. 964. Greeneville, Tenn., mar- 
ket. Published by Greeneville Sun. 

No. 965. Johnson City, Tenn., 
market. Published by Johnson City 
Press-Chronicle. 

No. 966. Maryville, Tenn., mar- 
ket. Published by Maryville Times. 

No. 967. Murfreesboro, Tenn., 
market. Published by Murfrees- 
boro News-Journal. 

No. 968. Oak Ridge, Tenn., mar- 
ket. Published by Oak Ridger. 

No. 969. Shelbyville, Tenn., mar- 
ket. Published by Shelbyville 
Times-Gazette. 

No. 970. Knoxville, Tenn., mar- 
ket. Published by Knoxville News- 
Sentinel. 

No. 971. Lansing, Mich., market. 
Published by Lansing State 
Journal. 

No. 972. San Juan, Puerto Rico, 
market. Published by El Imparcial. 

No. 973. Lorain, O., market. 
Published by Lorain Journal. 

No. 974. Denver, Colo., market. 
Published by Denver Post. 

No. 975. Temple, Tex., market. 
Published by Temple Daily Tele- 
gram, 

No. 976. The Amarillo market, 
published by the Amarillo News- 
Globe. 

No. 977. Montgomery, Ala., mar- 
ket. Published by Montgomery Ad- 
vertiser and Journal. 


ALABAMA 
No. 1000. No. 1 Test Market. 


Data on population, family in- 
come, employment, agriculture and 
industry in Birmingham and other 
Southern cities is included in this 
booklet, issued by the Birmingham 
News and Age-Herald. 


No. 1001. Circulation. 


Market information on Birming- 
h.m, as well as the state, is in- 
cuded in this booklet, compiled 
b- 6the Birmingham News and 
4 je-Herald. 


>. 1002. A Balanced Economy. 

Principal industries in the De- 
¢ tur, Ala., territory are listed in 
‘is folder, issued by the Mid- 
‘ outh Dailies. 


! 9. 1209. Tuscaloosa Market Data. 
Figures on population, families, 

‘ les, wholesale and retail outlets, 
id other data are provided in this 
lder, issued by the Tuscaloosa 
2ws. Additional facts are shown 
1 a supplement page. 


- 0. 1269. Central and Southeast 
Market Data. 


Montgomery, Ala., have published 
this folder, providing essential data 
on the central and southeastern 
Alabama market. 


ALASKA 
No. 1003. Alaska. 

In this booklet, issued by Pan 
American Broadcasting Co., is in- 
cluded a summary of the relative 
increases in business, economic 
and population statistics of Alaska. 
Maps show the four major mar- 
keting areas of the territory. 


Sues. 


ARKANSAS 
No. 1004. Arkansas Today. 


Figures on the Arkansas mar- 
ket, by counties, are provided in 
this folder, issued by Arkansas 
Dailies, Inc., which also offers a 
series of data sheets and maps on 
retail sales, beer and liquor sales, 
key market areas, etc. 


No. 1005. Fort Smith Goes to Mar- 
ket. 


Data about Fort Smith, Ark., 


Available Market Data — Local 
To secure copies of data listed, use the handy coupons 


and its trade area is included in 
this folder, released through Ar- 
kansas Dailies, Inc. 


No. 1210. Little Rock Market Data. 

Figures on population, families, 
sales, wholesale and retail outlets, 
and other data are provided in this 
folder, issued by the Arkansas 


Democrat. Additional facts are 
shown on a supplement page. 


CALIFORNIA 
1007. Radio on the Pacific 
Coast. 
Columbia Pacific Network has 
issued this booklet covering radio 
homes, population, retail sales, 
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The Advertiser and Jeurnal, 


“ 


Jines— and not a wrinkle on our brow. 


SEVENTEEN'S ADVERTISING LINAGE FOR FIRST 4 MONTHS, '48...260,540 
SEVENTEEN’S ADVERTISING LINAGE FOR FIRST 4 MONTHS, 49 ...289,572 


ili 


A GAIN OF 29,032 LINES 
VUAMALAAMAAAAAMAAAAAMAAAALIALAA 


Quite a story to tell when so many brows 


around town are furrowed... when so many 


advertisers are stretching 


and cutting magazine schedules. Read between 
the lines and you'll discover 1327 advertisers who 
have felt the buying strength af the multi-million 
teen market...the selling strength of the 


magazine that knows its more than 


OF AD AGE PROVES IT! CHECK NATIONAL MARKET DATA SECTION FOR SEVENTEEN'S RESEARCH LIBRARY #533-534, “574-579 


2,500,000 readers like a book 


their advertising dollars 
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TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 
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Data on San Diego’s income, 


etc., in the area covered by the|No. 1008. San Diego Annual Bus- 
population, utility service, retail 


Pacific Coast regional network. iness Survey. 


outlets, industry and agriculture is 
included in this folder, covering 
a survey made by the San Diego 
Chamber of Commerce. 


No. 1009. Los Angeles Market Data. 


This is a continuing statistical 
file of Los Angeles market data 
compiled by the Los Angeles Her- 
ald-Express. It includes a census 
tract map of the southern portion 
of Los Angeles County. 


No. 1010. Stockton Statistical Re- 
view. 

Statistical summaries for Stock- 
ton and San Joaquin County, 
based on 1948 reports, are included 
in this folder, prepared by the 
Stockton Chamber of Commerce. 
No. 1011. 1948 Annual Business 

Review. 

Figures and charts covering the 
Long Beach, Cal., market are in- 
cluded in this folder, released by 
the Long Beach Chamber of Com- 
merce. 


No. 1012. Retail Food Stores in the 


i S 


ee eo. 
Oy 


’ 


a) 
\\\\ 


« 'S A ; 
...lihe California without th = € 


ion 


CENTENNIAL OF THE 


CALIFORNIA - 1849-1949 


“eS ie, ; 
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National Representatives . . . O'Mara & Ormsbee, Inc. 
New York * Les Angeles * Detroit * Chicago * San Francisco 


ollar alley of the ees 


ODAY — even more than during the Gold Rush — 

people are heading for inland California. Yes, the 
El Dorado Country of 1849 is now California's fastest 
growing market—the Billion Dollar Valley of the Bees— 
with more buying power than Kansas . . 
annual retail sales than Maryland.* 


. and higher 


Does your California schedule get you into the Valley? 
It does only if it includes strong /ocal newspapers. Far- 
away coast papers just don’t get around this inland 
market any more than Cleveland papers do in Pittsburgh. 
So make sure you schedule The Sacramento Bee, The 
Modesto Bee and The Fresno Bee. Those three McClatchy 
papers cover the Valley as does no other combination. 


* Sales Management's 1948 Copyrighted Survey. 
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Advertising Age, May 30, 19« ) 


Hollywood Trading Area. 


Makeup of the grocery marke 
in Hollywood and other distric’ 
is shown in this booklet, issued | 
the Hollywood Citizen-News. 


No. 1013. The Los Angeles-Holl, 
wood Market. 


Data on the Los Angeles-Holly 
wood retail trading area is in 
cluded in this folder, prepared b 
the Hollywood Citizen-News. 

No. 1014. Los Angeles Primar, 
Area Market. 


The Los Angeles market, as de- 
fined by sales executives, mei- 
chandising experts, wholesales 
and distributors, is set forth in 
this map folder, issued by the Los 
Angeles Examiner. 


No. 1015. The Southern California 
Market. 


The market map and data for 
this folder are taken from “Sales 
Operating in the Southern Cali- 
fornia Market,” published by the 
Los Angeles Examiner. 


No. 1016. Retail Trading Centers. 


This wall-size color map, issued 
by the Los Angeles Examiner, 
shows the retail trading centers 
and shopping thoroughfares in the 
Los Angeles primary market. 


No. 1017. Los Angeles Sales Divi- 
sions. 


Shopping centers and shopping 
streets are depicted in this series 
of maps covering the various Los 
Angeles sales divisions established 
by the Los Angeles Examiner. 


No. 1018. “Look! No Crystal Ball.” 


This booklet, reviewing South- 
ern California’s business potentials 
through to 1950, pictured against 
the background of the national 
economy, has been published by 
the Los Angeles Examiner. 

No. 1019. Where People Spend 
Their Money. 


A breakdown of retail sales in 
the Los Angeles primary area for 
1948 is included in this booklet, 
released by the Los Angeles Ex- 
aminer. 


No. 1020. Basic Marketing Data. 


Data on population, homes, in- 
come and retail sales is included 
in these fact sheets, published by 
the Los Angeles Examiner. 


No. 1021. A Sales-View of the Los 
Angeles-Southern California 
Market. 


This “Sales View” map of the 
Los Angeles area has been re- 
leased by the Los Angeles Ex- 
aminer. ; 


No. 1022. Distilled Spirits Excis’ 
Tax Payments. 

This booklet, tracing liquor dis 
tribution in northern Californi 
for 1948 and listing monthly excis» 
tax payments by companies, tal- 
ulated in city and county grouy - 
ings, has been released by the Sa’ 
Francisco Call-Bulletin. 


No. 1023. California Distilled Spiri s 
Excise Tax Payments. 

In this folder the San Francis: ? 
Call-Bulletin lists monthly pa)- 
ments of distilled spirits taxes an | 
additional levies by 15 Californ : 
Board of Equalization districts, < : 
well as a monthly comparison «— 
totals for the past seven years. 


No. 1253. The Country of Los A’ 
geles, 


An exceptionally impressive ma) - 
keting study of the Los Angel: ; 
market, published by the Los A? - 
geles Times. The study comes }}! 
four volumes, one of which, ap- 
proximately 22x30”, is replete wit 
analytical maps and charts. It 
available to non-advertisers < 
$100; free, in part or in whol 
to advertisers. Maps are avail 
able individually at $1 each. 
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‘Jo. 1240. Commodity Survey for 

Self Polishing Floor Wazes. 

The San Francisco Examiner has 
ublished a series of commodity 
urveys, which show distribution 
nd sales rank in the market. Five 
,etropolitan districts and two 
ypical suburban communities 
‘ere used for the studies. 


No. 1241. Commodity Survey for 
Bread. 
This is one of the San Fran- 

cisco Examiner’s series showing 

distribution and sales rank of 
various brands of bakers’ bread. 


No. 1242. Commodity Survey for 
Peanut Butter. 


Distribution and sales rank of 
peanut butter brands is shown in 
this San Francisco Examiner sur- 
vey. 


No. 1243. Commodity Survey for 
Mayonnaise. 
Mayonnaise brands’ distribution 

and sales rank are tabulated in 

this survey, published by the San 

Francisco Examiner. 


No. 1244. Commodity Survey for 

Chili. 

The San Francisco Examiner re- 
ports distribution and sales rank 
of various brands of canned chili 
con carne in this commodity sur- 
vey. 


No. 1245. Commodity Survey for 
Beer. 
Distribution and sales rank of 

beer brands are reported by the 

San Francisco Examiner. Eastern 

beers are included, as well as in- 

formation on best sellers in bot- 
tles, cans, and quarts. 


No. 1246. Commodity Survey for 
Blended Liquor. 
Blended liquor distribution and 
sales rank are reported in this 
study by the San Francisco Ex- 
aminer. 


No. 1247. Commodity Survey for 

Tuna Fish. 

One of the San Francisco Ex- 
aminer’s distribution and_ sales 
rank surveys is this one, covering 
tuna fish. 


No, 1248. Commodity Survey for 
Frozen Foods. 

Vegetables, meat, fruit, poultry, 
fish and juices are covered in this 
survey of distribution and sales 
rank, published by the San Fran- 
cisco Examiner. 


No. 1249. Monthly Grocery Inven- 
tory. 

Available only to San Francisco 
Examiner advertisers is this con- 
tinuing Monthly Grocery Inven- 
tory for the Bay area, showing 
distribution, movement and stock 
on hand of all brands in 34 classi- 
fications in the food field. 


No. 1250. Sales Operating in the 
Northern California Market. 
In this folder the San Francisco 

Evaminer shows a flexible dis- 

tr.bution pattern adaptable to all 

types of products, with supple- 
mentary material. 


No. 1251. Northern California Mar- 

ket Data. 

The San Francisco Examiner has 
p iblished this market information 
©. northern California, including 
p pulation, families, retail outlets 
éid other factors affecting sales 
© \eration. 


) o. 1254. Current Market Data. 

A collection of current material 
|roduced by the Los Angeles 
mes. Includes such items as a 
ap defining the market, popu- 
tion growth and _ distribution, 
welling unit data, per cent of 
| opulation increase in each of the 
‘5 major economic areas, distort 
‘iap, home values and rentals 


compared with 1947 income, the 


market for new passenger cars, 
and point-of-sale traffic for toi- 
letries, cosmetics, home appli- 
ances, home furnishings, men’s, 
women’s and children’s wear. 


No. 1255. Los Angeles Department 
Store Sales. 


Monthly reports on department 
store sales in the area, published 
by the Los Angeles Times. Avail- 
able separately for downtown and 
westside stores. Figures for 1946, 
1947 and 1948 are also available. 


No. 1256. Index of Los Angeles 
Times Market and Circulation 
Analyses on the Los Angeles 
County Market. 

An index, published by the Los 
Angeles Times, of special studies 
and analyses made of various mer- 
chandise classifications. 


No. 1257. Los Angeles Times Con- 
tinuing Home Audit. 
A continuing home audit study 
of the movement of branded mer- 
chandise in Los Angeles homes, 


SALES AND INCOME 
CONTINUE TO CLIMB! 


The South Bend Market 1948* 1947 
Total Retail Sales $523,845,000 $483,621,000 
Effective Buying Income (Net) 735,965,000 648,120,000 


The South Bend market has an outstanding record of consistency. This 
market does not blow hot one year, cold the next. It stays high in sales 
and income — year after year after year. It is this consistent excellence 
of performance which ranks “Test Town, U.S. A.” among the nation’s 
blue chip markets. One news- 
paper — and only one — 
covers the South Bend mar- 
ket to saturation. Want the 
whole story? Write for free 
copy of market data book 
entitled “Test Town, U.S.A.” 


%* Sales Management's 
1949 “Survey of Buy- 
ing Power" issue. 


STORY, BROOKS & FINLEY, INC. 
NATIONAL REPRESENTATIVES 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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335,585 DAILY * 268,044 SUNDAY 
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Available Market Data — Local 


To secure copies of data listed, use the handy coupons 


conducted by the Los Angeles 
Times. Reports available on a re- 
stricted basis to manufacturers 
producing a specific product or 
brand, and to agencies actually 
handling a specific product or 
brand included in the study. 


No. 1263. KTLA, Service Area. 


KTLA, Los Angeles, has released 
this material, including a map of 
the Los Angeles television service 
area, and another showing set dis- 
tribution in the area as of Jan. 1. 


CANADA 


No. 1400. Industrial British Co- 
lumbia. 


The Vancouver Sun has pub- 
lished this profusely illustrated, 52- 
page brochure filled with data on 
British Columbia and Vancouver 
City. Maps, photographs, and 


charts point up a wealth of de- 
tailed information about the area 
—its population, industries, retail 
trade and many other features. 


No. 1401. The Heart of the Van- 
couver Market. 

Purchasing power, population 
growth and other market facts are 
reported in this plastic-bound bro- 
chure, published by the Vancouver 
Sun. 


No. 1402. Reader Characteristics. 


The Montreal Standard has pub- 
lished this folder, which reports 
on the sex, age, marital status, ed- 
ucation, occupations, possessions 
and economic level of its read- 
ers, as compared to the population 
as a whole. 


No. 1403. Ottawa, Canada’s Finest 
Test Market. 
The Evening Citizen, Ottawa, 


Ont., has issued this file folder, 
which reports on population, in- 
come, retail food sales and many 
other market indexes. 


No. 1404. The Ottawa Market. 


This 44-page illustrated bro- 
chure, published by the Ottawa 
Evening Citizen, contains complete 
market information, including pop- 
ulation, employment, industries, 
home ownership and many other 
details, with a summary of the 
highlights of the study. 


No. 1405. The Manitoba Market. 


The Winnipeg Tribune has avail- 
able a limited supply of folders 
containing a map of the market, 
showing areas by earning power; 
facts about rural centers; Man- 
itoba’s industries and employment; 
crops, home ownership and a list of 
retail and wholesale outlets in 
greater Winnipeg. 


No. 1406. Business-Grams. 
The Halifax Chronicle and Mail- 


*Star publishes this monthly report 


WHICH PUBLICATION WILL DO 
THE BIGGEST SELLING JOB FOR 
YOU IN THE HOME GOODS FIELD , 


4 


NOW YOU CAN HAVE THE FACTS — Dr. Albert Haring of 
the Dept. of Marketing, Indiana University, has just completed a 
nation-wide survey of the furniture stores that do 85% of the total 
annual industry volume, to find out which trade publications they 
read, which they consider most valuable and which most influence 
their buying. A report of this study en- 


titled “Executive Reading Habits and 
Preferences” is on the press. 
the facts. Ask for your copy. 


Here are 


666 LAKE SHORE 


DRIVE 


CHICAGO 11 


covering business activity (indus- 
try, building, agriculture) in its 
market. It is offered free to a 
selected list. 


No. 1407. Thompson Dailies Market 
Data. 


The Thompson Dailies Group of 
Ontario newspapers has issued a 
uniform series of market data 
folders covering each of the mar- 
kets covered by individual news- 
papers of the group. The news- 
papers on the list are Daily Senti- 
nel-Review, Woodstock-Ingersoll; 
Welland-Port Colborne Evening 
Tribune; Sarnia Canadian Ob- 
server; Kirkland Lake Northern 
Daily News; Timmins Daily Press; 
Galt Daily Reporter; Chatham 
Daily News, and Guelph Mercury. 


No. 1408. The Hamilton Market. 


The Hamilton Spectator has 
published this illustrated folder, 
which covers population figures 
and shows how Hamiltonians live 
and where they work; retail out- 
lets; industries and what they 
make, and many other details on 
the market. 


No. 1409. Barometer to Better Bus- 
iness. 


Figures on income, production 
and the number and kind of retail 
outlets in Essex, Kent and Lamb- 
ton counties are provided in this 
brochure, released by the Windsor 
Star. 


No. 1410. French Canada—A Spe- 
cialized Market. 


Data on the specialized market 
of French Canada, most of it con- 
centrated in the province of Que- 
bec, is included in this brochure, 
prepared by McKim Advertising 
Ltd. 
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DISTRICT OF COLUMBIA 


No. 1024. What Food Brands Se! 
in Washington, D. C.? 


This close-up of grocery buyin 
in the Washington, D. C., city an 
retail trading zone, based on 
monthly grocery inventory, ha 
been published by the Washingto; 
Times-Herald. 


FLORIDA 
No. 1025. WLAK-Lakeland. 


Figures on population, sales an 
radio families in its marketing are: 
are included in these data sheets, 
issued by WLAK, Lakeland, Fla. 


No. 1026. WDBO. 


Data on retail sales and radio 
families by counties is included 
in these fact sheets, prepared by 
WDBO, Orlando, Fla. 


No. 1027. How About 320,000 Trav- 
el and Resort Prospects? 


The St. Petersburg Times has 
published this brochure, giving 
data on the population groups in 
its marketing area, as well as buy- 
ing income, retail sales, etc. 


No. 1028. Sunday Sentinel-Star. 


Station WHOO, Orlando, af- 
filiated with the Orlando Sentinel 
and Star, has released this reprint 
from the Sunday Sentinel-Star 
showing the per cent of change in 
total U. S. population, by states, 
from 1940 to 1947. 


GEORGIA 
No. 1029. The Savannah Story. 


This study, prepared by WSAV, 
presents a comparative picture of 
the market and media in the Sa- 
vannah seaboard trading area, 
with market data revised to April 
1. 


 axeiusive SERVICES TO 


ADVERTISERS — 


--- A Farm Implement News Policy 


Farm Implement News supplies its advertisers with market in- 
formation that cannot be obtained from any other source. This 
special service has been especially useful to manufacturers seek- 
ing to enter or expand distribution in the farm equipment field. 


Market data which may be helpful to you now: 


% Annual directory of farm equipment jobbers and 
manufacturer’s agents. Shows exact type of represen- 
tation provided by each firm and individual listed. 
Complete and authoritative. 


% Production and sales figures on all kinds of farm 
equipment. 1948 estimate of number of tractors on 
farms by types and states was the first report of it: 
kind ever made — later substantiated 99.2 percent 
accurate by U. S. Dept. of Agriculture, 


Remember, only Farm Implement News offers: 


LOWEST ADVERTISING RATES OF ANY NATIONAL 
FARM EQUIPMENT MAGAZINE 


LARGEST CIRCULATION IN THE FIELD 
OLDEST FARM EQUIPMENT MAGAZINE PUBLISHED 


You are invited to submit your advertising and merchandising 
problems to our Advertisers’ Service Department. 


Write... FARM IMPLEMENT NEWS 


608 S. DEARBORN ST. ® CHICAGO 5, ILLINOIS 


The SERVICE Publication of the Industry 
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jo. 1211. Augusta Market Data. 
Figures on population, families, 
ales, wholesale and retail outlets, 
nd other data are provided in this 
older, issued by the Chronicle, 
Augusta, Ga. Additional facts are 
shown on a supplement page. 


Yo. 1212. Columbus Market Data. 


Figures on population, families, 
ales, wholesale and retail outlets, 
nd other data are provided in this 
sider, issued by the Ledger and 
Inquirer, Columbus, Ga. Ad- 
litional facts are shown on a sup- 
lement page. 


ILLINOIS 


No. 1030. Characteristics of Chi- 
cago Herald-American Read- 
ers. 


Data on the age, sex, occupation, 
family status and rentals in the 
Heraid-American’s segment of the 
Chicago market is included in this 
summary. 


No. 1031. Sales Operating in the 
Chicago Market. 


The Chicago Herald-American 
has devised this comprehensive 
manual which classifies retail out- 
lets, maps city sales divisions, lo- 
cates shopping centers and streets, 
maps suburban sales areas and 
gives a descriptive outline for 
every Chicago sales division. 


No. 1032. Chicago Market Liquor 
Survey. 


This February, 1949, survey of 
the Chicago liquor market, show- 
ing the top selling brands in nine 
liquor classifications, as well as 
price comparisons, has been re- 
leased by the Chicago Herald- 
American. 


No. 1033. Survey on Soap Prod- 
ucts and Detergents. 


Statistical data on distribution 
and sales rank of soap products 
and synthetic detergents in the 
Chicago market is included in this 
survey, released by the Chicago 
Herald-American. 


No. 1034. Com:nrodity Survey on 
Prepared Baking Mizes. 


This report, released by the 
Chicago Herald-American, gives 
an over-all projection of the pre- 
pared baking mix market in Chi- 
cago. 


No. 1035. Deal on Packaged Beer 
Brands. 


Sales ranks, distribution, the 
one-year trend, the fourth quar- 
ter, 1948, trend and competitors’ 
results in the Chicago packaged 
beer market are detailed in the 
survey, conducted by the Chicago 
Herald-American. 


No. 1036. Facts on Packaged Ale 
in Chicago. 

Brands of ale stocked, and best 
elling brands, are shown in this 
Chicago Herald-American survey 
f the Chicago market. 


0. 1037. Chicago Wine Survey. 
Distribution and consumer pref- 
rences for wine brands are de- 
‘led in this survey, released by 
ie Chicago Herald-American. 


0. 1038. Carbonated Beverages 
in Chicago. 

Distribution and trends in sales 

inking among carbonated bev- 

rages are shown in this Chicago 

lerald-American survey. 


to. 1039. Regular Coffee Survey. 

Distribution coverage and sales 
ank within Chicago for regular 
offee brands are detailed in this 
eport, issued by the Chicago Her- 
ild-American. 


No. 1040. Soluble Coffee Survey. 

This study, based on contacts 
with independent grocers, is a 
‘omplement to the Chicago Her- 
uld-American’s survey on regular 


coffee in the same market area. 


No. 1041. Frozen Food Survey. 

Distribution coverage and sales 
rank on frozen food is shown in 
this study, released by the Chi- 
cago Herald-American. 


No. 1042. Consumer Analysis for 
Rockford. 

This study, released by the 
Rockford Star and Register-Re- 
public, forms one segment of the 
Illinois Consumer Analysis of 40 
Illinois daily newspaper markets. 
Data is shown on buying habits, 
brand preferences, ownership and 
dealer distribution in selected 
classifications. 


No. 1043. Peoriarea. 

Figures on the 16-county “Peori- 
area” served by WMBD and 
WMBD-F\M, as well as metropoli- 
tan Peoria statistics, are offered in 
this pamphlet. 


No. 1044. The Quality Market of 
Chicago. 
A survey of theatergoers, cover- 


ing their attendance, family status 
and income, automobile ownership, 
etc., is reported in this brochure, 
released by Chicago Stagebill. 


No. 1223. Illinois’ Capital City. 

' Facts and figures on the Spring- 
field market, as well as a coverage 
map of the area served, are pro- 
vided in this folder, published by 
the Illinois State Journal and State 
Register. 


No. 1270. 1949 Facts and Figures 
on Peoriarea. 


Data showing the trend of em- 
ployment, wages, retail sales, farm 
income, bank deposits, utility in- 
stallations, etc., in metropolitan 
Peoria since V-J Day is provided 
in this four-page folder, published 
by the Peoria Journal and Star. 


INDIANA 
No. 1045. Indianapolis Star Consu- 
mer Analysis. 

The Indianapolis Star has re- 
leased this report of buying habits, 
brand preferences, dealer distri- 
bution and ownership in the met- 
ropolitan Indianapolis market for 


1948. The brochure includes com- 
parative data for 1947 and ’46 on 
most products surveyed. 


No. 1046. Monthly Grocery Inven- 
tory for Indianapolis. 

This regular monthly inventory 
by the Indianapolis Star and News 
measures the retail grocery store 
movement of sales and stocks of 


75 


400 branded grocery products in 
a panel of 50 typical stores in the 
metropolitan zone. 


No. 1047. A Prewar and Postwar 
Report. 

The Fort Wayne News-Sentinel 
has issued this folder showing fig- 
ures on retail sales, industrial em- 
ployment, power, gas, bank figures 


SELL TO IMPORTANT MEN 
Sell Lions! 


47% ARE OWNERS 
AND PARTNERS 
42% 


ARE CORPORATE 
OFFICERS, DEPARTMENT 


HEADS, MANAGERS 


WHEN YOU USE THE LION You GET 


Leadership R. eadership 


AT THE LOWEST COST IN ITS FIELD 


Ask us for latest market data on 
355,000 LION MAGAZINE readers 
in 6,500 communities in North 
America. 


THE LION is the official English 
language publication of the Inter- 
national Association of Lions Clubs 
—largest service club organization 
in the world. 


—-THE LION- 


A Magazine for Lions 
332 S. Michigan Ave., Chicago 4, Ill. 


DOMINATES 


BIG AGGIE’s influence extends over 308 counties (BMB station audience survey) 
— The richest agricultural area in the world. Farm folks in these counties 
within MINNESOTA, THE DAKOTAS, NEBRASKA and IOWA, accounted for 
nearly $3-billion in net farm income for 1948. This bulging bundle of cash 
does not include the farm income of BIG AGGIE’s BMB counties in KANSAS, 
MONTANA, WYOMING and CANADA. 


The 1948 diary study, made in 80 counties repre- 
senting these five states, showed that, of the 43 
stations mentioned, listeners liked WNAX best 


94.7% of all daytime hours — 78.9% of all eve- 
ning quarter hours. 


Let BIG AGGIE sow your advertising dollars 
in this rich, major market. You'll reap a har- 
vest of profitable sales and lasting goodwill. 
Any Katz man can show you that BIG AGGIE 


gets results. 
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Available Market Data — Local 


To secure copies of data listed, use the handy coupons 


and postal receipts in its market 
for 1939 through 1948. 


No. 1048. WSBT Coverage Map. 


Population, radio families and 
retail sales in its primary coverage 
area are shown on this map issued 


A.B.C. 
Net Paid 


Sun 


38,761 
The Lowell 


Only Daily in 
Northern Middlesex 
County 
Massachusetts 
Representatives: Story, Brooks & Finley 


by WSBT, South Bend. 


No. 1049. Test Town, U.S.A. 

This is the third annual edition 
of the South Bend Tribune’s “Test 
Town” data book, covering popu- 
lation, income and buying power, 
retail sales, newspaper and mag- 
azine circulation, employment and 
distribution. 


No. 1050. South Bend Tribune Bul- 
letin. 

Current information and busi- 
ness indexes for the market are 
contained in this bulletin, issued 
monthly by the South Bend Trib- 
une. 


No. 1051. WIOU Radio Center. 
Figures on radio families, buy- 
ing income, retail sales, and net 
farm income are included in this 
map released by WIOU, Kokomo. 


No. 1224. More Profit for You in 
the Golden Zone. 

The Fort Wayne News-Sentinel 
has issued this brochure, showing 
the number of families, spendable 
income, retail sales, etc., in its 
trading area. 


No. 1225. WAOV, Vincennes. 

WAOV, the Vincennes Sun- 
Commercial station, has published 
this file folder, showing its cover- 
age area and data on Vincennes 
and counties within its primary 
area in Indiana and Illinois. 


IOWA 


No. 1052. Siouzxland. 

This data sheet gives figures on 
the primary area served by KTRI, 
Sioux City. 


No. 1053. WKBB-WDBQ Market 

Data. 

A map of the area and facts on 
radio homes, retail sales and in- 
come are included on this data 
sheet issued by WKBB and WDBQ, 


-  eamnasines aimee teaminasts-na te mia tear eae 


some are € 


24 of all people living in towns of less than 1000 population live 
in True Small Towns... 3 live in Suburban Small Towns. 


12% of your total City and Town Market is in True Small Towns 


Kemember this, (00... 


A great part of the circulation of general magazines reported as 
going to towns of less than 1000 population, is actually dis- 
tributed in Suburban Small Towns. 


Urban publications provide only half the coverage in True Small 
Towns that they provide in Urban Markets. 


GRIT IS BIGGER IN THE TRUE SMALL TOWN MARKET 
THAN ANY NATIONAL URBAN OR FARM PUBLICATION* 


To get adequate coverage among True Small Town 
families you need GRIT on every National List. 


*Ask the GRIT representative to show you the GRIT Progressive Study of Magazine Readership. 


clrue Small oJowns 


There's a Big Difference in Small Towns: 
Suburban 


SMALL TOWN AMERICA’S GREATEST FAMILY WEEKLY WITH MORE THAN 650,000 CIRCULATION 


Dubuque. 


No. 1054. Grocery Brand Distribu- 
tion Survey. 


Percentage of distribution on 3,- 
000 brand names in 75 grocery 
stores in Iowa, Nebraska, Kansas 
and Missouri is shown in this sur- 
vey, published at $1 per copy by 
KMA, Shenandoah. 


No. 1055. Drug Survey. 


Data on 1,500 brand names, as- 
sembled in a survey of 50 drug 
stores in 40 cities and towns, is 
included in this report, issued at 
$1 per copy by KMA, Shenandoah. 


No. 1056. Complete Market Infor- 
mation About Iowa. 


Information on population, buy- 
ing income, sales, ownership, etc., 
is provided in this folder, issued 
by the Des Moines Register and 
Tribune. 


No. 1057. Burlington Market Data. 


Data on the Des Moines County 
and Burlington trading area is pro- 
vided in these sheets by the Bur- 
lington Chamber of Commerce. 
No. 1226. The 1948 Iowa Radio 
Audience Survey. 


Maps, charts and pictorialized 
data in this report support statistics 
analyzing listenership by station, 
county, type of program and many 
other criteria. The 11th in a series 
conducted for WHO, Des Moines, 
by Dr. Forest L. Whan, University 
of Wichita, it contains 1l-year 
comparisons on many items. 


No. 1227. Waterloo. 


Facts and figures on the Water- 
loo, Ia., market are provided in this 
booklet, published by the Water- 
loo Chamber of Commerce. 


No. 1228. America’s Most Amazing 

Community. 

In this booklet, the Times and 
Democrat, Davenport, Ia., present 
data on their market, particularly 
its diversified industrial facilities. 


No. 1201. 1949 Market Information 
of the Cedar Rapids Market. 
This brochure, published by the 
Cedar Rapids Gazette, provides 
data on both the city and a 16- 
county area, including population, 
families, buying income, sales, etc. 


Advertising Age, May 30, 194) 


To secure 
Available 
Market Data 
listed in this 
section, use the 
convenient 


coupons 


No. 1202. Sales in the Cedar Rapids 
Market. 


Sales figures for a six months’ 
period in Cedar Rapids and a 16- 
county area are shown in this fol- 
der, issued by the Cedar Rapids 
Gazette. 


No. 1238. KXIC Market Data. 


Station KXIC, Iowa City, has 
available a file of data including 
tabulation of retail sales, buying 
income, and tractors on farms for 
the 26 Iowa counties, 10 Illinois 
counties and one Wisconsin county 
in its listening area. 


KANSAS 
No. 1058. The Team. 


KMBC and KFRIM, Kansas City. 
have issued this brochure, which 
includes a summary of market data 
on their urban and rural coverage 
areas. 


No. 1059. Important Kansas Data. 

Figures reflecting the growth 
and expansion of the Wichita mar- 
ket are recorded in this folder, of- 
fered by KANS. 


KENTUCKY 
No. 1006. The Private Life of B.G. 


Figures on the Bowling Green, 
Ky., market, including leading in- 
dustries in the area, are included 
in this folder, released by Mid- 
South Dailies. 


FA 


Yours for the Asking: 


COMPLETE FACTS FILE 
OF THE WWVA MARKET 


Here—in one compact file folder —are all 
the facts about the great four-state market 
served by WWVA: Eastern Ohio, Western 
Pennsylvania, Virginia and West Virginia. 
A penny postcard will bring your file folder 
to you. Just ask for a copy of the Fingertip 
Facts Folder about the WWVA market. 


— §0.000 WATTS 
‘EDWARD PETRY £ CO. 


FOR TIME BUYERS ABOUT 
- A GREAT MARKET AREA 


WHEELING, 


WEST VA. 


. - Representatives ; 
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LOUISIANA 
No. 1060. Market Data 1948. 


This brochure, issued by the 
Baton Rouge State-Times and 
Morning Advocate, offers data on 
population, the retail trading zone, 
sales, industry and employment in 
the Baton Rouge area. 


No. 1205. Shreveport Market Data. 


Figures on population, families, 
sales, wholesale and retail outlets, 
and other data are provided in this 
folder, released by the Shreveport 
Times. Additional figures are 
shown on a supplement page. 


No. 1213. Monroe Market Data. 


Figures on population, families, 
sales, wholesale and retail outlets, 
and other data are provided in this 
folder, issued by the World and 
News-Star, Monroe, La. Additional 
facts are shown on a supplement 
page. 


MARYLAND 


No. 1260. A Market Analysis of the 
Annapolis Trading Area. 

Data on families, buying income, 
retail sales, wholesale trade, etc., 
is included in this report, pre- 
pared for the Evening Capital, An- 
napolis, Md., on its trading area. 


MASSACHUSETTS 


No. 1061. Beer, Ale & Wine News- 
paper Advertising Linage in 
New England Newspapers. 


This report, published by the 
New England Newspapers Adver- 
tising Bureau, tabulates newspaper 
linage used by 51 local, regional 
and national brands of malt bev- 
erages and 41 brands of wine in 
45 New England dailies. Tables 
show a monthly record, by brand, 
and a summary shows the total 
linage and expenditure for each 
brand of beer, ale and wine. 


No. 1062. Automobile National Ad- 
vertising in New England 
Newspapers. 

This booklet, issued by the New 
England Newspapers Advertising 
Bureau, gives a city by city break- 
down, listing 22 makes of automo- 
biles and the linage used each 
month, Jan. 1-Nov. 1, 1948, in 48 
New England dailies. 

No. 1063. New England Market 

Data Book. 


Data on population, buying 
power, retail trade and home own- 
ership in 42 retail markets is in- 
cluded in this brochure, released 
by the New England Newspapers 
Advertising Bureau. 


No. 1064. Ten-Year Trend of Re- 
tail Distribution of Grocery 
Store Products. 


The New England Newspapers 
\dvertising Bureau, in this 10th 
nnual survey, gives data relating 
) the retail distribution of grocery 

Store products in the New England 

‘egional market from 1939 to 1948. 

abulations show the total dis- 
ribution, broken down by corpor- 
te chains and independents, for 
ie 46 cities which took part in the 
948 survey, 


'o. 1065. Retail Distribution of 
Beer, Ale and Wine. 


This folder, published by the 
‘ew England Newspapers Adver- 
ising Bureau, gives figures, by 
rands, on retail distribution of 
eer, ale and wine in package and 
‘rocery stores for 1948. 


No. 1066. Directory of Market & 
Media Information and Mer- 
chandising Services. 


Current market and media data 
available on each of the dailies 
%elonging to the New England 
Newspapers Advertising Bureau is 


included in this bulletin, as well 
as the merchandising services of- 
fered by each of the 48 newspa- 


pers. 


No. 1067. The Worcester Market. 
This folder, released by the 
Worcester Telegram and Gazette, 
shows the ABC city zone popula- 
tion, number of families and sales 
indexes for the market area. 


1068. Worcester, Well Bal- 
anced for Test Campaigns. 


No. 


Figures on industry and agricul- 
ture, income, distributive outlets, 
etc., are included in this folder, is- 
sued by the Worcester Telegram 
and Gazette. 


No. 1069. New Bedford Market 
Brochure. 


Details about the New Bed- 
ford-Cape Cod market are in- 
cluded in this folder of data sheets, 
prepared by the New Bedford 
Standard-Times. 


No. 1070. The Port of New Bed- 
ford. 


A resume of the maritime facil- 
ities of the port of New Bedford, 
as well as the charges and regu- 
lations prescribed, is provided in 
this brochure, issued by the Port 
Development Committee of the 
New Bedford Board of Commerce. 


No. 1071. Lowell Market Analy- 
sis. 


A complete market analysis of 


77 


the Lowell trading area is pro- 
vided in this brochure, prepared 
by the Lowell Sun. 


ART BUYERS , 


Por quality lettering, layout, cartoons, commer- 
cial art, and ideas for advertising and other 
uses, get in touch with me. Sketch-presenta- 
tion prepared for a $5 fee (applied to finished 
job.) Give full information on requirements. 
Prompt service at very reasonable rates. De- 
scriptive folder, showing samples of work, 
bl for the asking. Please write on 
etter! 


ALLAN K. JENSEN AUDUBON 1, 1jOWA 


IN WASHINGTON, D. C. ONLY THE TIMES-HERALD 


Covers a Mass Marker 
With Class Buying Fower! 


By “mass” we mean the 274,000 families 
who regularly read the Times-Herald— 
the largest audience of any paper in the 
nation’s capital. 


By “‘class’”’ we mean that Times-Herald 
families in metropolitan Washington 
have incomes that exceed the average of 
families reached by newspapers of big 
circulation in other cities. Sales Manage- 
ment’s Survey of Buying Power, for ex- 


* 


FIRST IN CIRCULATION FOR 


ample, ranks Washington 4th in income 
per family among America’s 12 largest 
cities. 


So if you want to sell the greatest num- 
ber of worthwhile prospects in Wash- 
ington through one newspaper .. . at 
the lowest advertising cost-per-reader 
. . . do as other smart advertisers are 
doing — place your advertising in the 
Times-Herald. ; 


WASHINGTON, D.C. 
National Representative: Geo. A. McDevitt Co. 
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TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Iil. 


Please send me the following market data (insert number of each item wanted): 
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MICHIGAN | 


Figures on population, industry,; this folder covering the Lansing 
No. 1072. The State Journal. { 


retail sales, etc., are included in}State Journal market. 


We're Sorry! 
All We Can Deliver Is 
Ter of Texas 


(Population-wise and Dollar-wise) 


—_ | Millivolt Daytime 
see eb op 


Permanent Lines 


KFJZ (Key) Fort Worth 1,270 Ke. 5,000 W. MBS 
WRR Dallas 1,310 “” 5,000 “ MBS 
KRRV Sherman 910 “” 1,000 ” MBS 
KPLT Paris 1,490 “” 250 “ ABC 
KCMC Texarkana 1,230 “” 250 “’ ABC 
KFRO Longview 1,370 “ 1,000 ” ABC 
KGVL Greenville 1,400 “” 250 “” MBS 
KRBC Abilene 1,470 “ 5,000 “” ABC 
KBWD Brownwood 1,380 “ 1,000 “ MBS 
KGKL San Angelo 960 “ 5,000 “ ABC 
KBST Big Spring 1,490 “ 250 “” ABC 
KCRS Midland 550 “ 5,000 “ ABC 
KTHT Houston 790 ” 5,000 “ MBS 
waco Waco 1,460 “” 1,000 ” ABC 
KNOW Austin 1,490 “ 250 “” ABC 
*KMAC San Antonio 1,240 “ 250 “” MBS 
*KABC San Antonio 680 “ 50,000 “ ABC 
KRIO McAllen 910 “” 1,000 “” MBS 


*Only one San Antonio Station 
to be used. 


_ Weed & Company . a 
New York © Detroit e Boston « Chicago 


00% of Texas! Atlanta e Hollywood e San Francisco 


No. 1073. Jackson Market. 

Business indexes and wholesale 
and retail market data are pro- 
vided in this folder, released by 
the Jackson Citizen Patriot. 


No. 1074. Saginaw Market. 

Figures on the market covered 
by the Saginaw News, including 
business indexes and wholesale 
and retail data, are provided in 
this folder. 


No. 1075. Muskegon Market. 

Data on the Muskegon city and 
retail trading zone is included in 
this folder, released by the Muske- 
gon Chronicle. 


No. 1076. In This Billion Dollar 
Market. 

Figures on income, sales, em- 
ployment and industrial expan- 
sion, and other basic data by 
counties are included in this book- 
let, prepared by the Grand Rapids 
Press, 


No. 1077. Grand Rapids Market. 

Data on population, industry, 
retail sales, etc., is included in 
this folder, released by the Grand 
Rapids Press. 


No. 1078. F.O. B. Flint. 
Population, employment and re- 

tail sales figures are provided in 

this folder issued by WFDF, Flint. 


No. 1079. Flint Market. 
Important business indexes, 
wholesale and retail market data, 
etc., are listed in this folder, re- 
leased by the Flint Journal. 


No. 1080. Kalamazoo Market. 

Business indexes for the princi- 
pal cities and counties covered by 
the Kalamazoo Gazette are pro- 
vided in this folder. 


No. 1081. Market Facts on Kalama- 
zoo. 

The Kalamazoo Gazette includes 
tables of facts and figures on its 
market area in this brochure, 
which also includes the number of 
wholesale and retail outlets in the 
territory. 


No. 1082. Bay City Market. 

The Bay City Times has pub- 
lished this folder listing business 
indexes, wholesale and retail mar- 
ket data, etc. 


No. 1083. Ann Arbor Market. 
The Ann Arbor News has re- 
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leased this folder, covering busi - 
ness indexes, wholesale and reta 
market data, etc., in its tradin 
area. 


No. 1264. Population, Housing an! 
Economic Rating of Great« 
Detroit. 


The Detroit News has issued thi 
booklet, providing census tract in 
formation covering the entir: 
greater Detroit area, and based 0) 
a survey of families in privat. 
households. It includes an insert 
map of the Detroit area by census 
tracts. 


No. 1265. Residential Construction 
in Detroit. 

Figures on new dwelling units 
in Detroit, 1940-48, are provided in 
this folder, published by the De- 
troit News. 


No. 1266. Growth of Greater De- 
troit, 1940-49. 


On this data sheet the Detroit 
News pictures the housing increase 
in its area since the 1940 federal 
census. 


No. 1267. Retail Sales Pattern in 
Wayne County and Michigan. 
Trends of total sales, and sales 
in various major categories, are 
shown on charts included in this 
folder, published by the Detroit 
News. 


No. 1268. Retail Sales in Wayne 

County. 

Estimated retail sales for the 
fourth quarter of 1948, compared 
with a year previously, and for 
the entire years of 1948 and ’47, 
are listed on this data sheet, re- 
leased by the Detroit News. 


MINNESOTA 

No. 1084. 1949 Consumer Analysis. 

Brand preferences, shopping 
habits and merchandise availabil- 
ity in the St. Paul market are 
covered in this 150-page report, 
published by the St. Paul Dispatch- 
Pioneer Press. Classifications in- 
clude food products, soaps, toilet- 
ries, beverages, home appliances 
and general habits, and the study 
gives a three-year comparison for 
many product groups. 


No. 1085. The St. Paul Half of the 
Nation’s 9th Market. 


Figures on population, sales, in- 


come, employment and farming are 


provided in this brochure, released 


paper in 


STORY, BROOKS & FINLEY, 
NEW YORK CHICAGO 
LOS ANGELES 


COLOR 
ADVERTISING 


ls Paying Big Dividends 
To Local Advertisers 


The Ohio State Journal is the only news- 


advertisers ‘Full Color.’ Leading retailers 
are telling their merchandising story in 
“Color’’ to Columbus and Central Ohio 


and reporting terrific sales volume. 


Tell your story in colors. 


OHIO STATE JOURNAL 


Central Ohio's Only Morning Newspaper 


Inc., 


National Advertising Representatives 
PHILADELPHIA CLEVELAND 
BOSTON ATLANTA 
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y the St. Paul Dispatch-Pioneer 
ress. 


lo. 1086. A Study of St. Paul Fam- 
ily Preference for Shopping by 
Days and Time of Day. 


This study, prepared by the St. 
2aul Dispatch-Pioneer Press in 
onjunction with its 1949 Consu- 
aer Analysis, shows what days of 
he week and what times during 
he day St. Paul housewives prefer 
o shop in downtown St. Paul 
tores. 


No. 1087. A Survey of Shopping 
Habits for Families in St. Paul. 


This is the second annual study 
to determine where St. Paul fami- 
es shop and the relative frequen- 
cies with which they shop, as un- 
dertaken by the St. Paul Dispatch- 
Pioneer Press. 


No, 1088. KLER. 


Basic market data and a cover- 
age map of its primary market are 
included in this folder, issued by 
KLER, Rochester. 


No. 1089. Upper Midwest Market. 


The Minneapolis Star and Trib- 
une have issued this brochure list- 
ing market data on the region of 
the Dakotas, Minnesota and west- 
ern Wisconsin. Included are figures 
on population, retail outlets, fami- 
lies owning homes, families with 
wired homes, farm income and 
other subjects. 


MISSISSIPPI 
No. 1090. We’re in the Pink! 


Ten years’ growth in population, 
sales, utilities, etc., is shown in 
this folder, prepared by WSLI, 
Jackson. 


No. 1091. Chamber of Commerce 
Statistics. 


Business trends, sales, popula- 
tion and other data for the years 
1939 through 1948 are included in 
this folder, issued by the Jackson 
Chamber of Commerce. 


No. 1092. The Gold Rush of ’49. 


WJJJ, Montgomery, has issued 
this folder giving data on radio 
families, retail sales, etc., in its 
primary market. 


No. 1214. Meridian Market Data. 


Figures on population, families, 
sales, wholesale and retail outlets, 
and other data are provided in this 
folder, issued by the Star, Meridian, 
Miss. Additional facts are shown 
on a supplement page. 


MISSOURI 
No, 1093. It’s a Small World! 


Information on the primary 
coverage area served by KMOX, 
St. Louis, is presented in this book- 
le', including population, retail 
sa'es, industrial development, etc. 


N». 1094. Beer Sales. 


The St. Louis Star-Times issues 
ths monthly report on beer sales 
in St. Louis and St. Louis County, 
w h comparative totals for the 
st te of Missouri. 


N. 1095. Missouri State Liquor 
Data. 


shipments of wine and liquor 

(| ssifications and brands from 

a tillers to Missouri wholesalers 

a » shown in this monthly report, 

“ eased by the St. Louis Star- 
nes, 


)). 1096. Impact 1949. 


In this booklet, the St. Louis 
 obe-Democrat gives figures on 
! pulation, sales, auto registra- 

ns, ete., in the metropolitan St. 

uis and outlying area. 
‘>. 1097. These are Firsts on 
KWTO. 


Facts: about the Springfield, 


Mo., market are included in this 
booklet, issued by KWTO. 


No. 1098. Farms Receiving Electric 
Service. 


Missouri, Kansas, Oklahoma and 
Arkansas farms receiving electric 
service are shown on this map, is- 
sued by the Kansas City Star. 


No. 1215. Springfield Market Data. 


Figures on population, families, 
sales, wholesale and retail outlets, 
and other data are provided in this 
folder, issued by the News and 
Leader & Press, Springfield, Mo. 
Additional facts are shown on a 
supplement page. 


NEBRASKA 


No. 1099. Omaha World-Herald 


Consumer Analysis. 

This is the fourth annual edition 
of the Omaha World-Herald’s Con- 
sumer Analysis, covering its study 
of buying habits, brand prefer- 
ences, ownership and dealer dis- 
tribution in the greater Omaha 
market. 


No. 1100. Lincoln Journal and Star. 


Statistics on Lincoln and its 20- 
county market are included in this 
folder, published by the Lincoln 
Journal and Star. 


NEW JERSEY 
No. 1101. Basic Market Data for 
New Jersey. 


Figures on population, families, 
buying income, retail trade, etc., 
for Newark and North Jersey are 


Available Market Data — Local 
To secure copies of data listed, use the handy coupons 


sabe 


provided on this market data sheet, 
issued by the Newark News. 


No. 1102. 60 City-Counties. 

The Newark News has issued 
this data sheet giving figures on 
the 60 big counties of the U. S. 
which account for 48% of the 
country’s buying power. 


NEW YORE 
No. 1103. Consumer Choice. 

The New York News has pre- 
pared this study of liquors bought, 
and newspapers read, by package 
store customers in New York City. 
Figures are based on a survey of 


149 stores. 


No. 1104. The Market With Two 
Million Cars. 


A three-part analysis of 1947 
registrations of passenger cars in 
New York City and suburbs is pro- 
vided in this study, released by 
the New York News. 


No. 1105. New York News ‘New 
Car Sales’ Reports. 


The New York News, in this re- 
port, analyzes sales of new cars 
for the city and suburban area, and 
for the boroughs and districts of 
New York City. 


Charles W. Riley, Route 9, Springfield, Missouri, says Missouri Ruralist is - 
in the profit picture of hundreds of Missouri livestock raisers. As secretary 


of the Ozark Empire Aberdeen Angus Association, he has watched Missouri 
Ruralist advertising pay off for the Association as well as for his own 


registered Angus herd. The Riley herd was started under the tutorship of 
Bert Powell, Missouri Ruralist livestock editor when he advised Riley’s 
son, Jack, when they purchased their first animal, 8 years ago when Jack 


was 8 years old. 


Over the past 90 years the Missouri 
Ruralist has followed an editorial policy 
of analyzing, not merely quoting, on farm 
events and practices. It has played an 
aggressive past through its field men in 
presenting agricultural advancements 
keyed to Missourians’ needs direct to 


Missouri farmers. 


Rural Missourians’ buying and selling 
habits are influenced to a marked degree 


by the “Ruralist’’. 


The fact that hundreds 


Display Livestock Advertising 1948 


No. 1 MISSOURI 


MISSOURI RURALIST 


RURALIST — 


*(From publishers information bureau) 


No. 2 A WEEKLY FARM NEWSPAPER .. 
* (Estimated, no records published) 


Editorial Office . . . Fayette, Mo. 


*41,806 lines 
*4,764 lines 


of subscribers who also buy livestock dis- 
play advertising, purchase 42 lines in the 
Missouri Ruralist to 5 lines in the closest 
secondary medium is added proof of its 


selling power. 


The fact that Missouri Ruralist offers ef- 
fective and influential leadership readily 
interpreted into.added sales volume is of 


vital interest to national 


as well as sec- 


tional advertisers who are planning an ag- 
gressive advertising program in Missouri. 


It's. . “ig , 
Missouri @& 


Ruralist & 
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To secure copies of data listed, 


Available Market Data — Local 


use the handy coupons 


No. 1106. Tabulation of New York 
News Grocery List. 

Data on chain and independent 
grocery outlets in New York City 
and suburbs, as well as an eight- 
county area, is included in this re- 
port, issued by the New York 
News. 


No. 1107. Suburban Analysis. 
This series of folders comprises 

a market analysis of the counties 

and principal cities in the sub- 


urban area of the New York mar- 
ket, and is offered by the New 
York News. 


No. 1108. The Rural Radio Net- 
work. 

Figures on the market covered 
by the ten-station Rural FM Radio 
Network, operated by Cornell Uni- 
versity, are shown in this booklet. 
No. 1109. The Greatest Selling 
Power in New York. 


The Joseph Jacobs Organization, 
specialist in Jewish market infor- 


mation, has issued this folder, 
which stresses the importance of 
winning favor with Jewish mer- 
chants and consumers of New 
York City in the Yiddish language 
with copy slanted to their own 
cultural interests. 


No. 1110. Over $12 Billion Sales. 


This data sheet, issued by the 
New York Herald Tribune, gives 
figures on food, general merchan- 
dise, drug and all retail stores for 
New York City, its suburbs and 
suburban counties. 
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HOW THE AMARILLO NEWS-GLOBE —-— 
HELPS SELL YOUR PRODUCT IN THIS 
RICH, PROGRESSIVE TRI-STATE AREA 


The City of Amarillo, fast approaching 100,000 population, with its tremendous buying income, is a 


market thot merits the consideration of every sales manager . 
but there’s a bonus, too! Amarillo is ‘the trade center for an orea nearly as 
500,000. A study of the figures in the 
you need. But, there’s still more! Your 


a morket in itself, sure... 


large os the State of Pennsylvania with a population ogee 
county-city section covering this area will give you all the proo 
schedule with the News-Globe automatically entitles you to certain News- Globe services. 
lerger the schedule, the more the News-Globe can give you. 


space buyer. 


Lever Bros., 


. account executive. It’s 


Naturally, the 


Mrs. Tucker's Margarine, 


Camel's, Philip Morris, General Electric, Philco and many other national advertisers can attest to the 
News- Globe services described below. 


TIE-IN SERVICE 


DEALER CONTACTS 


Retail dealers and their wholesalers 


Any olert national odvertiser knows 
the value ond effectiveness of 
dealer tie-in advertising bocking 
up, on the local level, his na- 
tional compaign. The News-Globe 
hos o proven record in obtaining 
successful deoler tie-ins. Let us 
tell you about it in detail. 


RESEARCH 


Two News-Globe research men, 
groductes of the Babson School 
of Business ond Texas University 
Business School carry on constant 
surveys to determine the stand- 
ing, sales-wise, of soaps, drugs, 
conned foods ard dozens of other 
products. Personal interviews ond 
observations give oan accurate 
presentation of Amarillo’s buy- 
ing habits. 


ore primed in advance when oa big 
campaign is scheduled to breck. 
News-Globe men show grocers how 
to capitalize on the , bromotion 
. « . Show whol 

what is needed to give ‘thet ' ‘extre 
push.” Proof of the effectiveness 
of this approach is evailable, from 
the News-Globe representatives. 


MERCHANDISING 


The News-Globe 
Department maintains a constont 
flow of sales letters to dealers ond 
wholesalers advising them of na- 
tional advertising campeigns and 
how best to gain from the tre-. 
mendous advertising impact. Ad- 
vice is freely given covering point- 
of-sale display to dollor-building, 
troffic-building window display. 


Merchandising 


FACTS ABOUT THE MARKET (1949 Sales Management) City Population, 75,000; Areo Population, 518,300; City Families, 
22,700; Areo Families, 147,900; City Retail Soles, $103,202,000; Arec Retail Sales, $486,922,000; City Food Soles, $17,- 
556,000; Area Food Sales, $89,513,000; City Gen. Mdse. Sales, $12,007,000; Area Gen. Mdse. Sales, $45,901,000; City 


Drug Soles, $5,188,000; Area Drug Soles, $19,446,000; City Net Buying Income, $109,900,000; Area Net Buying Income, 


City Buy: 


9 Income per Family, $4,841: 


Area Buying Income ‘Average! $3,724. 


No. 1111. Families in the New York 
Market. 


Population and effective buying 
income in the New York market 
are listed on this data sheet, pre- 
pared by the New York Herald 
Tribune. 


1112. Retail and Wholesale 
Sales. 


Comparative figures on retail 
and wholesale sales for the 15 
largest U. S. cities are shown on 
this data sheet, issued by the New 
York Herald Tribune. 


No. 


No. 1113. Population and Buying 
Income. 


The New York Herald Tribune 
has compiled this work sheet 
showing 1948 population and 1947 
buying income for the 15 largest 
U. S. cities. 


No. 1114. Business Management in 
New York. 


This report, issued by the New 

York Herald Tribune, shows how 
New York continues to grow as 
the capital of “America’s No. 1 in- 
dustry,” the industry of business 
management. Statistics are given 
to evaluate New York’s present 
position in relation to the U. S. 
economy. 
No. 1115. Household Appliances 
Owned by New York Times 
Families in New York City and 
Suburbs. 


In this brochure, the New York 
Times reports on the ownership, 
make, age of unit, and make of ap- 
pliance readers would select for a 
new model. Figures are included 
for 13 household appliances. 


No. 1116. Grocery Product Brands. 


Brand preferences among gro- 
cery products, as well as where 
groceries are purchased, are cov- 
ered in this survey of New York 
Times families in New York City 
and suburbs. 


No. 1117. A Survey Among Visitors 
to the New York Motor Boat 
Show. 


Data on boat ownership and 
plans for buying new boats is in- 
cluded in this report, covering a 
New York Herald Tribune survey 
of visitors attending the annual 
motor boat show in that city. 

No. 1118. Schenectady—an Es- 
sentially Urban Market. 


Figures on retail sales in the 
primary trading area and a map 
of the Schenectady market are 
included in this file folder, issued 
by the Schenectady Union-Star. 


No. 1119. Voice of the Mohawk 

Valley. 

Totals on-~ population, families, 
radio homes and retail sales are 
given on this data sheet, prepared 
by WIBX, Utica. 


No. 1120. A Market Analysis of the 
Albany Trading Area. 

The Knickerbocker News has re- 
leased this revised market analysis 
of the Albany trading area, cov- 
ering retail and wholesale trade, 
services, manufactures, etc. 


MARKET BLUEPRINT 


To sell Wisconsin you’ve got to advertise in Hometown 
Markets. The die-cut booklet shown here amplifies this 
statement. It’s a new market blueprint for Wisconsin. 


Why not learn the real facts about this rich Wisconsin 


Market? Write today for your copy of this valuable booklet. 
WISCONSIN HOMETOWN DAILIES, 212 rourtn st. + RAcHE, wis. 
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No. 1121. The City of Albany. 

The various wards and livir ; 
standards based on rentals a> 
shown on this map, released | 
the Knickerbocker News. 


NORTH CAROLINA 
No. 1122. Goldsboro Market Dat . 


The Goldsboro Chamber of Corr - 
merce and Merchants Associatio , 
have issued these data sheets giv - 
ing population, wholesale and r: - 
tail trade, industrial figures, et« 
for the Goldsboro market. 


’ 


No. 1203. Charlotte News Surveys. 
The Charlotte News has pr-- 
pared this series of market sur- 
veys, covering beer, margarine, 
shortening, prepared mixes, baby 
foods, fresh milk and instant cof- 
fee. Percentages of distribution 
by retail stores and prices of the 
various products are detailed. 


No. 1216. Raleigh Market Data. 
Figures on population, families, 
sales, wholesale and retail outlets, 
and other data are provided in this 
folder, issued by the Raleigh News 
& Observer. Additional facts are 
shown on a supplement page. 


No. 1217. Wilmington Market Data. 

Figures on population, families, 
sales, wholesale and retail outlets, 
and other data are provided in this 
folder, issued by the Star and 
News, Wilmington, N. C. Ad- 
ditional facts are shown on a sup- 
plement page. 


NORTH DAKOTA 
No. 1123. The Fargo Forum. 
Figures on crop and livestock 
production and average farm in- 
come in the state are included in 
this file folder, published by the 
Fargo Forum. 


OHIO 


1224. Cincinnati Post Data 
Book. 


In this revised issue of its mar- 
ket data book, the Cincinnati Post 
gives figures on population, 
shopping days, retail sales, etc., 
and includes maps showing eco- 
nomic areas, industrial areas, etc. 


No. 


No. 1125. Monthly Grocery Inven- 
tory for the Cincinnati Market. 


These reports, published by the 
Cincinnati Post, present a physical 
inventory of its 40-store grocery 
panel, indicating average units sold 
per store, per cent of distribution 
and stock on hand for approxi- 
mately 550 different brands and 
sizes. 
No. 1126. Housewives Panel Re- 
port. 

The Cincinnati Enquirer issues 
reports monthly, supplemented in 
July and December with six 
months’ summaries, on brand 
standings for food products, soa», 
candy and gum, beverages, cigar- 
ets, pet foods, etc. 


No. 1127. The Cincinnati Mark: 


Figures for the city zone, me'- 
ropolitan district and retail tra:- 
ing zone are included on this map, 
released by the Cincinnati E1- 
quirer. 


No. 1128. WLW Market Data. 

WLW, Cincinnati, has issu d 
these data sheets listing figures 
population, families, buying i 
come, retail sales, etc., in its p) - 
mary and coverage areas. 


s 


No. 1129. WLW Merchandise-at ¢ 
Area. 

Data sheets on the rural a: d 
urban markets and a map showil £ 
its “Merchandise-able Area” ha 
been released by WLW, Cincinna | 


No. 1130. 1949 Consumer Analys : 

The Columbus Dispatch has pr - 
pared this third annual report «" 
products, use and brand popularity, 
and market trends, and includes 4 
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, dvertising Age, May 30, 1949 


t ree-year cemparison on most 
oducts covered. 


o. 1131. A New Economic Map of 
Columbus. : 


Census tracts, rental values, im- 

ortant sections of city zones, re- 
: il shopping districts and indus- 
: ial areas are shown on this map, 
yrepared by the Columbus Dis- 
pateh. 


ho. 1132, Facts for 1949. 

Details on the Columbus market 
are included in this folder, pub- 
lished by the Columbus Dispatch. 


No. 1133. Ohio Liquor Sales. 


The Cleveland Press has pub- 
lished this 14th annual analysis of 
Chio liquor sales, including 1948 
dollar sales by county, district and 
state; gallon sales by types, dis- 
trict and state; and sales of in- 
dividual brands by types, district 
and state. 


No. 1134. Third Annual Analysis 
of New Car Sales. 


A detailed analysis of new pas- 
senger car sales in Cuyahoga 
County, augmented by national 
and state sales figures, and of com- 
mercial car sales is offered in 
this report by the Cleveland Press. 
No. 1135. Distribution Study of 
Grocery Products in Cleveland. 


Data from independent grocery 
stores and three corporate chains 
is incorporated in this third edi- 
tion of the Cleveland Press’ Dis- 
tribution of Grocery Products sur- 
vey, which is available at $3 per 
copy. 


1136. Cleveland Consumer 
Panel. 


Basic data for the year ending 
Sept. 30, 1948, on a consumer panel 
of 500 typical Cuyahoga County 
families, covering purchases of 
baking products, beverages, cere- 
als, canned goods, spreads and 
shortenings, soaps and frozen 
foods, is presented in this report 
by the Cleveland Press. 


No. 


No. 1137. Cleveland Transportation 

Advertising. 

Statistical data on the Cleve- 
land and Cuyahoga market, as well 
as transportation habits of people 
in this area, is provided in this 
brochure issued by Mitchell, Mc- 
Candless & Klaus, Cleveland trans- 
portation company. 


No. 1138. Catholic Universe Bul- 
letin. 

Figures on Catholic families in 
Cuyahoga County and eight north- 
central Ohio counties are included 
on these data sheets, issued by the 
Catholic Universe Bulletin. 


No. 11389. WHK Market Data. 


WHK, Cleveland, has prepared 
this file folder showing radio 
homes, buying income, retail sales, 
e'c., in its marketing area. 


No. 1140. Toledo Blade Market 

Map. 

The Toledo retail trading area, 
a well as data on population, 
Ss les, etc., is shown on this 1949 
n ap issued by the Toledo Blade. 


) >, 1141. More Money. 

Increases in retail business in 
€ ght major Ohio cities and data 
(i the Toledo market itself are 
| sted in this folder, prepared by 
‘ e Toledo Times. 


0. 1142. A Toledo Story. 


Figures on radio families, re- 
il sales, etc., in the Toledo trad- 
ig area are included in this folder, 
sued by WTOL. 


OKLAHOMA 
». 1143. Oklahoma City Consumer 
Panel. 
The Daily Oklahoman and Okla- 
oma City Times have released 
iis comparative study of results 
‘ the Oklahoma City Consumer 


Panel for five quarterly report 
periods extending from July, 1947, 
through September, 1948. The 
panel has since been discontinued, 
but the report gives information 
for the entire 15-month period. 


No. 1144. Oklahoma City Consumer 

Panel, July-September 1948. 

This is the fifth and final re- 
port on 24 grocery store items and 
eight drug store items, showing 
quarterly comparisons based on 
the consumer panel set up by the 
Daily Oklahoman and Oklahoma 
City Times. 


No. 1145. Market Data. 

The Okmulgee Daily Times has 
prepared this booklet presenting 
essential market data for its trad- 


ing area. 


No. 1218. Muskogee Market Data. 


Figures on population, families, 
sales, wholesale and retail outlets, 
and other data are provided in this 
folder, issued by the Muskogee 
Phoenix and Times Democrat. Ad- 
ditional facts are shown on a sup- 
plement page. 


PENNSYLVANIA 


1146. Philadelphia Bulletin 
Consumer Analysis. 


This is the fourth annual con- 
sumer brand preference study con- 
ducted by the Philadelphia Bul- 
letin, covering foods, soaps and 
cleansers, cosmetics, autos, apparel, 
appliances and related items, based 


No. 


Available Market Data — Local 
To secure copies of data listed, use the handy coupons 


on interviews with nearly 7,000 
families in the city and suburban 
communities. Data shows the 
brand preference of city as com- 
pared with suburban families. 


No. 1147. Philadelphia Automotive 
Facts. 

This is the fourth in a series of 
studies undertaken by the Phila- 
delphia Inquirer, covering new 
passenger and commercial car sales 
in the Philadelphia market during 
the first nine months of 1948. Sales 
are shown by counties and makes. 


No. 1148. The WPTZ Market. 


The coverage area and potential 
audience served by WPTZ, Philco- 
owned video outlet in Philadelphia, 
are shown on this map. 


No. 1149. WCRO. 

Market data for the greater 
Johnstown, Pa., area and a cover- 
age map are included in this file 
folder, issued by WCRO. 


No. 1150. Facts About Altoona. 

Figures on population, wholesale 
and retail trade, industries, farm- 
ing, etc., are included in this folder, 
released by the Altoona Chamber 
of Commerce. 


Time Saving Summary 
of Washington Market Data... Free 


_— up-to-date news of the Washington, 
D. C. market? Get your copy of Washing- 
ton Facts and Figures, published quarterly by 


The Star. 


Prepared by The Star’s Business 


Editor, the publication presents data of interest 
to advertisers and agencies. Articles in the issue 
for the first quarter of 1949 cover government 
and private payrolls (“new all-time February 
high”), department store sales (“up 1% for 
quarter, despite Easter lag”), bank loans (“loans, 


deposits, assets 


top 1948 marks”), and many 


other facets of business and governmental opera- 


tions, collected from authoritative government 


and private sources. 


A request on your business letterhead to either 
of The Star’s national representatives will put you 


on the mailing list. 


Please address Dept. A.A. 


The Washington Star 


Evening and Sunday Morning Editions 


Represented nationally by Dan A. Carroll, 110 E. 42nd St., 
NYC 17; The John E. Lutz Co., Tribune Tower, Chicago 11. 


Member: 


Bureav of Advertising ANPA, Metropolitan Group, 


American Newspaper Advertising Network, Inc. 


THE EVENING STAR 


BROADCASTING COMPANY OWNS ANDO 


OPERATES STATIONS WMAL, 


WMAL-FM, 


AND WMAL.-TYV 
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Available Market Data — Local 


To secure copies of data listed, use the handy coupons 


No. 1151. The Altoona-Johnstown 
Area. 

Data on the Altoona-Johnstown 
region and the primary areas 
served by WVAM, Altoona, and 
WARD, Johnstown, is provided in 
this folder. 


No. 1258. Liquor Sales in Penn- 
sylvania. 

A sales analysis in gallon and 
dollar volume for Pennsylvania, a 
$208,000,000 annual liquor market, 
is shown in this study published 
twice a year by the Pittsburgh 
Press. Data are supplied by the 
Pennsylvania Liquor Control 
Board. 


No. 1259. Population Density Study. 

A county tabulation of popula- 
tion and number of families by 
ten-mile zones from Philadelphia’s 
central business district is shown 
in this Philadelphia Inquirer 
folder. 


SOUTH CAROLINA 

No. 1219. Columbia Market Data. 

Figures on population, families, 
sales, wholesale and retail outlets, 
and other data are provided in this 
folder, issued by the State and 
Record, Columbia, S. C. Additional 
facts are shown on a supplement 
page. 


No. 1220. 


Data. 


Spartanburg Market 


Figures on population, families, 
sales, wholesale and retail outlets, 
and other data are provided in this 
folder, issued by the Herald and 
Journal, Spartanburg, S. C. Ad- 
ditional facts are shown on a sup- 
plement page. 


No. 1231. A New Greenville of 
120,000 People. 

This folder, released by the News 
and Piedmont, Greenville, S. C., 
shows buying income, sales, pay- 
rolls, auto registration, etc., and a 
map of the total market served by 
the dailies. 


SOUTH DAKOTA 


No. 1152. Rapid City Market Data. 


Rapid City Daily Journal has is- 
sued a folder full of facts and fig- 
ures on the Rapid City, S. D., mar- 
ket, including population; industry; 
building; a table showing increases | 
in retail sales, bank deposits, tele-] 
phones, etc., in the past 21 years; 
gold and silver production; em- 
ployment and many other details. 


No. 1153. Wrap Up Your Share. 

The Aberdeen American-News, 
in this folder, offers a map and 
tabulation of market facts on the 
15-county trading area covered by 
the newspaper. 


No. 1154. More Advertising Per 
Dollar with KISD. 


Station KISD, Sioux Falls, has 


published a map showing its pri- 
mary and secondary listening 
areas, with figures on population, 
radio homes (total) and radio 
homes (urban and rural). 


No. 1155. Watertown Market Map. 


The Watertown, S. D., primary 
and secondary trading areas are 
shown in a map published by the 
Watertown Public Opinion, which 
includes facts and figures on pop- 
ulation, industries and agriculture 
of the area. 


No. 1156. The Dakotas’ New Radio 
Giant. 


Aberdeen’s primary and second- 
ary markets are mapped in this 
folder, issued by Station KSDN. 
A county tabulation shows popula- 
tion and retail sales. 


No. 1157. Nashville Is an A Market. 


A map of the market covered 
by the Nashville Banner and Ten- 
nessean is provided in this study 
published by the newspapers, with 
detailed county data on population, 
retail sales, effective buying in- 
come and names of county seats 
and large towns. 

No. 1158. Supplement, Nashville 
Market Data. 


City, county and trade zone fig- 
ures for population, effective buy- 
ing income, farm income and sales 
are shown in this supplement page, 
published by the Nashville Banner 
and Tennessean for the newspa- 
pers’ market data folder. It in- 


he QUALITY MARKET 
f*, a 


f CHICA 


| pasa covers the Quality Market of 

. 2,500,000 annually. If your 
client or product is dependent on people who 
set the style, Stagebill will be of interest to 
you. Send for your copy of “The Quality 


Chicago .. 


Market of Chicago,"” a comprehensive study of 
readership, locality, occupation, income, travel 


and other data on theatre patrons, together with 


distribution and rates. 


CURRENT 
“MISTER ROBERTS" 
“ALLEGRO” 

“THE RESPECTFUL PROSTITUTE” 
“INSIDE U.S.A." 
“PRESENT LAUGHTER" 


STAGEBILLS 
Erlanger Theatre 

Great Northern Theatre 
Harris Theatre 
Shubert Theatre 


Blackstone Theatre 


Pw ati 


cludes a description of the status 
of industry, employment and other 
market factors. 

No. 1159. Supplement, Jackson 
Market. 

City, county and trade zone fig- 
ures are given in this supplement 
page, published by the Jackson 
Sun for inclusion in its market 
data folder. It covers population, 
sales, income (buying and farm), 
and data on the city’s business and 
industry. 

No. 1160. Memphis Consumer 
Panel Study. 


The findings of the Memphis 
Consumer Panel, published by the 
Commercial Appeal and Memphis 
Press-Scimitar, cover purchases of 
300 representative Memphis fami- 
lies in drug, grocery, wearing ap- 
parel and house furnishings clas- 
sifications. The study shows a rec- 
ord of family purchases—where, 
how much, and what brands, and 
tabulations measure buying habits 
of both Negroes and whites. 


No. 1161. Memphis Beer Survey. 


This is a personal contact survey 
representing a 10% cross-section 
of all retail beer outlets in Mem- 
phis to show sales position, brand 
distribution, type of container and 
use of point-of-sale material. Pub- 
lished by the Commercial Appeal 
and Memphis Press-Scimitar. 


No. 1162. Memphis Book Survey. 


This study shows reading habits 
of Consumer Panel families; book 
buying habits; average prices paid; 
store preference; book club mem- 
bership and buying habits, and 
factors influencing book buying. 
Published by the Commercial 
Appeal and Memphis Press-Scim- 
itar. 


1163. Knoxville Continuous 
Consumer Panel. 


The Knoxville News-Sentinel 
has available several monthly sec- 
tions of its continuous consumer 
research panel, sponsored jointly 
by the News-Sentinel and the Uni- 
versity of Tennessee, and expected 
to be ready in its entirety by the 
end of June. The sections now 
available are: Vacation Plans of 
Knoxville Families; Electrical Ap- 
pliances; An Analysis of Automo- 
biles, Accessories and Service in 
Knoxville, and Brands Purchased 


No. 
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in Knoxville—Groceries an | 
Drugs. 


TEXAS 
No 1164. KATL Coverage. 


Station KATL, Houston, h.: 
published a coverage map wit 
accompanying figures for popul: . 
tion and retail sales. 


No. 1271. Magic Valley. 


The Lower Rio Grande Valley 
Chamber of Commerce, McAlle . 
has issued this market data cove - 
ing its area, including figures «» 
population, buying power, salc;, 
etc. 


No. 1165. Opportunity. 

This 24-page book, offering data, 
typical scenes from this southern 
Texas area, etc., has been issued 
by the Lower Rio Grande Valley 
Chamber of Commerce. 


No. 1166. Trade Extension. 


Comparative statistics on El Paso 
and El Paso County are provided 
in this bulletin, released by the EF) 
Paso Chamber of Commerce. 


No. 1167. Houston Consumer Panel. 


This report, compiled for the 
Houston Chronicle, shows the dis- 
tribution of products and brands 
among Houston households for an 
extensive list of products, includ- 
ing foods, household cleansers, 
alcoholic beverages, autos, radios 
and refrigeration. 


No. 1168. Grocery Store Distribu- 
tion Survey. 


Distribution of 67 items by both 
independent and chain grocery 
outlets, and leading brands in each 
case, are listed in this report, re- 
leased by the Beaumont Enter- 
prise and Journal. 


No. 1206. Beaumont Market Data. 


Figures on population, families, 
sales, wholesale and retail outlets, 
and other data are provided in this 
folder, covering the Beaumont En- 
terprise & Journal market. Ad- 
ditional data is shown on a sup- 
plement page. 


No. 1207. Houston Market Data. 


Figures on population, families, 
sales, wholesale and retail outlets, 
and other data are provided in this 
folder, issued by the Houston 
Chronicle. Additional figures are 
shown on a supplement page. 


gain, 11% national gain. 


Get your full share of 


ALTOONA, PA. 


Is A Responsive 
Sales Rich Market! 


Sales in the Altoona-Blair County market— increased 
21% in 1948 ...in contrast toa 13% Pennsylvania 


big profits from advertising schedules . . . provided 
coverage is right. The Altoona Mirror offers more 
than 93% coverage of the City Zone, better than 
75% of the homes in the entire ABC market. 


. you'll continue to cultivate this growing area 
centering on Altoona. Call, wire or write to Richard 
E. Beeler, Advertising Manager. 


ALTOONA MIRROR 
Altoona’s Only Evening Newspaper 


That sort of plus assures 


the Altoona market now 
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o. 1221. Dallas Market Data. 


Figures on population, families, 
Jes, wholesale and retail outlets, 
ad other data are provided in this 
»ider, issued by the Dallas Times 
ferald. Additional facts are shown 
n a supplement page. 


lo. 1230. 20 Markets in Texas and 
Louisiana. 


The Beaumont Enterprise has 

ublished this study, which con- 
tains a color map designating the 
°0 markets composed of cities in 
‘‘exas and Louisiana with an esti- 

,ated population of 35,000 or more 
cad having Sunday newspapers. 
The report shows the standings of 
the 20 markets as to disposable in- 

yme, population, retail sales, food 
sales and drug sales. 


No. 1237. Housewives’ Brand Pre- 
ference Survey. 


This study is a resumption of 
the Beaumont Enterprise’s con- 
sumer buying preference studies, 
which were made 1936 through 
1943. The new issue includes find- 
ings of the years 1939 through 
1943, as well as 1949, for products 
in many food classifications. 
Shown, also, are percentage figures 
on ownership of homes, automo- 
biles and home appliances. 


No. 1232. City of Houston. 


The Houston Chronicle has is- 
sued this new breakdown of the 
city of Houston, showing the num- 
ber of persons per household; num- 
ber and age of children; age, oc- 
cupation and income of heads of 
household; tenure of home, esti- 
mated rental value. 


No, 1233. Visualization Maps. 


Fort Worth’s share of the Texas 
market, in percentages and dollars, 
is listed on this large-size map 
showing family coverage of the 
Fort Worth Star-Telegram. 


No. 1234. Drill in With KCRS. 


Station KCRS, Midland, Tex., 
has issued this file folder, showing 
county-by-county figures on popu- 
lation, retail sales and buying in- 
come in its area. 


No. 1262. The New and Larger 
Amarillo Area. 


A file folder containing maps, 
charts and tables giving basic in- 
formation on the Amarillo market, 
its various agricultural and in- 
dustrial segments, population, etc. 
Published by the Amarillo News- 
Globe. 


UTAH 
No. 1169. The Only Complete Story. 


The Rocky Mountain Broadcast- 
ing System, Salt Lake City, has 
issued this folder, showing popu- 
lation, radio homes, retail sales 
and farms for the markets covered 
Ly affiliated stations, with a map 
of the entire area. 


.o. 1170. The Intermountain Net- 
work, 


Information about population, 
r dio homes, retail sales, farms 
id farm income is provided in 
t-ese data sheets for the five 
£-oups of radio stations which 
‘omprise the Intermountain Net- 
\ ork. 


- 0. 1171. 1949 Consumer Analysis. 


This study of consumer buying 
abits, brand preferences, dealer 
istribution and other market data 
-the first of its kind compiled by 
lis Salt Lake City newspaper— 
as been published by the Deseret 
ews. 


VERMONT 
0. 1172. New England Market. 
Figures on population, housing, 
1anufacturing and retail sales for 
‘S area are included in this folder, 
eleased by the Bennington Ban- 
er. 


VIRGINIA 


No. 1173. Retail and Metropolitan 
Trading Area. 


Retail and metropolitan trading 
areas are pictured on this circula- 
tion map, issued by the Norfolk 
Virginian-Pilot and Ledger-Dis- 
patch. 


No. 1174. Statistics. 


Essential data on the Norfolk 
area, as well as maps of the met- 
ropolitan area, wholesale trade 
territory and retail shopping area, 
is included in this release by the 
Norfolk Association of Commerce. 


WASHINGTON 
No. 1175. Seattle Times Consumer 
Analysis. 
This is the Seattle Times’ first 
annual report, for 1948, of con- 


sumer brand preferences, buying 
habits, dealer distribution and 


ownership of appliances in the 
Seattle market. 


No. 1176. A Picture of the Seattle 
Market. 

, Figures on the state of Wash- 
ington by counties, and a compari- 
son of Seattle’s per capita buying 
income with other major markets, 
are provided in this brochure, is- 
sued by the Seattle Times. 


No. 1177. Liquor Sales View of 
Seattle. 

Figures on liquor sales in Seattle 
and the western Washington mar- 
ket are provided in this booklet, 
issued by the Seattle Times. 


No. 1178. Seattle Area Facts and 

Figures. 

Figures and graphs on this data 
sheet, provided by the Seattle 
Times, show business activity in 
Puget Sound, Seattle’s retail and 
wholesale sales, population trends, 


Available Market Data — Local 
To secure copies of data listed, use the handy coupons 


employment, etc. 


No. 1179. Survey of Seattle and 
the Puget Sound Area. 
Information on the six markets 
that comprise the Puget Sound 
area is provided in this booklet, 
released by the Seattle Times. 


No. 1180. Sales View of Seattle. 


Seattle’s comparative ranking 
among the 25 leading U. S. markets 
is shown in this folder, prepared 
by the Seattle Times. 


No. 1181. 1948 New Passenger Car 
Sales and Registrations for 
Washington. 

New car sales for the state of 

Washington, by counties, are listed 

on this data sheet, compiled for 


the Seattle Times. 


No. 1182. 1948 Consumer Analysis 
of the Spokane Market. 


This is the second postwar con- 
sumer analysis of the Spokane 
market, published by the Spokes- 
man-Review and Spokane Daily 
Chronicle, covering foods and 
beverages, soaps and cleaners, 
drugs and toiletries, homes and 
equipment, etc., with comparative 
figures for the ’47 study. 

No. 1183. Facts and 

Figures. 

Data on buying power, retail 
sales, population, etc., is provided 
in this folder, produced by the 
Spokesman-Review and Spokane 
Daily Chronicle. 


Helpful 


EVENINGS 
EARLY EVENINGS 
SUNDAY DAYTIME 
SATURDAY DAYTIME 
WEEKDAY A.M.’s 
WEEKDAY AFTERNOONS 


AVERAGE WOW RATINGS BY TIME PERIOD COMPARED 


WITH NATIONAL RATINGS 


Based on (for WOW) Omaha-Council 
Bluffs, October 1948 thru February 1949 
—CM Report 


wow NATIONAL 

AVERAGES. AVERAGES 
wOTCNVE, Ve 18.7 14.0 
Mf: 4 Ce 15.8 7.8 
enerevnvns 9.7 6.5 
Fae ST 6.5 2.7 
tt kite pe Bey 6.0 4.2 
if entaht h 7.6 6.0 


(For National Ratings) Fall-Winter 
1948-49 (Oct. thru Feb.) Com,rehen- 


sive Hooper Report 


You Buy 


There 2 NO Substitute 
for LISTENERS! 


Strong Listener-Loyalty . . . 590 kilocycles 
. » » NBC and top locally-produced shows 


.. + have done it again! - 


WOW’s 5-month Hoopers are far above 
those of the average station. 


Ask any WOW salesman or John Blair 
man to show you the breakdowns by indi- 
vidual time segments and programs. 


WHEN YOU BUY Wow 


Wik Prove 
the Gest / 


RADIO STATION 


OMAHA, NEBRASKA 
590 KC + NBC » 5000 WATTS 


john J. Gillin, Jr., President & Gen’! Mgr. 
John Blair & Co., Representatives 
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To secure copies of data listed, use the handy coupons 


Ne. 1184. How’s Business? 

Latest figures available on sales, 
income, population, industrial ac- 
tivity, etc., are included in this 
folder, released by the Spokesman- 
Review and Spokane Daily Chron- 
icle. 


No. 1204. Pacific Northwest Broad- 
casters. 

Data on the merchandisable and 
bonus listening areas covered by 
Pacific Northwest Broadcasters in 
Washington, Oregon, Idaho and 
Montana is provided in this bro- 
chure, including population, total 
families and radio homes, retail 
sales, value of farm products, etc. 


No. 1261. State of Washington's 4th 
Market. 
The Tri-City Herald, Pasco, 
Wash., has issued this folder, pro- 
viding figures on retail sales, new 


home construction, etc., in the tri- 
city market of Pasco, Kennewick 
and Richland, located in south- 
eastern Washington. 


WEST VIRGINIA 
No. 1185. Payroll Folder. 


The Huntington Advertiser and 
Herald-Dispatch have issued this 
booklet, listing each of the major 
industrial and wholesale payroll 
days and showing the number of 
employes of Huntington’s leading 
plants and companies. 


No. 1186. The Greater Wheeling 
Metropolitan Area. 
Essential data on the market and 
a coverage map of WTRF and 
WTRF-FM, Wheeling, are included 
in this booklet. 


No. 1187. WTRF and WTRF-FM 


pe 


“ating 


Me od 


@ Retail sales surpassed $252 
million last year.* Over half 
sold on the illinois side where 
the Argus - Dispatch news- 
papers dominate. 


@ Food sales topped $55 million 
last year*, of which 54% was 
sold on the Illinois side where 
the Argus-Dispatch newspa- 
pers give blanket coverage. 


> 


WoW! Im getting 
bigger’ all the 


QUAD CITIES 


... Rock Island, Ill. 
Moline, Ill. 
E. Moline, Ill. 
Davenport, la. 


Four cities almost within 
stone's throw of each other, 
recognized as one unified 
market. 


@ A growing, bustling market 

. over 10,000 population 

increase during the past 12 
months.* 


@ Farm machinery manufactur- 
ing center of the world. 


@ Metropolitan population ex- 
ceeds 231,000.* Nearly 60% 
live on the Illinois side, where 
the Argus-Dispatch newspa- 
pers are read 8-to-1 over any 
other daily paper. 


*Sales Management, May 10, 1949 


@ Your advertising must cover the entire Quad-Cities to do an 


effective selling job... 


and only the Argus-Dispatch news- 


papers thoroughly cover the Illinois side, where nearly 60% 


of the Quad-Cities population 
live. Over 50,000 combined 
newspaper circulation, on the 
Illinois side, without duplication. 


National Rep., The Allen Klapp Co. 


NEW YORK CHICAGO DETROIT 


MOLINE DISPATCH and 
ROCK ISLAND ARGUS | 


Market. . 
Information about the 27 coun- 
ties included in the Wheeling 
region is provided in this brochure, 
issued by WTRF and WTRF-FM. 


No. 1235. Fingertip Facts File. 
Data on population, radio homes, 
retail outlets and sales, the farm 
audience, etc., is provided in this 
file folder, published by Station 
WWVA, Wheeling, W. Va. 


WISCONSIN 
No. 1188. 1949 Milwaukee Journal 
Consumer Analysis. 

This 1949 survey brings up to 
date the accumulated 25-year 
findings summarized in the 1948 
“Silver Jubilee’ consumer analysis 
undertaken by the Milwaukee 
Journal. Data is provided on foods, 
soaps, toiletries, beverages, homes 
and appliances, autos, etc. 


No. 1189. Analysis of Milwaukee 

Market. 

In this folder, the Milwaukee 
Journal has reprinted an analysis 
of its market by the Federal Re- 
serve Bank of Chicago, covering 
income, employment, business 
trends and prospects. 


No. 1190. Population and Families. 

Figures on dwelling units, gains 
in families and the housing short- 
age in Milwaukee and Milwaukee 
County are provided in these data 


sheets, issued by the Milwaukee 
Journal. 


No. 1191. Retail Planning. 

Data on sales, industrial activity, 
prevailing prices, etc., is provided 
in this digest of marketing trends, 
published monthly by the Mil- 
waukee Sentinel. 

No. 1192. The Baby Market in 
Milwaukee. 

Figures on the baby market in 
Milwaukee are provided in this 
brochure, issued by the Milwaukee 
Sentinel. 


No. 1193. The WMAW Market 
Picture. 
Data on radio families, retail 


sales, etc., in Milwaukee County 
and other primary coverage coun- 
ties is included in this folder, re- 
leased by WMAW, Milwaukee. 


1194. A Moot Subject No 
Longer. 

Information about the markets 
covered by the 38 dailies which 
comprise the Wisconsin Hometown 
Dailies is provided in this booklet. 


No. 


No. 1195. Brand Distribution Sur- 
vey in 9 Wisconsin Cities. 
This survey covers branded pro- 
ducts in 42 classifications carried 
by food outlets in Appleton, Fond 
du Lac, Janesville, Madison-Poy- 
nette, Racine, Sheboygan, Green 
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| Bay, Wisconsin Rapids and Belo 


the key station cities of the Wi - 
consin Network. 


No. 1196. Farm Market Analysis. 
County-by-county figures shov - 
ing 1948 livestock population , 
the 44 Wisconsin agricultural cou: - 
ties covered by the Wisconsin Ne - 
work are included in this study. 


No. 1197. Brand Distribution | 
Beer. 

The Wisconsin Network his 
compiled this survey of beer salk s, 
by brand name, in the nine k:y 
cities it serves. 


No. 1198. Figures Tell the Story. 

Data on income, sales, etc., is 
provided in this folder issued by 
the Superior Evening Telegram, 
covering the city and northern 
Wisconsin market. 


No. 1199. First Annual Consumer 

Buying Habit Study. 

Shopping habits, buying prefer- 
ences, ownership of homes and 
autos, etc., are covered in this 
study of the Appleton market, 
compiled for the Appleton Post- 
Crescent. 


1200. Second Annual Con- 
sumer Buying Habit Study. 

In this booklet, the Appleton 
Post-Crescent has expanded its 
study to include the entire city 


No. 
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one, including Neenah, Menasha, 
Caukauna, Kimberly and Little 
‘hute, and providing data on 75 
ood and drug categories, home and 
.uto ownership, home appliances, 
store shopping habits for grocery 
and drug items and clothing, shoes 
and headwear. 


No. 1236. The Madison Market 
Makes Good News. 


This is the eighth annual meas- 
irement of retail sales trends com- 
oiled by the Madison Newspapers, 
inc. The booklet shows sales of 
grocery, drug, men’s wear, depart- 
ment, women’s wear, shoe, furn- 
iture and jewelry stores, and in- 
cludes data on population and ur- 
ban and rural buying power in the 
Madison, Wis., trade area. 


No. 1252. Kenosha, City of Indus- 
try. 

The Kenosha Chamber of Com- 
merce has available a folder full 
of information about this market, 
illustrated by a map and numerous 
photographs. Included is a list of 
the city’s manufacturers and their 
products. 


SOON TO BE PUBLISHED 


Pacific Coast Car Card Market. 
A study to be published by Sept. 
1, detailing all cities served by 
local transit in southern California, 
northern California, Rocky Moun- 
tains and Pacific Northwest, 
served by Western Transit Adver- 
tising, a cooperative group of 
transit advertising operators in 
California, Oregon, Washington, 
Montana and Utah. 

Pacific Coast Outdoor Traveling 
Displays. Detailed coverage data 
on displays on the outside of buses 
and street cars, to be published by 
Western Transit Advertising by 
Sept. 1. Includes maps for all Pa- 
cific Coast metropolitan districts 
and cities with population of 100,- 
000 or more, showing routes and 
coverage. Practically all important 
cities in California, Oregon, Wash- 
ington, Montana and Utah will be 
covered. 

Ready for distribution this fall 
will be a complete new Standard 
Market Data folder for San Diego, 
Cal., or inserts to bring the present 
folder up to date. This will be pub- 
lished by the San Diego Union and 
Tribune Sun, which expects to in- 
clude preliminary business census 
figures and federal census figures 
on a tract basis. 

A Standard Market and Media 
Data folder for Spokane, Wash., 
will be released by the Spokane 
Chronicle and Spokesman-Review 
about the end of July. 

The Cincinnati Post will have 
ready, about July 1, its Grocery 
Product Distribution Study, which 
will show brand distribution of 
numerous classifications of grocery 
products. This study is made in 15 
Seripps-Howard cities annually, 
end information is comparable 
from year to year. 

The Courier, Waterloo, Ia., will 

ave a Standard Market Data 

ider ready for release in July. 

The Grand Rapids Press is 
r adying three maps for publication 
1. the near future. One indicates 

‘holesale drug houses and all re- 
1il drug outlets in the city; the 
econd shows local chain and na- 
onal chain headquarters, and the 
1ird indicates the downtown 
hopping area and primary and 
econdary shopping centers of the 
ity. 

The 1949 R. L. Polk & Co. Con- 
umer Analysis of the Spokane 
Aarket, No. 5 in a series, is sched- 
iled for early September publi- 
‘ation by the Spokane Chronicle 
ind Spokesman-Review. 

The Cedar Rapids Gazette will 
ssue a revised grocery and drug 
oute list on Aug. 1. 

New statistics are being put into 
‘ Grocery Store Directory, Drug 
Directory and Upper Midwest 
Market Guide, scheduled for pub- 
ication some time before Sept. 1 


Ng a 
7 a y 


by the Minneapolis Star and Trib- 
une. 

The News, Saginaw, Mich., will 
have a Standard Market Data 
folder ready for distribution some 
time before Sept. 1. 

The Commercial Appeal and 
Memphis Press-Scimitar will have 
ready, by Sept. 1, Memphis Con- 
sumer Panel Report No. 9, a re- 
port covering the first six months 
of 1949, showing a record of pur- 
chases made by 300 representative 
Memphis families in retail grocery, 
drug, apparel and house furnish- 
ings classifications. 

Grocery Distribution Check, 1949, 
to be published by the Commercial 
Appeal and Memphis Press 
Scimitar on July 1, is a study 
of the per cent of distribution ob- 
tained by various brands in more 
than 50 classifications of grocery 
products. It is based on a study 
of 39 chains and voluntaries, and 
30 independent stores. 

On Sept. 1, Station WLAK, 
Lakeland, Fla., will issue a new 
data sheet, covering city and 


county buying power and other Aiyvailable Market Data—Local 


market statistics for its area. 
The Gazette, Charleston, W. Va.,| To secure copies of data listed, use the handy coupons 
will release, about July 1, a mar- 


ket data folder containing city and Audience, a study conducted an- 
gounty facts and figures. nually by Dr. Forest L. Whan of 


Illinois Daily Newspaper Mar-|the University of Wichita. 
kets will have ready for distribu- 


Now in progress is a new re- 
port, A Study of Grocery Product 
Distribution in 14 Scripps-Howard 


tion, soon after Sept. 1, its 1949 
Illinois Consumer Analysis made SC het) ee RR 
for 42 member newspapers and 

containing information on 57 pro- bd 
ducts in the food, automotive, drug Drug & Cosmetic 
and appliance fields. The study 

consists of 10 volumes. It is the INDUSTRY 

fourth annual analysis, and com- 
parisons are shown for the four- 
year period, as well as information 
on home ownership, rental classi- 
fications, shopping days and a 
total for the 42 markets of the var- 
ious products. 

The Telegraph-Herald, Dubuque, 
Ia., will soon have ready for dis- 
tribution its new Standard Market 
Data folder. 

Station WIBW, Topeka, Kan., 
will have available, some time be- 
fore Sept. 1, the 1949 Kansas Radio 


Covers an industry that is 


not afraid of ° the future. 


Reserve Your Copy NOW 


the 1949 Consumer Analysis of the Philadelphia Market 


Ready soon—The Philadelphia Bulletin’s Fourth 
Annual Consumer Analysis of the Philadelphia 
Market, made on a home-interview basis. Covered 
are consumer preferences and trends on the follow- 
ing subjects: foods, soaps and cleansers, automotive, 
drugs, cosmetics and toiletries, appliances and others. 


Reserve your copy today. 


The Bulletin has four separate publications com- 
plete with market facts available for advertisers and 


their agencies. 


The Bulletin 1949 Consumer Analysis of Metropolitan 
Philadelphia — a brand preference study which this year 
nosed around outside the City of Philadelphia to include 
nearby suburban territory — available soon. 


"The Philadelphia Market"’— a 26-page book that gives all 
available data for the entire retail trading area, dividing the 
city into seven sales areas, and each area into routes. 


Route Lists will be available shortly for grocery stores and 
drug stores in Philadelphia and suburbs. These lists will 
include maps and other descriptive data. 


Directory of Food Distributors and Manufacturers’ 
Representatives in the Philadelphia Area — a 96-page 
book listing officers and buyers of the grocery chains and 
super markets, retail-owned warehouses, wholesalers, volun- 
tary groups and manufacturers’ representatives. 


Yes, The Bulletin can do a job for you market-wise. 
Because The Bulletin has made it its business to K.u0w 
Philadelphians, their likes and dislikes, their buying 
habits and the way they do business. That’s why we've 
made all this information available to you. It’s yours 
for the asking. Just use your letterhead and write: 
National Advertising Department, The Bulletin, Phil- 
adelphia 5, Pa. 


In Philadelphia nearly everybody reac s The Bulletin EVENING AND SUNDAY 
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Available Market Data — Distribution 
To secure copies of data listed, use the handy coupons 


Cities, which tabulates grocery 
products and frozen foods by clas- 
sification and brand, showing the 
per cent of distribution in 14 
Scripps-Howard cities, with a 14- 
city average. The study is ex- 
pected to be ready not later than 
August. 

The Detroit News plans to re- 
lease “The 1949 Picture in Detroit” 
in August, a data book covering 
population, industries, income, 
rentals, types of dwelling, buying 
habits, etc., and including an eight- 


page statistical supplement. 


The Houston Chronicle will is- 
sue, during June, Report No. 2 of 
its Continuing Consumer Panel, 
covering 31 different commodities. 
The panel, for which field work 
is conducted by Alfred Politz, is 
issued on a semi-annual basis. 


Note: Most items listed here are 
available without charge, but not 


all. Those requesting material 
which bears a price will be billed 
at the stated price by the publish- 
ers. 


No. 100. Jewelry Trade Compo- 
sition. 

NJ (National Jeweler) has pub- 
lished a compilation of retailers, 
wholesalers and manufacturers in 
the jewelry, watch, clock and sil- 
verware branches of the jewelry 
industry, the source of which is 
the March, 1949, edition of the 
semi-annual reference book of the 
Jewelers Board of Trade. NJ also 
has available a merchandising sur- 
vey with a graph showing the 
trend of retail jewelry business, 
1929-1948. 


The Largest-Selling mass men’s magazine 


*"* LEGION MAGAZINE 


ABC Net Paid Circulation 
( Period ending December 31. 1948) 


Is “mass magazine” space getting too costly 
for your men’s product budget? 


LOOK AT 
THESE FACTS 


THE AMERICAN 


LEGION 


1. More men read each 100 
copies of the American Legion 


3,031,838 


Magazine than any other ‘‘mass 47") 


magazine,’’ says Starch. 


2. The American Legion Maga- 
sine costs only $1.90 per 1,000 
—less than any other mass 
magazine for men. 


full details to: 


1 Park Avenue 
New York City 


—~ icp Sie 


If these facts intrigue you, 
drop a “collect” wire for 


Mr. Fred Maguire, Adv. Dir. 
American Legion Magazine 


No. 101. Margarine Survey. 

Brand distribution, methods of 
display and sales analysis in 100 
stores in the New York metro- 
politan area selling oleomargarine 
are reported in this study pub- 
lished by Grocer-Graphk’c. The 
survey was made among 151 inde- 
pendent and 13 chain stores in the 
greater New York market. 


No. 102. Cake and Hot Roll Mixes 
Survey. 


Grocer-Graphic has published 
this report on merchandising poli- 
cies, display, brand distribution 
and sales of cake mixes and hot 
roll mixes in 100 stores in the New 
York metropolitan area. The sur- 
vey was made in representative 
stores, including ten chain stores, 
in Manhattan, Bronx, Queens, 
Brooklyn, Westchester, Long Is- 
land and New Jersey. 


No. 103. The 1949 January Review. 


This statistical report on the 
country’s hotels has been pub- 
lished by Hotel Monthly, providing 
an analysis of business trends af- 
fecting hotels. It includes national 
trends in travel; a look at new 
construction; food costs; hotel pay- 
rolls; examples of new products 
for delivery in 1949, and an over- 
all view of the industry and what’s 
ahead. 


No. 104. Keeping Pace with Am- 
erica. 

Domestic Engineering Co., pub- 
lisher of Institutions, has published 
this report on the expanding mar- 
ket for all products used by hotels, 
restaurants, schools, hospitals and 
other institutions. Profusely illus- 
trated, the booklet discusses var- 
ious segments of the institutional 
market and specific problems in 
connection with new construction 
and remodeling. 


105. Plumbing and Heating 
Market Possibilities By States. 


Annual sales quotas for manu- 
facturers of plumbing, heating and 
air conditioning products are furn- 
ished in this brochure, published 
by Domestic Engineering. It shows 
a state by state analysis including 
population, number of dwellings, 
income, value of building permits, 
wholesalers, and plumbing and 
heating contractors, and a review 
of the same statistics for 1940. 
This booklet is available free to 


No. 
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has stability 


with 
Diversified Major Products 


$264 MILLION $36 MILLION 
INDUSTRIAL FARM 
PAYROLL INCOME 
STEEL TEXTILES POTATOES 
CEMENT CLOTHING PEACHES 
MOTOR TRUCKS CIGARS APPLES 
ANTHRACITE FURNITURE CORN 
SLATE MARINE PUMPS WHEAT 
ELECTRONICS APPLIANCES DAIRY CATTLE 
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Retail Trading Zone Population 336,596 


, bce 4 out of 5 buy through © 


The Morning yi 


OALFaL De cata 
suneniome 


* \foatssonge a \ 
eet vebasenst 


\ *TRRALEATOWN 


pe 


National PIE GE pt Coa. 


_ Evening ‘Chronicle 


Advertising Age, May 30, 194, 


manufacturers of products for th - 
plumbing, heating and air cor 
ditioning industries and their ac 
vertising agencies; the price 
$2.50 to all others. 


No. 106. Market Data on the Pu; 
chasing Power of the Butte 
Cheese and Concentrated Mii 
Industries. 


Nearly half of the 100 billio, 
pounds of milk produced annual] ; 
for sale is bought and processed b » 
the creamery products industr: , 
according to this folder issued by 
National Butter & Cheese Journa . 
Figures are given for butte. 
cheese and evaporated milk prc- 
duction, by states, and data on 
methods and equipment, equipme: t 
bought by the industry, and detai's 
about the market for equipment, 
machinery and supplies are shown. 


No. 108. Market Facts on the 
Fluid Milk Industry. 


The continually growing market 
for equipment and supplies is dis- 
cussed in this booklet, issued by 
The Milk Dealer, covering the $4.5 
billion fluid milk industry. It pro- 
vides a quick study of methods, 
equipment and supplies used by 
milk dealers and explains the steps 
from farm to milk bottle at the 
kitchen door. 


No. 109. Advertising and Selling 
to the Allied Process Food 
Plants. 


In this booklet, American Miller 
& Processor analyzes the milling 
plants that use similar methods 
and in many ¢ases identical equip- 
ment in the processing of all types 
of grains and oil seeds—a market 
now spending more than $290,000,- 
000 annually for modernization and 
maintenance. The publication de- 
scribes its editorial approach, and 
coverage of the market. 


No. 110. The Shoe Industry—A 
Review and Preview. 


Graphs and charts illustrate this 
study of the shoe industry, re- 
printed in booklet form from Boot 
& Shoe Recorder, a Chilton pub- 
lication. Production and consump- 
tion figures show the shoe indus- 
try’s position in the national mar- 
ket; total output, compared with 
per capita demand; per capita pro- 
duction by types of shoes, and 
many other details. 


No. 111. Market Study of Office 
Equipment and Business Sta- 
tionery. 

To gauge the market for bus- 
iness machines, bond paper, sound- 
proofing and the many other and 
varied products and types of 
equipment, this study, issued by 
The Office, analyzes the office 
worker population of the country, 
providing new information on the 
number of office workers; the 
classifications into which they fal! 
and the numbers in each, and the 
ratio of office workers to tota 
number of employes in specific in - 
dustries. 


No.- 112. About the $500,000,00) 
Yearly Gift Business. 


New information about the gi’! 
and decorative accessory field 
offered in this report, published b / 
The Gift & Art Buyer, a Geye: 
publication. It covers the entire re - 
tailing field, showing length «! 
time in business, average numb« ° 
of employes, advertising med : 
used most, lines stocked, etc. 


No. 113. A Survey of Televisio 
Guide’s Subscribers in the Ne 
York Television Market. 


Subscribers to Television Guia 
tell what they like and don’t lik 
about programs and personaliti« 
in answers to this survey by th 
publication. A summary shows th 
average reader’s standing (own 
his home and a car); that he want 
more telecasting hours and mor 
programs of specific types; that h 
is influential in the purchase « 
television receivers, and that h : 
home entertaining costs have rise 
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vee the installation of his set. 


sn 


) ». 114. Radio-TV-Electronic Mar- 
ket Analysis. 


Radio & Television News, a Ziff- 
ivis publication, has issued this 
49 market analysis, which is set 
» in eight sections. Vol. 1 con- 
ins an over-all picture of the 
mmunications industry, with fig- 
es on production and sales, em- 
yyment, the industry’s growth, 
d an analysis of readership of 
|e publication. The other seven 
ctions contain a wealth of in- 
rmation on the various segments 
the market: manufacturers; 
nolesalers and distributors; deal- 
s; service men; amateur and 
ortwave listeners; communica- 
yn, and schools, instructors, stu- 
ients, technicians. 


i a in a. ee 
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115. Market Study of the 
Photographic Industry. | 


This analysis, published by Ziff- 
Davis Publishing Co., covers the 
amateur and professional levels of 
photography. It shows ownership 
of individual types of still and 
movie cameras, accessories, dark- 
room equipment; purchase expect- 
ancy of still and motion picture 
cameras, accessories, darkroom 
equipment, film, flash bulbs, chem- 
icals and printing paper. 


No. 


116. Pharmacy Around the 
World. 


This is a year-end roundup of 
conditions in the overseas drug 
trade and industry from key coun- 
tries throughout the world, show- 
ing how the pharmaceutical in- 
dustry four itself at the begin- 
ning of 1949. The material was 
gathered by McGraw-Hill corres- 
pondents, and was the feature 
article in the January, 1949, issue 
of Pharmacy International, pub- 
lished by McGraw-Hill Interna- 
tional Corp. 


No. 


No. 117. International Directory of 


Agents and Distributors for 
Pharmaceutical and Allied 
Products. 


This directory, published by 
Pharmacy International, lists man- 
ufacturers’ agents and distributors 
for drug products, with the firms 
they represent in export markets 
outside Latin America. The price 
is $5 a copy. 


No. 118. Latin American Directory 
of Agents and Distributors for 


Pharmaceutical and Allied 
Products. 
El Farmaceutico, a McGraw- 


Hill International publication, has 
published this directory, which 
lists, territorially, agents aid dis- 
tributors for U. S. drug and phar- 
maceutical products, with the 
names of the U. S. manufacturers 
they represent. The price is $5 
a copy. 


No. 119. When to Buy, When to 
Sell. 


Yports Age has published this 
J: nuary-December chart for re- 
ta. lers, jobbers, and manufacturers 
in the sporting goods industry to 
ht \p them formulate sales and ad- 
vi rtising plans to coincide with 
pb ak buying periods. 


N.. 120. Latest Developments in 
the Record Industry. 

Record Retailing has published 
t's report on the record industry, 
\ lich cites the physical and tech- 
al changes which have taken 
ice since the early days of the 
lustry; discusses the three avail- 
le systems of phonograph repro- 
© ction and a comparison of prices. 

1 appendix lists manufacturers 

d the types of players they make. 


121. Geyer’s Topics Market 
Survey. 

Buying and selling habits, mer- 

‘ .andising practices and sales vol- 

ne of independent retailers of 

¢ fice equipment and stationery 


are covered in this report of a sur- 
vey, published by Geyer’s Topics. 
Graphs and charts help illustrate 
the material. 


No. 122. Inside Dope. 


Potential new markets in re- 
frigeration and air conditioning 
are reported in this survey pub- 
lished by Air Conditioning and Re- 
frigeration News. It discusses the 
farm market, household, industrial 
and commercial installations. 


No. 123. 1948 In Review. 


A review of the baking industry 
in 1948 and what bakers see for 
this year are reported in this book- 
let, reprinted from the January, 
1949, issue of Bakers’ Helper. Sales, 
profits and production, wholesale 
and retail bakers’ production plans 
and other industry problems are 
discussed. 


No. 125. Highlights of Baking In- 
dustry Readership Survey. 
How bakers rate advertising as 

against editorial content; why ads 


are read (to keep generally in- 
formed; for specific information, 
or when in the market to buy), 
and what copy appeals are most 
effective in advertising to bakers 
are some of the questions answered 
in a Bakers’ Helper survey, the 
highlights of which are reported 
in this folder. 


No. 126. Second Annual Statistical 


Available Market Data — Distribution 


To secure copies of data listed, 


use the handy coupons 


Section. 


Reprints of the second annual 
statistical section, published in the 
April, 1949, issue of American 
Brewer, are available at $1.50 a 
copy. The study contains detailed 


data on beer sales and consump- 
tion by states and months for 1948, 
as well as figures on sales by states 
for the past ten years and by years 
back to 1863. A feature of the re- 
port is a breakdown of beer con- 


Reaching A Large Group Of Young Men 
with NO WASTE READERSHIP! 


400 SIXTH STREET N. W.; 


ul Guardsman 


WASHINGTON 1, D. C.. 
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SEATTLE 
TIMES 


LY THE SEATTOR: TUME 


SEATTLE is BIG! 544,945 people live in 


_. the ABC city zone. Sales Management 
' _ _.. says per capita effective buying income is 
$2,050. Seattle is among the first 15 markets 
in America. You will sell this fabulously 


* SEATTLE. 


NEWSPAPERS 


Sundéy Gnalysis shows 


similar results. 


rich market by concentrating advertising 
in The SEATTLE TIMES alone! Note the 
chart above... the result of a recent sci- 
entific study of circulations. Positive proof 
that The TIMES covers Seattle like a tent! 


THE 


, SEATTLE 
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Available Market Data — Distribution 
To secure copies of data listed, use the handy coupons 


sumption for 1948 into the amount 
brewed in each state and the 
amount shipped into each state. 


No. 127. Facts in Food and Gro- 
cery Distribution. 


Progressive Grocer has published 
this 24-page folder, which reports 
the highlights of the publication’s 
annual survey of food and grocery 
distribution. It covers sales and 
number of stores, including gro- 
cery and combination stores, inde- 
pendents, chains, specialty stores; 
characteristics of independent gro- 
ceries; growth of self-service in in- 
dependent groceries; a study of op- 
erating expenses, margins and 
profits of 21 selected midwestern 
self-service markets; a table show- 


ing order of preference for dis- 
play materials in self-service 
stores, and many other details. 


No. 128. The Variety Market Re- 
ference Guide and Market Map. 


Variety Merchandiser has issued 
its 3rd annual study of its field, 
giving figures on the size and 
scope of the $5 to $1 market and 
a map showing state and sectional 
distribution of variety chain and 
independent stores and location of 
buying offices of major chains. The 
brochure also analyzes the publi- 
cation’s editorial policy and cover- 
age. 


No. 129. Data File, Arizona Bev- 


erage Journal. 

Tourists, building, mining, agri- 
culture and livestock, manufactur- 
ing and conventions are listed in 
this folder as Arizona’s big busi- 
ness, and Arizona Beverage Jour- 
nal catalogs these industries and 
provides figures to show sales po- 
tentials in the market. 


No. 130. Some Quick Facts About 
Hardware Age and the Hard- 
ware Market. 

Hardware Age has published this 
booklet, based on latest figures 
from the Department of Commerce 
and the publication’s own files. 
With charts, maps and graphs, it 
presents data on the size and lo- 
cation of the hardware market, as 
well as information on the whole- 
saler-to-retailer channel of distri- 
bution, annual sales of the retail 
trade, and the small town and 


Te you were an actress- 


BECAUSE 


“You owe it to your audience” to answer the questions 
about Who? What? Where? and When? asked by some 
200,000 theatre-goers this week. 


Artwork courtesy *“*Lend an Ear” 


If your business is selling “you owe it to your 


audience” to answer the same questions about 


your products—and where better than in 


The Playbill? 


* Julius Kayser & Co., manufacturers and sellers of Hosiery, Gloves & 
Lingerie for women. Over 25 years an advertiser in The Playbill. 


INCORPORATED e 


PLAYBILL, 


108 WOOSTER ST. 


you'd want The PLAYBILL 


(if wc may borrow from one of its advertisers—*Kayser) 


e New York 12, N. Y. 


large city market. 


No. 131. Market Data on the Ice 
Cream Industry. 

Ice Cream Review’s market data 
file contains a flow chart showing 
the different processes in the com- 
mercial production of ice cream 
and various kinds of equipment 
used. Photographs of typical in- 
stallations in ice cream manufac- 
turing plants illustrate the explan- 
ation of processes and equipment, 
and the booklet includes a list of 
equipment purchased by the ice 
cream industry. 


No. 132. Data for Supply Salesmen. 


Market data for salesmen who 
sell to creamery products plants, 
ice cream manufacturers, and/or 
milk dealers is given in this book- 
let, published by Olsen Publishing 
Co., publisher of National Butter & 
Cheese Journal, Ice Cream Review, 
The Milk Dealer and Dairy Indus- 
tries Catalog. The booklet reports 
on the scope of the dairy products 
industries’ market—employment, 
production, equipment used—and 
contains a section on how sales- 
men can make use of trade publi- 
cation advertising to sell more 
goods. 


No. 133. A Building Empire of Its 
Own. 

Western Building has published 
this profusely illustrated brochure, 
which, with. data on population 
growth and increased home build- 
ing in the West, shows the sales 
potential in the home building and 
building material field. 


No. 134. The Northwestern Miller 
Almanac Number. 

The 1949 Almanac Number, pub- 
lished as Section 2 of the April 26, 
1949, issue of The Northwestern 
Miller, contains departments with 
data arranged under the headings: 
Flour, Baking, Grain, Feeds & 
Foreign. Each heading covers a 
wealth of itemized and tabulated 
material; for instance, under Flour 
come packaging laws; production; 
exports and imports, and world 
import duties. Under Baking: state 
baking laws; industrial movie list; 
list of baking schools; census re- 
ports, and list of largest bakeries. 
The book is available at $1 a copy. 


No. 135. The Independent Grocer 
—Report No. 3. 

This is the third of a series of 
reports sponsored by Curtis Pub- 
lishing Co. and National Associa- 
tion of Retail Grocers. Compari- 
sons with the two previous reports 
(No. 1, November, 1944, and No. 
2, June, 1946) are incorporated, 
helping to plot trends. All grocers 
participating in the study are 
members of the NARG. Findings 
cover ownership and management; 
sales volume; location by city size; 
self service; credit; sales to farm- 
ers, and many other subjects. 


No. 136. Children of Each Age As 

of Jan. 1, 1949. 

Infants’ & Children’s Review 
(Haire Publishing Co.) gives, in 
this folder, its estimate of boys 
and girls of each age up to 16, as 


of Jan. 1, 1949. 


- THE WACO NEWS-TRIBUNE 
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Is LARGER than the 
STATE of IOWA! 


WACO’S Per Family 
Income is $4,779 


Morning 


‘@ THE WACO TIMES-HERALD 


Evening 


National Representatives 
BURKE, KUIPERS 
’ & MAHONEY 
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On Sunday It’s 
THE WACO TRIBUNE-HERALD 
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No. 137. How Do You Plan Yo ir 
Sales? 

Markets by states and regic is 
are estimated in this folder, issu +4 
by Cosmetics & Toiletries, a Ha re 
publication. 


No. 138. Market Map for 1948. 

Still current is this breakdov y 
of potential business by stats, 
published by Corset & Underwe ir 
Review (Haire). 

No. 139. Housing—Your Major 
Market for 1949. 

This state and regional market 
indicator for home furnishings has 
been published by Home Furnish- 
ings Merchandising (Haire). 


No. 140. How Retailers and Their 
Customers Select Upholstered 
Furniture. 

Published by Home Furnishings 

Merchandising. 


No. 141. In 97 Out of 100 Cases. 

How dealers determine the brand 
of floor coverings each customer 
buys is shown in this study issued 
by Home Furnishings Merchandis- 
ing. 


No. 142. The Growing Market for 
Garden Supplies and Acces- 
sories. 

This study, issued by House 
Furnishing Review, shows what 
department and hardware stores 
carry in the line of garden acces- 
sories (Haire). 


No. 143. Today’s Housewares Mar- 
ket. 

’ A timely report of the potential 

in housewares, published by House 

Furnishing Review. 


No. 144. The Major Appliance Mar- 
ket. 
This dealer study on the appli- 
ance market has been published by 
House Furnishing Review. 


No. 145. Operation 49. 

This study, issued by House 
Furnishing Review, shows markets 
indicated by state and region. 


No. 146. Market Map. 

Linens and Domestics (Haire 
Publishing Co.) has issued this in- 
dicator of potential quotas. 


No. 147. Survey of Foreign Linens 
and Decorative Linens. 
This study is available from 
Linens & Domestics. 


No. 148. Seating Requirements for 
Hotels and Restaurants. 
Ahrens Publishing Co. has 

issued this report of a survey 

covering hotels and restaurants in 
various size groups, showing price 
groups of chairs purchased, ma- 
terial, location, and factors co- 
sidered important in buying chairs. 


A HOME OF YOUR ‘OWN 


Write for details 
Practical Builder + Building Supply New 
5 South Wabash Ave., Chicago 3, Ill. 
For other important building industry 


messages see pages 48 and 61 
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ho. 149. Flooring Study. 


Figures from the American Ho- 
t | Association, representing the 
percentage of basic floor materials 
, use by its membership, have 
teen put together in this study, 
sued by Ahrens Publishing Co. 


ho. 150. Floor Machine Market in 
Hotels and Restaurants. 


This survey published by 
Ahrens Publishing Co. covers floor 
areas in (1) 8,000 hotels of 50 
rooms or more in the U.S., and 
(2) 40,000 restaurants doing a total 
business in excess of $50,000 an- 
nually. 


No. 151. The Hotel Market for Bus- 
iness Machines. 


Types of business machines and 
the number in use are shown in 
this Ahrens Publishing Co. survey, 
covering hotels of 50 rooms or 
more. 


No. 152. The Restaurant and Hotel 
Market for Kitchen Equipment 
and Refrigeration. 


Sectional as well as national 
data is provided in this market 
study, published by Ahrens Pub- 
lishing Co. The study shows an 
over-all picture of the market; 
trade channels from manufacturer 
to restaurants and hotels; principal 
buying factors (whom to see); 
best time to call, and information 
on what managers and chefs want 
to know about the equipment they 
buy. 


No. 153. The Restaurant and Hotel 
Market for Food. 


Highlights of the market, annual 
food purchases, who buys, when to 
sell to food executives, and many 
other subjects are covered in this 
food market survey, issued by 
Ahrens Publishing Co. 


No. 154. The Hotel and Restaurant 
Laundry Market. 


Machinery and supply require- 
ments for laundries of various 
sizes; a breakdown by size; the 
hotel laundry bill; present market 
for supplies and equipment, and 
two case histories of hotel laundry 
operations are contained in this 
survey, published by Ahrens Pub- 
lishing Co. 


No. 155. Survey of Drinking Habits 
in Top Rated Hotels and Res- 
taurants. 


It should be remembered, this 
Ahrens survey points out, that, 
unlike usual consumer drinking 
records, these ratings are tempered 
by convention business, since at 
convention banquets, guests’ 
choices are usually limited, there- 
by raising the ratings of the drinks 
served. The report shows the most 
popular drink among hotel and 
restaurant customers; the most 
popular poured brands (served 
when customers don’t specify 
brand); number of bar customers 
Served daily; most popular types 
0! drinks, and wines stocked, by 
type and brand. 


No. 156. Survey of Towels and 
Other Hotel Guest Room Linen. 


_ Replies from 17 states to a ques- 
t nnaire on linen purchases, im- 
bp rtance (or not) of brand labels, 
P \ces, average life of towels, and 
li ventory carried per room on the 
Vv rious types of guest room linen 
ae reported in this Ahrens Pub- 
) hing Co. survey. 


>. 157. Hotel and Restaurant 
Market for Automatic Ice 
Cubes. 


Pounds used, summer and win- 

' °; price; quantity of other types 
ice used; opinions on ice ma- 
nes and other details are re- 
rted in this survey published 
Ahrens Publishing Co. 


! >. 158. Selling to Restaurants and 
Hotels. 


Statistical data in this booklet 


as 


show the sales potentials in the 
restaurant and hotel field. Pub- 
lished by Ahrens. 


No. 159. Annual Market Study— 

Chain Drug Field. 

Chain Store Age has published 
this study showing drug sales, 
1948; number of chains of three 
stores or more, and stores oper- 
ated; percentage of total retail 
drug business done by chains, and 


‘TO OBTAIN MARKET DATA USE THIS COUPON 


' Readers’ Service Dept., ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 


percentage of sales by depart- 
ments. 


No. 161. Super Business from Su- 


per Markets. 
This booklet, whick provides a 


definition and short history of the oe, tks ee ee uin sedate bh babanses be cg deateeensseeeveceene MD: ane Gcikeadassvevcersateuue 


chain supermarket grocery busi- 
ness, including a graphic study of 
commodities sold, is designed as 
an aid to food manufacturers in 

: ‘ : Address 
measuring their potential business 
in this market. Published by 
Chain Store Age. 


ee 


No. 160. Chain Variety Store Mar- 
ket Study and Map. 


This study, issued by Chain| chains for 1948 and for nine pre- 


Store Age, shows sales of 11 major| vious years; sales of sectional; by departments. It also includes 
| chains and percentages of sales| information on how chains buy 


A GOOD CONNECTION... 


. . . is a must in electrical construction. Your 
perfect connection with the Electrical Contract- 
ing Industry is Qualified Contractor. 


. . » Qualified Contractor leads its field in consistent and important 
gains in coverage and advertising volume. It covers completely 
the concentrated field of the employing electrical contractor 
whose business volume approaches $1,500,000,000 annually. Its 
advertising space has doubled in two years; its circulation tripled. 


Origin 


Established in 1939 
by the National Electrical Contractors 
Association the membership of which 
demanded a publication with an edi- 
torial objective devoted exclusively to 
Electrical Contracting. 


Objective 

To serve the Electri- 
cal Contracting Industry with educational 
material so as the enhance the qualifi- 
cation of stable electrical contractors, 
enabling them to do a greater volume 
of work better, and to help them obtain 
a greater volume of profitable business. 


The Market 


Based on volume re- 
ports of members and on payroll assess- 
ments in connection with the industry- 
wide pension program—the only accurate 
gauge of scope and activity of the 
industry—electrical contractors in 1948 
performed an aggregate business volume 
of approximately $1,500,000,000. Of this 
amount more than $1,300,000,000 was 
done by the employing electrical con- 
tractors—those stable enough to employ 
skilled workers to do the work. These 
are the business men electrical contrac- 
tors. There are approximately 9,000 em- 
ploying electrical contractors in the 
United States. An analysis of 7,582 of 
them shows that during the first quarter 
of 1949 they did business at the annual 
rate of $1,175,000,000. They hired an 
average of 78,060 skilled mechanics. 
A current survey by the NECA Research 
Department indicates that today a much 
greater part of the contractor's business 
is in material and equipment. This is 
significant. The M/L ratio (material- 
labor) is now about 60 per cent ma- 
terial; 40 per cent labor on the average 
job. On maintenance the ratio is much 
lower. On some types of electrical con- 
struction, such as transformer substa- 
tions, the material part is 89 per cent 
of the base cost. NECA Research De- 
partment estimates that at the end of the 
first quarter of 1949 electrical contrac- 
tors were buying electrical material, 
equipment and apparatus at the annual 
rate of $700,000,000. This includes about 
140,000 items for industrial, commercial, 
residential, line, sign, motor repair, 
marine, lighting, electronic and atomic 
applications. The function of the elec- 
trical contractor is to design, procure 
materials, equipment and apparatus, ex- 
pedite, schedule, supervise installation, 
test and guarantee and service electrical 


installation whatever the type. 


Outlook 


The NECA Research 
Department anticipates that the demand 
for electrical construction — new, mod- 
ernization and repair—will be at a high 
level—almost full employment—for_ the 
next five years at least. Particularly is 
this true of line construction. The de- 
ficiency in generation and transmission 
facilities is acute. Sharp readjustments 
are taking place and bids are lower. 
Heavy industrial and_ residential con- 
struction is off as much as 15 per cent 
compared to 1948 levels. Public con- 
struction is rising. Light commercial 
building is booming. Total new building 
volume of $15,000,000,000 is in pros- 
pect for 1949 with $7,000,000,000 ad- 
ditional for alterations and repair. The 
1949 electrical work involved should 
total $1,350,000,000. A slight downward 
trend is shown in a NECA Research 
Department analysis showing employ- 
ment in the industry for the first quarter 
of 1949 down 5 per cent compared to 
the last period of 1948. 


Editorial Policy 


Qualified Contractor 
is edited for all specialty branches in 
the industry. Articles deal with sales 
promotion, performance, how, why, 
analysis, method and research. Through 
QC is disseminated the production of the 
NECA Research Committee. Often a 
single page of editorial represents an 
investment of several thousand dollars 
and many years of data records. Special 
Departments include Business Promotion, 
Line Construction, Technical, Labor and 
New Products. QC is published by the 
Public Relations Department of NECA. 
The editor is public relations director 
of NECA and also secretary of the 
NECA Business Promotion Committee 
which has functioning branches in each 
of ‘the Association’s 80 chapters. Any 
net gain resulting from the operation 
of QC is retained in the Public Relations 
Department for direct expenditure on 
industry posse. including adequate 
wiring, the guarantee certification pro- 
gram, institutional advertising and pub- 
lic relations activities. 


Complete Coverage 


The electrical con- 
tracting industry operates a pension pro- 
gram for its workers. This is support 
through a payroll assessment. Last year 
Qualified Contractor shifted its circula- 
tion policy from a paid basis (ABC) 
to controlled (CCA) so as to reach all 
of the employing contractors revealed 


through the operation of the pension 
program. There were in April, 8,139 
employing contractors receiving ‘ 
Others are added as quickly as data is 
assembled. Since these contractors re- 
port each week, an immediate and con- 
tinuing check is possible. Those leaving 
the industry are dropped immediately 
—no waiting a year or more for a sub- 
scription to expire. The change to con- 
trolled circulation also was made to per- 
mit a more accurate description of the 
character of QC circulation. The rigid 
ABC. classification lumped contractors 
with “their employees.” That gave an 
apprentice the same standing as the 
head of a contracting firm buying a 
half million dollars worth of materials 
a year. In QC controlled circulation “con- 
tractor” means what it says—one stable 
enough to employ skilled men. No curb- 
stoners and dabblers in QC circulation. 


Perforation 


An evidence of sharp 
readership is the fact that the NECA 
Board of Governors at the last Conven- 
tion directed that the. pages of QC be 
perforated so that wd could easily 
remove articles and advertisements for 
reference and filing in their looseleaf 
work and data books. Each page of QC 


is perforated. 


Pacific Coast Edition 


To better serve read- 
ers and advertisers in the Pacific Coast 
region, a Pacific Coast Edition is issued. 
Editorial is devoted exclusively to that 
region. A regional office with a Pacific 
Coast editor is maintained. Rates are on 
the basis of coverage of a highly selective 
regional field of more than 2,000 elec- 
trical contractors. 


PAGES OF ADVERTISING 
° Dec,1947 April, 1948 Dec,1948 April, 1949 
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Write for QC FACT SHEETS. If you are 
a supplier of electrical materials, equip- 
ment, or apparatus, or an agency serv- 
ing such a supplier, we invite your 
request to be added to the list to reccive 
the QC JOINT VENTURE, a monthly 
news letter of business significance in 
the electrical contracting industry. 


QUALIFIED 
CONTRACTOR 


610 Ring Building 
Washington 6, D. C. 
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To secure copies of data listed, use the handy coupons 


and sell; comparative value of 
various types of displays and how 
their effectiveness may be in- 
creased; advertising appeals used 
successfully by manufacturers to 
sell to chains, and a map showing 
the number of chain variety stores 
by states and in about 200 princi- 
pal cities. 


No. 162. The Top of the Fountain- 
Restaurant Market to You! 


A market study of the billion- 


‘dollar chain fountain-restaurant 


market, giving approximate num- 
ber and type of restaurants oper- 
ated by chains; total sales in 1948 
for food, beverages and equipment, 
a study of management, buying 
influences, buying procedure and 
merchandising techniques. Pub- 
lished by Chain Store Age. 


No. 165. A Detailed Study of the 
Vending Machine Industry. 

A look at the market for vend- 
ing machines and the products 
sold through them is provided in 
this study, based on Department of 
Commerce data and surveys by 
the staff of The Billboard and 
Vend, published by Billboard Pub- 
lishing Co. Candy, tobacco and 
beverages, the three pioneers in 
automatic merchandising, are cov- 
ered in detail in the study, and 
gains are reported in new fields. 
The current status and market po- 
tential, a description of terminol- 
ogy, service machines, locations 


and the market in general are in- 
cluded. 


No. 167. Fourth Annual Fashion 

Brands Survey. 

Fairchild’s research department 
has prepared a summary of a sur- 
vey which was made to measure 
the position of branded and un- 
branded merchandise in the 
women’s wear and footwear fields 
at the retail level and to determine 
how it is promoted. This is the 
fourth survey in a_ continuing 
study. 


No. 168. Survey of Operating Ex- 

perience of Men’s Wear Stores. 

A reprint of a report prepared 
by Dr. Charles M. Edwards Jr., 
dean of the School of Retailing, 
New York University, and spon- 
sored by Men’s Wear. The fourth 
of a series, it indicates the trend 
in operating practices, showing, 
with tables and text, a picture of 
operating expenses; sales; rate of 
stockturn; status of inventories; 
payroll; rent, advertising and other 
details. 


No. 169. Ninth Annual Fall & Win- 
ter Clothing Survey. 


Men’s Wear has issued this study 
based on replies from leading re- 
tailers in 150 cities of various sizes 
throughout the U. S. It shows style 
trends, per cent of sales of fall 
and winter suits, by patterns, U. S. 


sales by fabrics and patterns, and 
figures and comments on other 
details. 


No. 170. Heavy Outerwear Survey 
for 1949. 


Men’s Wear (Fairchild) has is- 
sued this study, designed to deter- 
mine the most significant trends in 
heavy outerwear. It analyzes fac- 
tors such as price, style, color, 
sales and stocks for leather jackets, 
cotton shell coats and jackets, 
woolen coats and jackets, pea 
coats, cruisers, jack-shirts and 
mackinaws. The study is based 
on personal interviews with men’s 
clothing buyers and retailers 
throughout the U. S. 


No. 171. Bottlers’ Sales Manual. 


This 336-page manual, published 
by National Bottlers’ Gazette, is 
described with justification by the 
publisher as “the most compre- 
hensive book on beverage mer- 
chandising, marketing and adver- 
tising ever published.” Its 12 chap- 
ters cover economics of the in- 
dustry; consumer relations; the 
distribution pattern; sales man- 
agement; sales training; market 
research; advertising and promo- 
tion; public relations and publi- 
city; trademarks and food laws. 


No. 166. Fur Survey for 1949. 
Women’s Wear Daily has pub- 
lished this summary of the fur 
market, showing today’s trends, 
with special emphasis on the price 
structure of all important furs. 
Prepared by the research depari- 


average, 1948; regional figures on| ment of Fairchild Publications. 


HOW 70 SELL the 2 BILLION DOLLAR 


Office Equipment and Supply Industry 
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OFFICE APPLIANCES ... to promote your sales 
story every month. OFFICE APPLIANCES will place 
your message before the important distributors in 
commercial stationery, business machines and of- 
fice furniture throughout the U. S. and over 70 
foreign markets. A net paid circulation that is 
50% greater than any other publication in the 
field will guarantee the greatest effectiveness for 


your advertising. 


< 


OA BUYERS INDEX .. . to supply complete infor- 
mation and specifications about your products to 
the retail distributors. By placing your catalog or 
catalog-type copy in this recognized reference vol- 
ume, you will reach the trade at just the time 
when they are planning their orders. A proven 
advertising bargain, the OA BUYERS INDEX can 
keep your message at the buyer's fingertips the 


year around at little cost. 


Send for... the free 
booklet containing mar- 
ket data and information 
on the distribution chan- 


nels of the office equip- 


600 W. Jackson Blvd. 


OFFICE APPLIANCES 


Chicago 6, Ili. 


No. 172. The Story of Soft Drinks. 

National Bottlers’ Gazette pro- 
vides, in this brochure, a review 
of the bottled soft drink industry— 
its operation, sales and other sta- 
tistics—and its market potentiali- 
ties. 


No. 174. American Brewer Statis- 
tical Section. 


Beer sales and consumption by 
states and months for 1948 are 
contained in American Brewer's 
16-page statistical section, pub- 
lished with the April issue and of- 
fered separately at $1.50 per copy. 
Data also shows the amount of 
beer brewed in each state and the 
amount shipped in, as well as an- 
nual sales back to 1863. 


No. 175. Merchandising Operations 
of Gift and Decorative Acces- 
sory Retailers. 


Gift and Art Buyer shows in this 
report, based on a survey of do- 
mestic retailer subscribers, the 
types of merchandise carried and 
merchandising practices followed 
by U. S. retailers of gifts and 
decorative accessories. 


No. 176. The Variety Market. 

In this third edition of “The 
Variety Market,” Variety Mer- 
chandiser shows the size and 
scope of the 5¢ to $5 variety store 
market, buying procedures and 
trends in department sales, and, 
through a market map insert, the 
state and sectional distribution 
of variety chain and independent 
stores, per cent of national variety 
retail sales by states and sections, 
compilation of stores of the 13 
major variety chains, locations of 
buying offices and directory of 
buying and district offices. 


No. 178. Farm Equipment Jobbers 
and Manufacturers’ Agents. 
Farm Implement News has is- 

sued this list of 500 jobbers and 
manufacturers’ agents who call on 
implement dealers. The listing also 
includes data on the type of rep- 
resentation offered by each firm 
and individual. 


No. 179. Facts & Figures Supple- 
ment. 

In this 40-page folder, Farm 
Implement News provides figures 
on production and sales on all kinds 
and types of farm equipment in 
1947 and in recent years, and in- 
cludes an estimate of tractors on 
farms by types and by states as 
of July 1, 1948. 
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No. 180. Your Market in the R>- 


tail Meat Industry. 

Meat Merchandising has issu <¢ 
this study which measures * j¢ 
market for fixtures and equipm: 1 
among independent food store < )- 
erators, establishes the volume >f 
business handled, and shows h: w 
many sell foods other than fre ;h 
meat. Data is based on 2,054 1 >». 
plies to a questionnaire and 5 50 
store interviews. 


No. 177. Variety Merchandiser ])i- 
rectory of the Variety Mark-t. 


Variety Merchandiser has just 
published this complete directcry 
of the variety field, which sells at 
$10 per copy in the U. S. and 
Canada. 


No. 181. Your Market in the Frozen 
Food Locker Industry. 

This survey of the buying habits 
and intentions of 10,715 frozen 
food locker managers in the U. §. 
has been published by Locker 
Management. Data is included on 
the sale of packaged frozen food 
and home freezers, source of pur- 
chases, etc. 


No. 182. Appliance-Radio Dealers 
Costs of Doing Business. 

This study, conducted for the 
National Appliance and Radio 
Dealers Association, presents com- 
parative figures of operating cost 
and profit ratios for 1947 and 
1946, covering a national sample 
of appliance and radio dealers, 
and shows store-size as well as 
geographic breakdowns of the ex- 
pense and profit ratios. Published 
by Snyder Business Research Re- 
ports. 


No. 184. Curtain and Drapery De- 
partment Market. 

A survey of buyers in depart- 
ment stores, furniture stores and 
drapery shops is reported in this 
brochure, which shows the various 
types of merchandise stocked by 
the stores’ curtain and drapery de- 
partments. An analysis of the re- 
plies to a previous survey made 
by Curtain & Drapery Department 
(Hall Publishing Co.) indicates 
what information buyers want 
from manufacturers about their 
products. 


No. 183. National Trends in De- 
partment Store Sales of 42 
Merchandise Lines, 1935-48. 

Snyder Business Research Re- 
ports has published this study, at 
$15 per copy, containing estimates 
of total U. S. department store 
sales of 42 merchandise lines, in 
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AM 5,000 w FM 47 Kw. 
1420 Ke, 103.7 Me, 


the No. 1 Network 


The November 1948 Conlon Survey 
shows WOC First in the Quad-Cities 
in 60 percent of Monday through 
Friday quarter-hour periods. WOC’s 
dominance among Quad-Cities sta- 
tions brings sales results in the rich- 
est industrial market between Chi- 
cago and Omaha... Minneapolis and 
St. Louis. Complete program dupli- 
cation on WOC-FM gives advertisers 
bonus service. 


| Col. B. J. Palmer, President 
Ernest Sanders, Manager 
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t tal, and line-by-line, annually 
35 through 1947, with percent- 
a-e change indications for 1948; 
e timates of total U. S. market 
les of all 42 lines annually, 1935- 
47, with related department store 
arket position percentages; com- 
itations of annual rates of sales 
‘owth in department store sales, 
y lines, for 1935-47, and de- 
urtment store sales indexes, by 
nes, based on dollar sales esti- 
ates and keyed to the year 1940 
a base. 
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No. 185. Statistical Data, Tractors 
and Farm Equipment. 


Implement & Tractor has re- 
printed statistical data which ap- 
peared in the publication’s 11th 
annual statistical number, con- 
taining county and state figures, 
including data from the 1945 Cen- 
sus of Agriculture and I&T’s esti- 
mates covering number of tractors, 
motor trucks and passenger cars 
on farms and potential farm buy- 
ing power, all on the county level. 
State figures include the publi- 
cation’s estimates on number of 
farms equipped with running 
water. 


No. 186. Pulse of the Farm Equip- 
ment Industry. 


Implement & Tractor publishes 
a monthly bulletin of this title, 
which reports on number of trac- 
tors produced, volume of retail 
sales of farm equipment and farm 
income for the previous month. 
It includes a composite index re- 
flecting business activity in the 
industry. 

No. 187. The Grocery Market of 
French Canada. 


L’Epicier (The Grocer), a Mac- 
lean-Hunter publication, has is- 
sued this data book on grocery 
sales in Quebec Province among 
French-Canadian retailers. In- 
cluded is a wholesale sales index 
for the past nine years; shopping 


‘habits of Quebec housewives; im- 


pulse buying in food stores, and 
comments from dealers on French- 
language advertising. 


No. 188. French Canada’s Hard- 
ware and General Store Mar- 
ket. 


Le Prix Courant (Maclean-Hun- 
ter) has published this study of 
the retail market in Quebec Prov- 
ince for hardware, electrical ap- 
pliances, paint and general mer- 
chandise. It includes. a wholesale 
sales index for the past nine years. 


No. 189. Impulse Buying in Cana- 
dian Food Stores. 


This folder, issued by Cana- 
dian Grocer (Maclean-Hunter), 
reports on a 1948 survey in self- 
service food stores, showing that 
impulse buying accounts for more 
han 40% of total sales. The report 
ves details on 20 major food 
ines, showing what customers 
anned to buy, what unplanned 
irchases they made, and what 
reentage of total purchases they 
rade in each line. 
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». 190. The Canadian Hardware 
and Electrical Appliance Mar- 
ket. 


Hardware & Metal (Maclean- 
inter) gives the number of re- 
ilers and the sales volume of the 
inadian hardware and electrical 
ide. An H&M survey shows re- 
: onal sales of various types of 
‘ ectrical appliances in Canadian 
irdware stores. 
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» 191. Merchandising Report. 


Condensed facts and figures 
out Canadian retail business 
nditions in the fields served by 
e ten Maclean-Hunter merchan- 
sing publications are provided 
this bulletin, published monthly. 
gency personnel and national ad- 
ertisers may be added to the 
| ‘ailing list on request. 


No. 192. The Canadian Drug Mar- 
ket. 


Drug Merchandising’s data folder 
includes population, number of 
drug stores, 1948 sales, number of 
physicians and hospitals for each 
province and for major cities 
across Canada. 


193. The Canadian Grocery 
Market. 


Canadian Grocer has published 
this market folder, which contains 
1948 grocery store sales by prov- 
inces; when and where housewives 
shop, and impulse buying in self- 
service stores. 


No. 


No. 194. Handy Data. 

A pocket-size folder published 
by Sporting Goods Dealer giving 
basic data on the sporting goods 
field and on the publication. 


SOON TO BE PUBLISHED 


Scheduled for September, 1949, 
publication is a Fairchild study 
called Market Data Studies of 


Selected Industries, which will an- 
alyze the market potentials of the 
ten industries covered by Daily 
News Record. The report will 
cover production figures, con- 
sumer expenditures, price move- 
ments, retail sales and employment 
and earnings. 

Market Data Study of the Wo- 
men’s Wear Industry, set for Aug- 
gust, 1949, publication by Women’s 
Wear Daily, will cover an analysis 
of the size and value of the pres- 
ent-day women’s wear industry, 
including a detailed study of fash- 
ion markets in terms of units and 
dollars. Latest production figures 
will be compiled for all important 
ready-to-wear items, and com- 
parisons with prewar years will 
be made. 

Retailing Daily will publish, 
about Sept. 1, 1949, Market Data 
Study of Major Home Furnishings 
Industries, covering all major 
home furnishings industries, in- 
cluding an analysis of production, 
retail sales, price trends and con- 
sumer expenditures in all major 


Available Market Data — Distribution 


To secure copies of data listed, use the handy coupons 


home furnishings fields. 

Market Data Study of Footwear 
Industry will be published, early 
in August, by Footwear News, 
Fairchild publication. It will in- 
clude an industry-wide picture of 
production trends, value of indus- 
try, estimated dollar sales and im- 
portant operating ratios of foot- 
wear retailers. 

Men’s Wear is now conducting 
its Rainwear Survey for 1949, 
which is expected to be published 
in June, 1949. It will include trends 
in fabrics, models, patterns, colors, 
prices, sales and stocks, and will 
cover water repellent garments, 
such as processed cotton, rayon, 
worsteds and blends, and also 
waterproof garments such as oil- 
skins, rubberized coats, and plas- 
tics. 

Canadian Stationer (Maclean- 
Hunter) is preparing 1949 data on 
sales in Canadian stationery stores, 


to include types of merchandise 
they sell, annual sales volume, 
new lines they are adding. The 
data, to be called The Sales Poten- 
tial of Canada’s Stationers, is ex- 
pected to be ready for release some 
time during the summer. 

Retail Sales in Canada’s Country 
General Stores is being prepared 
for release this summer by Mac- 
lean-Hunter’s General Merchant. 
It will contain a report giving 
comparative figures for the past 
ten years for all types of merchan- 
dise sold in general stores, and a 
picture of the current sales poten- 
tial and types of customers served. 

Probably ready for distribution 
in June will be Implement & Trac- 
tor’s 1949 report of its Continuous 
Market Survey, covering merchan- 
dising, service and general busi- 
ness operations of the publication’s 
farm equipment dealer subscribers. 
The report will cover farm equip- 


Dominant (Z, Z Z| 


Agency: 
FOOTE, CONE 
G BELDING, 
Chicago 


FIELDER, SORENSEN G DAVIS 


San Francisco 


“We're Ladies of Leisure On Washday 


now selling 


~ FRUIGUOAURE Gyplances 


Designated retail dealers in selected cities receive Frigidaire distributor 
and factory approval and cooperation in the use of CAR CARDS. This is 
another testimonial to the flexibility of Transit (Car Card) Advertising to 
the national advertiser. The largest, as well as the smallest dealer, benefits 
from the big 11 x 28 inch space, utilizing long selling copy that rides for 
26 minutes with 8 out of every 10 women... on their way to shop... 


in the average city. 


(nara] PACIFIC COAST REPRESENTATIVES: 


Los Angeles 


CALIFORNIA TRANSIT ADVERTISING 


N.W. TRANSIT ADVERTISING 
Portland 


Eastern Representatives: NATIONAL TRANSITADS, INC., New York, Chicago 


HARWOOD HOYT FAWCETT 
San Diego 


© WTA May, 1949 


BUY THE WHOLE PACIFIC COAST 
THROUGH YOUR NEAREST TRANSIT 
ADVERTISING REPRESENTATIVE 

1, CONTRACT |. INVOICE 


1. CHEC CHECK 
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em ment companies dealers represent, | ies,” booklet which presents data 

i: products handled, shop equipment,}on the motion picture and all. Thos 

business volume, number of trac-| theater industry in the U.S. and : a 

tors overhauled, service facilities,|Canada, including property valu- 

etc. ation, employes and payrolls, use 

asap nna and Modern Theater|of materials, and as retail outlets 
plans issuance soon of a revision of| for refreshments and other mer- 

“Selling to and Through the Mov-| chandise. wag hata An ng ont 


Sewage works requirements of 
the country top all other sanitation 
and allied public works needs in 
extent and expenditure required, 
according to this folder issued by 
Sewage Works Engineering. It 
lists, along with other data, prod- 


ers. plies. 


of Electrical World. 


™ Expect to SELL these people? 
ez | 


= 
dye Dai 


Ir this field. 
YOU DO you'll 

have to use 
media that covers ket. 


northern India. Fire Engineering has published | }4¢% ahead of 1948. 
Then, of course, this folder, which discusses the 


° , potential market served by the 
there's the little publication and indicates the many 
_matter of *|products and pieces of equipment 
ability-to-buy used and required for moderniza- 
and product- tion and rehabilitation. 
availability! 


AS YOU KNOW, advertising dollars, to be 

effective, must be spent in reaching 
. people who are able to buy, and you must 
E use the medium that reaches them! 


= YOU MIGHT just as well hope to sell 
re these people in India as try to sell 
Long Beach, California, (1947 retail sales 

topped $406 million!) with outside media. 

Only ome newspaper covers Long Beach the 

way you like to see a market covered. 

That paper is the Long Beach Press-Telegram .. . 

“The Preferred Paper in More than 2 out 


The scope of the water supply 
industry, described in this folder 


S. industries, and a list of some of 
the major items purchased are re- 


Water Works Engineering. . ’ 
in detail. 
No. 203. Air Transportation and 
Airports Market Data. 
American Aviation has available 
reprints of articles which have ap- 


Figures. 


vie of Every 3 Long Beach Homes!” the past six months, dealing with|annual survey and construction 
0, airline expenditures, revenues and| costs number, and made it avail- 
Represented Nationally by expenses, traffic report for 1948,|able to marketers. It shows that 

CRESMER & WOODWARD, Inc. Press-Telegram outlook for traffic volume and|construction of all kinds approxi- 

‘ other details of the aviation mar-| mated $17 billion in 1948 and will 

‘The Paper the People, and Advertisers, PREFER” ket. probably reach $18 billion in 1949. 


No. 204. The Second Hundred 
Years of Western Lumber. 


The story of the western forest 
products industry is told in this il- 

Note: Most items listed here are|lustrated brochure, published by 
available without charge, but not|The Timberman. It indicates the 
requesting material|scope of the industry, its purchas- 
which bears a price will be billed|ing power, and the tremendous 
at the stated price by the publish-|market for equipment and sup- 


No. 205. Annual Statistical Issue 


McGraw-Hill Publishing Co. has 
reprinted the annual statistical is- 
sue of Electrical World in a 32- 
page brochure. The booklet dis- 
closes all of the details of the cen- 
tral station field, including the fact 
: ~ | that over 4 million kw of new ca- 
ucts and equipment purchased in pacity was added in 1948, while 
2.5 million new customers raised 
3 ’ the total to a new all-time high 
No. 201. The Fire Protection Mar- of 40,774,900. The 1949 construc- 


tion budget reaches $2,365 million, 


No. 206. Heat Transfer Equipment 
in the Petroleum Industry. 


Heat transfer is such an impor- 
tant operation in the oil industry 
that Oil & Gas Journal has issued 
No. 202. The Water Works Market. |@ spiral-bound presentation of the 
subject. Heat transfer, it explains, 
is of primary importance in more 
as the biggest in volume of all U.|than 100 processes involved in 
production, transportation and re- 
fining of petroleum products. The 


orted in this folder, published by |types of heat transfer and the 
e ° ’ equipment employed are described 


No. 207. Construction Facts and 


Engineering News-Record has 
peared in the publication during/| reprinted a 16-page form from its 
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While construction costs are ric. 
ognized as a major hazard in t iis 
estimate, Engineering News-R. c-. 
ord points out that the price of 
many materials receded in 194£ 


No. 208. The 1949 Petroleum ! e- 
fining Market—How Much? 
Where? How to Sell It. 


This data book on the domestic 
and export refining, natural g‘s- 
oline and petrochemical industry, 
published by Petroleum Refiner, 
reports prospects for expendittre 
of $1,700,000,000 in the next five 
years to increase U. S. plant <a- 
pacity, and $1,000,000,000 during 
the same period for additional fa- 
cilities abroad. An insert provices 
an up-to-date list of plants with 
construction now under wuy or 
planned. 


No. 209. Reliable—Timely—Daily, 


This folder, published by Amer- 
ican Metal Market, outlines the 
market covered by this horizontal, 
five-times-a-week metal-trade pa- 
per. 


No. 210. Facts and Figures Report. 

Chemical Engineering has avail- 
able, at 75¢ a copy, reprints from 
its February, 1949, issue, its 26th 
annual review and forecast. It 
deals with the transition from a 
seller’s to a buyer’s market and 
what the change will mean to the 
chemical industries and their sup- 
pliers of materials and equipment. 


No. 211. Field Served. 


Tables and graphs illustrating 
this folder, issued by Purchasing, 
show how industrial buying power 
has gravitated to a relatively small 
number of large companies. It is 
shown that 5% of the plants, those 
doing over $1,000,000 worth of bus- 
iness a year, now represent two- 
thirds of the industrial market. 


No. 212. Ford Purchasing Methods. 


This brochure, issued by Pur- 
chasing, contains a comprehensive 
analysis of purchasing methods 


used by Ford Motor Co., which 
comprised the greater part of the 
editorial section of the July, 1948, 
Ford purchasing issue of the pub- 
lication. Forty-one chapters in the 
study cover policies; procedures; 
numerous case studies, such as 
costs, manufacturing methods, 
product development, product 
analysis, and numerous other de- 
tails of Ford methods. The study 
costs $2 a copy. 


No. 213. The Plastics Industry— 
What It Buys and How to Sell 
It. 


In the past five years the plastics 
industry has more than doubled in 
size, this brochure, published by 
Modern Plastics, reports. Maps, 
tables and charts illustrate statis- 
tics on raw material production; 
how the production is divided; the 
market for machinery, and a | st 
of supplies and equipment bought 
by the industry. 


No. 214. Basic Marketing Data of 
the Metalworking and Meial 
Producing Industries. 


The Iron Age has published V:!- 
umes 1, 2 and 3 of its market stu ly 
of the metal producing and me 4! 
consuming industries. Vol. 1 c2- 
scribes the publication’s plant ce 1- 
sus and tells how it was made, a id 
reports on metalworking pla! ts 
at the national level. Vol. 2 co) 
tains a study of the industry -y 
states, and Vol. 3 contains an an: '- 
ysis by industrial areas. 


No. 215. Buying Power Survey )} °. 
191. 


The growth of population in t ¢ 
Far West and the consequent e °- 
pansion of the electrical market '5 
reported in this fact sheet pu»- 
lished by Electrical West. Figur °s 
are given for population, new ele’ 
tric customers, appliance sales, e «- 


penditures by power compan::s 
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-ad municipal systems and many 
other gages of the market. 


No. 216. How to Help Your Sales- 
men Get Business from the 
Manufacturing Industries. 


This brochure, published by Fac- 

wry Management & Maintenance, 
.ontains an analysis of plant man- 
egement in general and the plant 
cperating group in particular. Ex- 
amples of organization charts in 
various size companies are shown, 
indicating the different people in- 
volved in the purchase of materials 
handling equipment; plant oper- 
ating functions are tabulated, and 
a survey of industrial salesmen is 
reported, showing how they voted 
on the relative importance of var- 
jous Management groups as buy- 
ing influences. 


No. 217. The Manufacturing In- 
dustries As a Market. 


Factory Management & Main- 
tenance, in this folder, lists 20 
groups established by the Bureau 
of the Census as belonging to the 
manufacturing industries. Manu- 
facturing as a source of employ- 
ment, its relative importance as a 
source of income, characteristics 
of manufacturing industries and 
other data are given. 


No. 218. A Study of Boilers and 
Boiler Room Equipment. 


Personal interviews with men 
responsible for boiler room equip- 
ment purchases and application 
and maintenance of power equip- 
ment in 126 typical industrial 
plants are the basis of this study 
published by Industry & Power. It 
covers use and application of var- 
ious types of equipment, operating 
practices, buying procedures and 
trends. 


No. 219. A Study of the Geographi- 
cal Distribution of 1947 Ma- 
chine Tool Sales. 


Two U. S. maps in this folder, 
published by Machinery, show (1) 
percentage distribution of machine 
tool sales by states and (2) per- 
centage distribution of machine 
tool sales by states estimated by 
sizes of machine tools in horse- 
power. A table summarizes all 1947 
machine tool sales percentages re- 
ported in replies to a survey of 
manufacturers of all types of ma- 
chine tools. 


No. 220. The Knitting Industry. 


This booklet, issued by Clark 
Publishing Co., publisher of Tezx- 
tile Bulletin and The Knitter, con- 
tains facts about the market for 
equipment and supplies used by 
mills that manufacture and process 
hosiery and underwear. 


No. 221. The Southern Spinning 
and Weaving Industry. 


Market data on the spin-weave 
division (mills that manufacture 
nd process yarns and woven fab- 
ics) and the knitting division 
inills that manufacture and pro- 
ess hosiery and knitwear) are 
ovided in this booklet issued by 
ark Publishing Co. 
\ 


> 


HNcoenn 
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). 222. Big Sales to Be Made in 
the Excavating Engineer Mar- 
ket. 


Estimates of purchases of equip- 
rent in the excavating, drilling 
1d hauling markets, based on a 

iil survey covering a representa- 

fe portion of Excavating En- 

neer’s circulation list, are shown 
this folder, issued by the pub- 

‘ation. 


~ 
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! 9, 223. Market and Media File 
for Coal Heat. 


Bituminous coal is the No. 1 

el for domestic heating in 22 

ites; wood in 16; anthracite in 5; 

S in 2, and oil in 3, according 
‘a tabulation in this market file, 
sued by Coal Heat. Figures show 
‘el consumption by states; coal 
‘oduction; heating equipment 
les and other market data. 


} 
i 
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No. 224. Data Sheets from Coal 
Age. 
In this series, of data sheets, 


Coal Age presents figures and 
charts on the growth of major coal 
mining equipment; expenditures 
for maintenance and supplies; the 
markets for welding, cutting and 
hard facing equipment; strip mine 
production; use of explosives, and 
data on power shovels and rail 
bonding. 


No. 225. Data Sheets from Engi- 
neering & Mining Journal. 
Engineering & Mining Journal 
has issued these data sheets which 
show the size and scope of the 
U. S. metal and non-metallic min- 
ing industry; principal mining 
buying centers throughout the 
world; the markets for castings 
and alloy steels; transportation of 
iron ore; refractories; haulage and 
hoisting equipment, and the in- 
dustry’s use of explosives. 


No. 226. How Steel Makes Your 
Advertising Dollars Worth 
More. 


In this booklet, Steel sets forth 
figures on business volume and 
employment in the metalworking 
industry. The publication main- 
tains a continuing census of plants 
in the industry, showing their size, 
location and products manufac- 
tured. 


No. 227. How Inquiries Are Used. 


An analysis of how inquiries 
are sought, recorded, evaluated 
and employed by a representative 
group of business paper advertisers 
is presented in this booklet by Mc- 
Graw-Hill Research. Results are 
based on a field survey of manu- 
facturers and personal correspond- 
ence with advertising managers, 
and the report includes a number 
of case histories. 


No. 228. Hydroelectric Projects. 


Hydroelectric projects to be 
built in Oregon, Washington, Idaho 
and western Montana are tabu- 
lated in these data sheets by Pa- 
cific Builder & Engineer. The pub- 
lication also offers to supply qual- 
ified construction equipment and 


material manufacturers with cop- 
ies of a map showing the proposed, 
authorized and existing dams in 
the Columbia Basin area, and a 
booklet titled “1949 Advance Pro- 
gram of Transmission System De- 
velopment,” both of which were 
prepared by the Bonneville Power 
Administration, Department of the 
Interior. 


No. 229. Production-Line Building 
Methods and Cost-Cutting Ideas. 


Practical Builder has issued this 
20-page report on modern home 
construction methods. Its 125 il- 
lustrations of ideas for cutting 
building costs feature on-site 
building methods and equipment 
used by builders in Los Angeles, 
Chicago, Houston, South Bend and 
other cities and should be of in- 
terest to manufacturers of various 
types of equipment and tools for 
builders. 


No. 230. Economy Homes—Prize- 
Winning Designs. 

An aid to manufacturers of 
products which offer opportunities 
for economy in the building field 
is Practical Builder’s “True Econ- 
omy Homes” report, containing 16 
pages of articles, drawings and 
blueprints on prize-winning house 
designs in the publication’s $2,500 
cdémpetition. 


No. 231. Radiant Panel Heating. 


This study of latest techniques 
of hot water, warm air and elec- 
trical panel heating systems, con- 
crete slab details and floor cover- 
ings for slabs has been published 
by Practical Builder. Technical de- 
tails and working plans of interest 
to heating and building material 
manufacturers and builders are in- 
cluded in the 20-page report. 


No. 232. Materials Handling in 
and Building Material Yards. 


Building Supply News has pub- 
lished this guide which, with text 
and illustrations, gives a broad 
picture of the market for all types 
of cost-reducing equipment among 
the dealers and wholesalers who 
handle a wide variety of bulk 
packaged materials for the $18 
billion light construction market. 


Available Market Data — Industrial 


To secure copies of data listed, use the handy coupons 


as 


It includes articles on cutting ma- 
terial handling costs, small yard 
mechanization, lift trucks and 
other equipment, and an index of 
equipment used in lumber and 
building material yards. 


No. 233. Selling Paint Through the 


Lumber and Building Material 
Dealer. 


Data on paint merchandising 
channels and facts and figures on 
paint sales of lumber and building 
material dealers is provided in this 
report, published by Building Sup- 


Sales 
and 


Service... 


100% Merchandising cooperation 
with national advertisers covers not 
only retail outlets in Fort Wayne, but 
also covers the entire Fort Wayne Re- 


tail Trading Area. 


Monthly Liquor Merchandiser 
Monthly Grocery Merchandiser 
Monthly Drug Merchandiser 


Special Mailings 


Liquor Route List 


Grocer and Drug Route Lists 


Market Map 


Weekly Grocers Bulletin 


Tie-in Ads Solicited 


Write for sample copies 


The News-Sentinel 


Fort Wayne, Indiana 


ALLEN-KLAPP CO. 


. . NEW YORK. . 


. CHICAGO . . . DETROIT 


STILL TOPS 


The Waterloo Market Still 
Ranks Among America's 
Top 138. 


ESTABLISHED 1859 


as: Dail 


FIRST WITH THE 


n Courier 


WEATHER 


It's Always Balmy Weather 


for Courier Advertisers. 


WATERLOO, IOWA 


PROSPERITY 
ASSURED 


Balanced economy, two 
words that are used 
often these days. To 
Waterloo businesses 
they mean security for 
few cities are as well 
balanced. 

Sitting in the middle 
of one of America’s 
richest agricultural 
districts, this prosper- 
ous marketing center 
ranks high in Indus- 
try, too. No other city 
between Chicago and 
Omaha, St. Louis and 
Minneapolis can boast 
of as many manufac- 
turers producing as 
much income. 

The Rath Packing 
Company and the John 
Deere works are but 
two of Waterloo’s 
giants. Many and 


varied others assure 
long lasting income... 
stable income. 


$232,117,000.00 IN RETAIL SALES 
PROSPECTS GOOD FOR FUTURE 


In the Courier’s 10 county market, Retail Sales were 
estimated at $232,177,000.00. Only the Courier gives you 
merchandisable coverage in this rich agricultural-in- 
dustrial area. With the demand for food and farm 
machinery strong, every prospect for the future is good. 
Widespread industrial expansion and agricultural im- 
provements serve to underwrite this prediction. 


National Representatives: Story, Brooks & Finley 


Every merchandiser 
wants tie-ins and more 
tie-ins. This is an- 
other reason why the 
Courier ranks high 
with progressive agen- 
cies and advertisers. 
The Courier has a staff 
of seven that are con- 
stantly working to 
keep local retailers in- 
formed about national 
schedules and “tie-ins” 
for those extra sales 
that only “pin point” 
promotion can bring. 
“Tie-ins’’ are given 
“pay dirt position,” 
too. Every effort is 
made to position na- 
tional and retail ads in 
happy proximity. 

If you are planning a 
sales push in north 
central Iowa, plan to 
put the Courier staff 
to work, Now. 


BEST TEST MARKET 


ADVERTISERS PROMOTED BY 
AGGRESSIVE SALES STAFF 


WATERLOO 
MEETS ALL 
NEEDS 


If you are hunting for 
a test market, this is 
it. Waterloo is a one 
paper, isolated market. 
Center of a well-bal- 
anced agricultural-in- 
dustrial trade area. 


If you are planning a 
test campaign get In 
touch with the Courier 
early. 

Oftimes the Courier 
staff can be of real help 
in selecting test stores 
and securing all- im- 
portant local “tie-ins” 

and other valuable 
merchandising assist- 
ance. 
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Available Market Data — Industrial 


To secure copies of data listed, use the handy coupons 


ply News. 


No. 234. Marketing the Home Ven- 
tilator. 


This 10-page study, published 


DIRECT —_ ADDRESSING SERVICE 


AUTOMOTIVE 
SERVICE 
SHOPS 


“The Mester Mailing List’’ 


Most complete, most accurate, most 
effective Automotive Service Shop 
Mailing Lists available — at lowest 
rates. Used regularly by large direct 
mail advertisers. Over 143,000 verified names 
incl. 47,000 Car Dealers: 75,000 Repair Shops; 
12,000 Fleets: 8,000 Automotive Jobbers. Ad- 
dressing to any shop classification by states. 
Write for detailed state counts, rates—complete 
folder FREE on request. 


MOTOR SERVICE Siicico s nunots 


CHICAGO 6, ILLINOIS 


by Building Supply News, covers 
the market for home ventilators 
and opportunities for their dis- 
tribution and sale through 30,000 
established lumber and building 
material dealers. 


No. 235. Growth of Lumber and 
Building Material Dealer Sales, 
1939-1948. 

Building Supply News has pub- 
lished this compilation showing 
the growth of lumber and building 
material dealer sales, total U. S. 
retail sales and total new con- 
struction for the period 1939-1948. 
Figures are tabulated for each year 
and include the percentage of vol- 
ume increase or decrease annually 
during the whole period. 


No. 236. Steel Data File. 
This folder, issued by Steel, 


carries five data sheets, including 


Monte THE BUREAU FARMER ON YOUR LIST 
the lowa Bureau Farmer, Des Moines, lowa for further information. 


His 
Purchasing 
Guide 

to your 


PRODUCT 


The 
B. F. Farmer's 
average 


income 
$12,000.00 


Approximately $5,000 is spent by the 135,- 
000 Bureau Farmer Subscribers in the main- 
tenance and upkeep of the farm and home. 
Farm machinery and food — trucks and 
clothing — seed and electrical appliances 
—a $2,600,000 spendable agricultural in- 
come ready for your Sales message. 


information about the metalwork- 
ing market, its plants, employment 
and production, processing and 
fabrication of metals. 


No. 237. Selling the Railways. 


Railway Age has issued this 58- 
page booklet summarizing the out- 
look for the railway market, with 
detailed figures on the main cate- 
gories of railway buying. It des- 
cribes the character of railway 
organization and railway buying 
procedures. 


No. 238. Diesel Locomotive Sta- 
tistics. 


This tabulation, prepared by 
Simmons-Boardman Publishing 
Corp., shows the number of Diesel 
locomotive units in service on 
Class 1 railways, including the 
types and horsepower of units on 
individual railways, in each year 
from 1940 to 1948, as well as a 
composite table for the railways 
as a whole, as of Dec. 31, 1948. 


No. 239. Plant Engineering Data 

File. 

Plant Engineering has issued 
this file folder presenting data on 
the plant engineering market, in- 
cluding figures on dollar volume 
of purchases in important cate- 
gories and listing typical products 
with which the plant engineer 
works. 


No. 240. Power Generation Data 
File. 


Figures and charts showing the 
U.S. production of electricity by 
manufacturing and public utility 
plants are included in this file 
folder, prepared by Power Genera- 
tion. Comparative electric require- 
ments and generating capacities 
of major industries for 1946 are 
illustrated on one of the charts. 


No. 241. McGraw-Hill Manufac- 
turing Census. 


Statistics from the McGraw-Hill 
Census of Manufacturing Plants 
are included in this 24-page mar- 
ket data book issued by McGraw- 
Hill Publishing Co. It shows how 
to measure manufacturing mar- 
kets; data available from the cen- 
sus; applications in industrial mar- 
keting, and such market data as 
comparisions with 1939, the dis- 
tribution of the larger manufac- 
turing plants, market guides to 
industries, sections and states, and 
standard industrial classifications 
used in the census. 


No. 242. McGraw-Hill Census 


Shows Industrial Concentra- 
tion. 
America’s leading industrial 


areas, ranked by number of em- 
ployes in large plants as shown 
by the 1947 McGraw-Hill Census, 
are listed in this folder, issued by 
McGraw-Hill Publishing Co. 


No. 243. McGraw-Hill Manufac- 
turing Market Analyzer. 


This folder, issued by McGraw- 
Hill Publishing Co., uses standard 
industrial classifications to show 
market potentials, based on em- 
ployes in the 25,482 larger plants 
identified by the McGraw-Hill 
Census, for each state and section 
and for all major industries. 


No. 244. Starch Ratings for 180 
Top-Ranking Industrial Adver- 
tisements. 

This report by McGraw-Hill 
Publishing Co. is based on reader- 
ship studies conducted by Daniel 
Starch & Staff on 100 selected ad- 
vertisements in 18 issues of Power. 
It shows how some manufacturers 
use research methods to check 
their advertising efforts, and gives 
an outline of basic factors em- 
ployed in achieving high reader- 
ship. 


No. 245. Laboratory of Advertising 
Performance. 


This folder describes a continu- 
ing McGraw-Hill research project, 
the Laboratory of Advertising Per- 
formance set up by McGraw-Hill 
Research. This unit releases in- 
formation based on data from sur- 
veys of buying influences and ad- 
vertising effectiveness. Available 
data sheets are listed in the folder. 


No. 246. Data File for Telephony. 

Figures on the market, includ- 
ing a list of products and services 
in demand by telephone companies, 
are provided in this file folder, is- 
sued by Telephony. 


No. 247. A Report on Coal Stock- 
piling. 

Results obtained from a study 
of stockpiling practices and the use 
of various types of equipment in- 
volved in transferring coal to and 
from reserve storage areas are 
shown in this report by Utiliza- 
tion. 


No. 248. Study on Power Con- 
sumption. 


The coal industry’s relative posi- 
tion with other industries in regard 


To get 
to cover the € 
the state, thé: 
The Montg 
Newspapers, 
ers the “able 
Sales Manag 
million dollar 
drug sales ‘f 
excess of 12 
a CAPITAL B 


sales in exces a 


COMPLETE 
MERCHANDISING 
ASSISTANCE 
Offered by 
Alabeme Capitol 
City Newspapers 


” tamilietay Fae sdsaictery. ” asdaanend righ 
ent estimates SOW Mass baying powerin excess of 600. 
. and accourtg tar 25% of Alabama‘s total food & 


ae nian Soliers oft toe eae 
ivertiser-Journal ia 


For More Details Ask 


KELLY-SMITH COMPANY 


The Allontgomery Advertiser 


ALABAMA ¢ ry JOURNAL 


to consumption of power is ; + Mfs¢ 1?,” 
forth in this study by Mechaniz .. §f:.s } 
tion. d: ler 
t! s Vv 

No. 249. Market Data on Trucks » fr. ort 
the Coal Mining Industry. Merch 

Figures on truck haulage at | - 

tuminous and anthracite coal str p J) »- 2 
mines and underground mines a ¢ ket 
included in this report, issued uate 
Mechanization. Data shows the t)- 9p odui 
tal dollar value of tires necessa-y Ja: 4 t 
for various trucks, tractor-tra:|. Ja! le i1 
ers and company-owned autom). §jc/ and 
biles. usry, 
ordere 

No. 250. The Public Works Markt. Ba cop 

A study of the public works mer- 

ket is provided in this booklet pub. Nc. 25 
lished by Public Works, which in- Qua 
cludes an estimate of 1949 ex- §li:hed 
penditures and the total need, as Jing th 
seen, for water works, construction Mbuying 
and maintenance, and other public Jemplo 
works projects. The booklet lists §Type : 
specific equipment needed for Mapparé 


these projects. 


No. 251. Market and Media File. 
Drilling, in this brochure, an- Mother 
alyzes the drilling industry market, 
showing where it is (in an ex- 
planation of the various divisions 
of the oil industry), lists products 
bought by the drilling industry, 
and charts the individuals re- 
sponsible for purchases. 


No. 252. 1948 Survey of Builders 
and Dealers. 

A report on construction plans 
and the sales outlook of builders 
and dealers, based on a survey 
made by American Builder among 
its own readers. Contains a con- 
siderable volume of data on units, 
costs, type of construction, and 
plans for purchase of trucks and Z 
items of equipment. 7 


No. 253. Estimated New Private 
Construction Activity—1949. 
A series of charts and tables, 

based on Department of Commerce 

figures, giving a wide variety of 

data on the building market, types . 

of units to be constructed, break- | 

downs by city size, urban and 9/9 

rural non-farm areas, etc. Pub- 

lished by American Builder. 


No. 254. Light Construction Facts 
and Factors. 

A plastic-bound, 50-page printed 
booklet issued by American 
Builder giving basic market facts 
on the light construction industry 
and analyzing distribution chan- 
nels, trade practices, and the nor- 
mal practices in specifying, buying 
and building for new construction, 
modernization, conversion and 
maintenance in residential, com- 
mercial and farm construction. 


cts / 
UAI 
Rock | 
Molin: 
E. Mo 


Daver 


No. 255. Practical Builder Data 
Sheet. 

A three-color chart showing 
residential building activity in 
metropolitan vs. non-metropolitan 
areas from 1941 through 1948, plus 
other basic facts in the light con- 
struction market. Published Dy 
Practical Builder. 


er 230, 
pu atior 


gest pe 
No. 256. Oil Space Heater Distr'o- Hh. 70! 
utor Survey. 

Electrical Merchandising }as i sa 
published this report, one in ts fF 4 
continuing study of industry cco- Rm y in 
ditions. The folder shows samp es Jr ) -ar* 
of a distributor questionnaire, co:1- the I 


plete results and breakdown of 
answers to (1) number of fré.- 
chise dealers each distributor hi: d: 
(2) percentage of dealers in vi: '- 
ious classifications; (3) percenté 2¢ 
of 1948 sales to dealers in the vi '- 
ious classifications, and (4) 12¢ 
proportion of salesmen’s time sp: 1! 
on selling and promoting oil spz ce 
heaters. 


No. 257. Ventilating Fan Dea e! 

Survey. 

Such questions as “From whim 
do you buy ventilating fans , 
“How many ventilating fans wil! 
you sell this year?,” “What p¢r- 
centage of various types will }50U 
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12,” “The brand of various type 
1s you prefer,” “What type of 
Jer are you?,” are answered in 
s ventilating fan dealer survey 
r oort, published by Electrical 
) orchandising. 


h >. 258. 1949 Statistical and Mar- 

ket Planning Issue. 

watest market information on the 
p oducts in the appliance, radio 
a) d television industries is avail- 
al le in a reprint of Electrical Mer- 
c 
u 


2a 2% 


} andising’s statistical issue, Jan- 

cry, 1949. Single copies are free; 
ordered in quantity, the price is $1 
a copy. 


No. 259. Fact Sheets. 

Qualified Contractor has pub- 
lished this loose-leaf folder show- 
ing the scope of the market, the 
buying habits and problems of the 
employing electrical contractor. 
Type of equipment, materials and 
apparatus purchased also is de- 
scribed, and the folder includes 
factual data on the extent of the 
market, number of contractors and 
other information gathered from 


each wage area and analyzed by 
the research department of the 
National Electrical Contractors As- 
sociation. 


No. 260. Joint Venture. 


This monthly news letter, with 
up-to-the-minute market data for 
the electrical contracting industry, 
is issued by Qualified Contractor. 
It includes information on em- 
ployment conditions, trends com- 
piled from monthly industry re- 
ports, and reports of what the in- 
dustry is doing. 


No. 261. A Building Market Study. 

In this survey, Architectural 
Forum. has analyzed the building 
activity of a typical metropolitan 
district (Indianapolis) to deter- 
mine the men responsible for 
building product decisions, the 
number of them who must be 
reached to cover the building mar- 
ket successfully, etc. 


No. 262. The Aluminum Window 
Market—1949. 


More than 11,000,000 windows 
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rer local News, It's 


WABE 2 to 4 U 


Quad- City folks perk up and 
listen when WHBF local 
news comes on the air. Twice 
as many sets are usually 
tuned to WHBF local news 
as to the programs on the 
next leading station (see 
Hooper figures below). 


Latest Quad-City HOOPER 


UVAD-CITIES (Share of audience) 

Rock Island, Ill. WHBF Station 

Moline, Ill. Ee a5 

E. Moline, Ill Setar} TE — 
» See Pe 9:30 AM 14.0 2 SS 

Davenport, la. 12:00 PM 16.1 8.0 

3:30 PM 9.4 10.1 
yer 230,000 metropolitan “6:00 PM _ 10.0 | il 6 ce f 
bpulation 10:00 PM 17.3 97 | 


irg:st population market 
I} nois and Iowa, out- 
le Chicago 


tai sales exceed $252 
lin annually * 


im y income tops $5,650 
)-ar* 

e heart of the rich 
m elt 


ile Management estimates 
x 148. 


WHBF maintains a news staff of six full- 
time reporters and thirty regional corre- 
spondents. 


Their full news coverage and 


accurate on-the-toes reporting counts for 
listener confidence, concentration and — 
ence that pays off to WHBF — 

advertisers. 


AM-FM 
BASIC ABC 


Koders 


will be needed for the residential 
units to be built during the current 
year, according to this Architectur- 
al Forum report analyzing the 
market for aluminum windows and 
the men who influence their pur- 
chase. 


No. 263. A Report on the Residen- 
tial Building Activity. 
Architectural Forum, in this re- 
port, surveys the buying influence 
and magazine readership of Phil- 
adelphia’s leading professionals in 
the residential building field. 


No. 264. 1949 Will Be Big Metal- 
working Year. 

American Machinist’s 1949 ap- 
praisal of metalworking, covering 
eutlays for new plant and equip- 
ment, demand for industrial goods, 
etc., is included in this brochure, 
along with charts and maps. 


No. 265. Air Transport Facts and 
Figures. 

Operations of the scheduled air- 
lines during 1948, in figures and 
charts, are shown in this brochure, 
released by Aviation Week. 


No. 266. Current Market Report. 


Aviation Week issues this re- 
port, presenting up-to-date fig- 
ures on military aviation, airport 
construction, subcontracting activ- 


‘ities, etc. 


No. 267. An Approach to Military 
Aviation Buying. 

This folder has been issued by 
Aviation Week, listing purchasing 
offices, local buyers, property clas- 
sifications of the U. S. Air Force 
and other data for contractors who 
supply the military services. 


No. 268. 27th Annual Statistical 
Survey of Bus Transportation. 


Figures on bus miles operated, 
passengers carried, new buses 
bought, operating revenue, taxes 
paid, and expenditures for new 
buses, maintenance and operating 
supplies in the bus industry are 
provided in the brochure, released 
by Bus Transportation. 


No. 269. Condensed Data. 

Bus Transportation has pub- 
lished this condensed data sheet 
giving figures on the billion dollar 
bus industry. 


No. 270. Construction Facts and 
Figures. 

What has happened in the field 
of construction, in terms of classes 
and amounts of work, is reported 
in this brochure, released by En- 
gineering News-Record. 


No. 271. Construction and Building 
Cost Indexes. 
Wage rate and material prices 


Available Market Data— Industrial 


To secure copies of data listed, use the handy coupons 


trends are shown on this chart, 
published by Engineering News- 
Record. 


No. 173. Buying Patterns. 

Packaging Parade, in this pam- 
phlet, points up the number ef 
executives and workers involved 
No. 272. Lighting Outlook for 1949. 


Facts on the industry, the mar- 
ket, lighting techniques and trends 
are provided on these data sheets, 
published by Electrical Construc- 
tion & Maintenance. 


PERSONAL 


R.7.B.*, everyone here anxious to 
know more about what you're selling. 
Send word through KIOA, we'll be 
sure to heer. * 
As Des Moines’ only 10,000¢ watt 
station, KIOA will serve you edmir- . 
ably in lowa's abundant market. 
Coverage maps, schedules and avail- 
abilities are yours fer the asking, . 
See ony Paul Raymer man er 
write direct to KIOA, Des Moines, 
lowe. 
° *Radio Time e 
+10,000 Watts day. 5,000 Watts night 


No. 273. Business Needs for New|| ® 
Plants and Equipment. 


Electrical World has published|| ® 
this brochure, with figures and 
charts showing the 1949-1953 needs|| ® 
of business for new plants and 
equipment, based on a _ survey 
of leading corporations throughout 
the country. 


PROOF oj a 
GREAT NEWSPAPER 


Since July, 1936, when the Vindicator 
became Yeungstown's only newspaper, 
the Vindicator's circulation 


HAS INCREASED 


100% 180% 


DAILY SUNDAY 


A single newspaper, a single campaign, at 
a single low cost, will do the job you need 
in this Ohio Market where retail sales ex- 
ceeded $500,000,000 in 1948. 


87,000 


DAILY 


127,000 


SUNDAY 


Poungstown Vindicator 


KELLY-SMITH CO. National Representatives 


BIG 


For COMPLETE COVERAGE of 


SOUTHERN WISCONSIN'S MAJOR MARKET 


COUNTIES 


192,000 
POPULATION 


Jefferson 


Rock 


Walworth Green 


The 


JANESVILLE DAILY GAZETTE 


Janesville, Wisconsin 


CIRCULATION 21,000 


Write today for new Readership Study of the Go- 
zette conducted by Northwestern Unversity. Forty 
pages of valuable information on high readership 
news and advertising in this 104 year old newspaper. 


You Need To Use 
Radio Stations 


WCLO and WCLO FM 


Janesville, Wisconsin 
WGEZ Beloit, Wisconsin 


—Here’s Your Proof — 


Write for your copy of the 1949 Winter Audience 
Index prepared by C. E. Hooper, Inc. This, and cur- 
rent market data will be sent you upon request to 
Vern Williams, WCLO Station Manager. 
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Available Market Data — Professional 
To secure copies of data listed, use the handy coupons 


in the purchase of all types of 
packages, packaging machinery 
and materials, and shows the steps 
necessary in completing orders for 
packaging, shipping containers, 
packaging machinery and point 
of purchase displays. 


SOON TO BE PUBLISHED 


Building Supply News expects 
to have ready for July 1 publication 
a list of 800 to 1,000 qualified 
wholesalers, called Wholesaler Dis- 
tributor List for the Building Sup- 
ply Field. The list, which will sell 
for $25, will include: name of 
wholesaler, address, year estab- 
lished, per cent of business whole- 
sale, territory covered, number of 
dealers served, principals of the 
organizations, and lines handled. 


NOTE: Most items listed here 
are available without charge, but 
not all. Those requesting material 
which bears a price will be billed 
at the stated price by the pub- 
lishers. 


No. 400. Today’s and Tomorrow’s 
Customers. 


In this booklet, The Grade 
Teacher explains what an educa- 
tional program in the elementary 
schools can do for an advertiser; 
what is meant by business-spon- 
sored classroom materials; why 
these materials are needed by 
teachers, children and business, 
and how The Grade Teacher’s 
educational forum operates. Ex- 
amples of national advertisers’ 


programs are illustrated. 


No. 401. Facts and Figures on the 
School and College Market. 


Enrollment and building data 
are given in this market folder, 
issued by The School Executive, 
published by American School 
Publishing Corp. Tables show en- 
rollment for elementary and sec- 
ondary schools, vocational courses 
and higher educational institu- 
tions; buildings, additions and re- 
pairs needed; classifications of pro- 
jects by grades housed, capacity 
needed, and costs, and U.S. Office 
of Education statistics on school 
and college plants and expendi- 
tures for operation, maintenance 
and supplies. Members of the 
school staff who participate in se- 
lection of equipment and supplies 
are indicated in a discussion of 
buying factors in the market. 


No. 402. Presenting the Home Eco- 
nomics Market. 


The composition of the home 
economics market is shown in this 
brochure, which outlines the work 
of home economists in the fields 
of foods, clothing, textiles, equip- 
ment, child care and many others, 
and shows how they use manu- 
facturers’ product information and 
their influence on present and fu- 
ture homemakers. Published by 
What’s New in Home Economics. 


No. 403. Latest Facts and Figures 
on the Teacher-Travel Market. 


What profession travels most?, 
this folder, issued by The Instruc- 
tor, asks. The folder reports on the 
market composed of the country’s 
872,659 teachers, lists their 27 


BrikEF 


TO HELP YOU APPRAISE 
OUR SUNDAY VISITOR-REGISTER UNIT 


Facts 


1. What is Our Sunday Visitor-Register Unit? 
It is the combination of the “Visitor” and “Register,” the 
two largest religious papers, which together reach 25% 
of the Catholic Market in the United States. 


2. What is its circulation? 


1,253,452 ABC net paid weekly. 11,243 local 
and 159 bishops and archbi 


ish priests 
ops actively “push” these 


papers by urging their people to buy and read them. 


3. Who are the readers, and why? 


For over 35 years Catholics have turned to these papers, 
seeking news, information, inspiration and guidance in 


the practice of their Faith. 


confidence and respect. 


They read these pages with 


4. Where do these readers live? 
68% live in the 13 states where 67% of all retail sales 


are made. 


46% live in cities of 100,000 population and over. 
73% live in their own homes. 


5. What are some other facts about these 1,253,452 families? 


These families are larger, averaging 5.0 persons as 
compared with 3.8 persons in the average family in the 


United States. 


24.8% of all births in US. 


in 1947 were Catholic; there 


were 27.3 births per thousand population in U.S. but 34.8 
births per thousand Catholic population in U.S. 


71.9% of these 1,253,452 families are 35 or under. 51.5% 
are in the $3000-5000 annual income bracket. 

6. What are the advertising rates for this “unit’’? 
The open rate is $3.60 a line; contract rates as low as $2.80. 


PUBLISHERS REPRESENTATIVE 
C.D. BERTOLET & CO. INC. @ 30N. DEARBORN ST. @ CHICAGO 2, ILL. 


Our Sunpay Visitor-Recister Unit 


Advertising Age, May 30, 1: 49 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 


ee 
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yearly vacation weeks, and tabu- 
lates median salaries, 1946-1947, 
in cities of varying sizes. 


No. 404. So You’re Going to the 
Hospital. 


America’s hospitals, this Modern 
Hospital market study points out, 
comprise a market for a wide va- 
riety of products—from safety pins 
to coil hoists. The study classifies 
the country’s hospitals by owner- 
ship and type of service, gives the 
highlights of an AMA survey 
showing the number of registered 
hospitals, patients and personnel, 
and includes an analysis of the 
staff—professional and executive 
—with an account of the responsi- 
bilities of each and influence on 
purchases. 


No. 405. How Building Products 
Get Into Buildings. 


Progressive Architecture has 
published this research report 
(25¢ a copy) covering an invest- 
igation of 524 individual products 
in 131 recently completed build- 
ings in 30 cities, as designed by 
131 architectural firms. The archi- 
tectural organizations, shown to 
be the important factors in pro- 
duct specifications, are analyzed 
as to organization, function, de- 
gree to which they specialize, and 
the number of men involved in 
product decisions. 


No. 406. It Takes a Lot of People 
to Plan a School. 


American School Publishing Co. 
has issued this folder, which re- 
views the parts played by various 
school and college administrators 
and architects in the planning of 
educational buildings, and lists 
17 major steps in the planning 
process. 


No. 407. School Market Data. 


The Nation’s Schools publishes 
a continuing series of data folders 
covering various factors in the 
school market, such as_ enroll- 
ments; population shifts and dis- 
trict reorganization; construction 
and maintenance; planning trends; 
plant needs, etc. 


No. 410. The Economic and Operat- 
ing Advantages of Air Condi- 
tioning in Dental Offices. 

Oral Hygiene has published this 
report of a survey of the experi- 
ences and attitudes of 399 of its 
readers whose offices are equipped 
for air conditioning. Replies to the 
questionnaire cover size and loca- 
tion of offices; number of offices 
air conditioned; length of use of 
equipment, and comments on ad- 
vantages and/or disadvantages of 
air conditioning. 


No. 411, Oral Hygiene Data File. 
The dental market—number of 


dentists and the number of pa- 
tients to whom he recommends 
dental products—and buying power 
of the dentists are reported in this 
market study published by Oral 
Hygiene. 


No. 409. Survey on High School 
Student Health and Nutrition 
Habits. 


This survey, issued by Scho- 
lastic Magazines, reports on the 
breakfast-eating habits of teen- 
age beys and girls. Conducted 
through the Institute of Student 
Opinion, which is sponsored by 
Scholastic, it is the first of a con- 
tinuing study of the dietary and 
health habits of junior and senior 
high school students. 


No. 408. Hospital Use of Carbon- 
ated Beverages. 


J. M. Mathes, Inc., has issued 
this report on the practice and ex- 
perience of hospitals in the use of 
carbonated beverages. Interview- 
ing was handled by mail by 
Hospital Management, and returns 
covered 47 states and a cross-sec- 
tion of all sizes and types of hos- 
pitals. Tabulations show number 
and per cent of hospitals using 
carbonated beverages; use for staff 
and/or patients; brands recom- 
mended; frequency; brands used 
most, and users and non-users by 
region and state. 


vertising Value. 


Coverage Facts: 


Corporate City 
City Zone 
Trading Zone ..... 
Families 


line rate. 


second in the West Indies 


Line or Wash Drawing. 


Representative: 


270 Park Avenue ° 


Readership ........ 
Largest circulation with lowest mil- 


“EL IMPARCIAL is First in Puerto Rico with the 
largest selling mass family newspaper circulation and 


*“The Continuing Study of Newspaper 
Reading” compiled by The Advertising 
Research Foundation Inc. shows from 
40% to 50% Higher Readership above 


EDWIN SEYMOUR, 


New York 17, N. Y. 


In PUERTO RICO We Haven’t Got The World By The 
Tail, But We Have Got The TOP CIRCULATION For The 
TOP MARKET In The West Indies. 


IN PUERTO RICO, Picture News means Higher Readership, which means Greater Ad- 


When you sell “EL IMPARCIAL” readers, you sell the whole Puerto Rican Market. 
Why? Because Puerto Ricans prefer “EL IMPARCIAL”, The Picture Newspaper.* 

That is the reason wise advertisers are giving first consideration to “TEL IMPARCIAL” 
The Home Newspaper of the Puerto Rican Housewife. 
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Federal caares Tiss on a Store Sales 


WasHIncTon—After a brief week 

1 which department store sales 
«xceeded last year’s dollar volume, 
‘ney again slipped below the 1948 
:ecord volume by 3%, for the week 
ended May 14. 

The feur weeks beginning with 
the week preceding Mother’s Day 
usually provided an unusually 
valid comparison between the cur- 
rent year’s business and that of 
preceding years. It is interesting 
to note, therefore, that the index 
figure (1935-39 equals 100) for 
949 is 284; for the same week last 
year, it was 293; for 1947 it was 
273, and for 1946, 245. 

Both the percentage figures and 
the index are based on dollar vol- 
ume, not unit volume. Thus, even 
though sales in such important 
classifications as furniture and ap- 
pliances are off in both unit and 
dollar volume, the average sales 
level remains remarkably high for 
all retail departments. 

Greatest strength on the cur- 
rent repert was shown by the 
southwestern area centering in the 
Dallas distriet, which was up 7% 
from the same peried last year. 
The Boston district reported a 4% 
rise and the St. Louis area showed 
a 3% gain, while the Chicago dis- 
triet equalled last year’s sales fig- 
ures. 

Greatest gain among the cities 
reporting to the Federal Reserve 
Board was that of Seattle, which 
recorded a healthy 13% rise in 
sales. Most of the cities were down, 
however. Tulsa was on the bottom 
of the list, with a 14% loss as com- 
pared to last year. 

% Change from 1948 

Federal Reserve 

District and City 
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Forms Sales Aid Company 


E. G. Brown has started his own 
company, National Sales Builders, 
specializing in the creation of cat- 
alogs, folders and other sales helps. 
Offices are located at 30 N. La- 
Salle St., Chicago. 


Grant Appoints Davis 


Jack Davis has been appointed 
manager of the New York office of 
W. S. Grant Co., radio station rep- 
resentative. Mr. Davis previously 
was an officer in the Army ord- 
nance department. 


Mackey Advanced 


James H. Mackey, sales promo- 
tion manager, has been appointed 
public relations manager of Indus- 
trial Aeceptance Corp., Montreal. 


Auto Dealers Vote 
Down Credit Control 
in NADA’s Survey 


' WasHINGTON—New car dealers 
are overwhelmingly opposed to any 
extension of the present credit con- 
trol law, the National Automobile 
Dealers Association declared last 
week.in a statement filed with a 
Senate subcommittee considering 
the issue. 

The statement was submitted by 
W. L. Mallon, chairman of the as- 
sociation’s public affairs com- 
mittee, following a nationwide sur- 
vey. He said chief opposition to a 
continuance of controls “stems 
from the fact that the high monthly 
payments required under present 
regulations are denying lower 
priced cars to those who need them 
most.” 

Dealer inventories of trade-ins 
are increasing because of mew car 
preduction, he pointed out, and 
dealers often cannot move their 
available supply of used cars be- 
cause the Regulation W credit 
terms cannot be met. “The result 
is detrimental both to dealers who 
need money and cannot sell, and 
persons of small incomes who need 
cars and cannot buy,” he said. 

‘Southern California dealers are 
evenly divided on the credit con- 
trol issue, but votes favoring ter- 
mination of the law came from 
the most populous states in all 
other cases, the association exec- 
utive said. Now Mexico and West 
Virginia were divided 50-50, while 
the only states to favor extensien 
of the present law were Arizona, 
Colorado, Connecticut, Georgia, 
Idaho, Kansas, Maine, Mississippi, 
Montana, Nevada, New Hampshire, 
South Dakota and Utah. All other 
states and the District of Columbia 
opposed extension of the law. 


APPLIANCE, RADIO 
DEALERS FAVOR RULE 


Cuicaco—The National Appli- 
ance and Radio Dealers Association 
will go to bat in Washington for 
retention of at least limited credit 
eontrols, it was announeed here 
last week by James Lee Pryor, 
president. 

His statement followed tabula- 
tion of results from the second 
NARDA survey among its mem- 
bers to determine their stand on 
Regulation W. With returns from 
approximately 27% more dealers 
than had registered their votes in 
the first poll in January, this sec- 
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ond survey revealed that nearly 
75% of NARDA members are in 
favor of continuing the law. This 
compares with slightly more than 
50% in favor of continuation of 
credit control five months ago. 

Whereas many of the dealers 
asked for 20% down payment with 
18 months in terms last January, 
the majority voicing their opinion 
today desire the 10% down with 
24 months to pay as is in effect 
now. In the first poll there was 
strong support for 24-month terms. 

Majority of the dealers desiring 
some control believe this will 
protect their investments and their 
positions in fair competition with 
mail order, chain and other large 
retail establishments that discount 
their own paper. 


Atwill Named President 
of Oil Heat Institute 


A. T. Atwill, president, Quaker 
Mfg. Co., Chicago, has been elected 
president of the Oil Heat Institute 
of America, sueceeding R. S. Bohn. 
New vice-presidents for the com- 
ing year are C. S. Dieter, vice- 
president, Bethlehem Foundry & 
Machine Co., Bethlehem, Pa., and 
J. W. Owens, executive vice-presi- 
dent, Mercoid Corp., Chicago. 

Paul Addams, president, Fitz- 
gibbons Boiler Co., New York, 


97 


was named chairman of the in- 
stitute’s accessory division and 
Frederick C. Haab, Eleetrical As- 
sociation of Philadelphia, will head 
the distribution division. 


AMA Group Elects Drake 


Leonard A. Drake, economist for 
the Philadelphia Chamber of Com- 
merce, has been elected president 
of the Philadelphia chapter of the 
American Marketing Association. 
Other officers include: John D. 
Samter, Edward Stern & Co., and 
Susie White Wilkerson, S. W. Wil- 
kerson & Associates, vice-presi- 
dents; James S. Weatherby, At- 
lantic Refining Co., secretary, and 
Elizabeth Watters, N. Snellenburg 
& Co., treasurer. 


Miller Rejoins Piper 


J. Willard Miller has been ap- 
pointed domestic sales manager of 
Piper Aircraft Corp., Lock Haven, 
Pa. He had been associated with 
Piper for 18 years when he re- 
signed in 1947 as domestic sales 
manager to become special field 
representative of Ryan Aeronauti- 
cal Co., San Diego. 


Buckeye Names Agency 

Buckeye Brewing Co., Toledo, 
has named Livingstone-Porter- 
Hicks, Detroit, to handle its adver- 
tising. 


Here’s 


Record-Smashing 


Readership 


STUDY #127 OF THE ADVERTISING 
RESEARCH FOUNDATION’S “THE 
CONTINUING STUDY OF NEWSPAPER 
READING” REVEALS THAT: 


In Houston—You’ve got to be Seen 
Before You Can Sell 


They see YOU in 


RALPH W. RUNNELS 


THE HOUSTON POST 
Texas’ Largest Morning Newspaper 


BURKE, KUIPERS & MAHONEY, INC. 


National Representatives 


National Advertising Manager 
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Coles Appoints Three 
Lewis W. King, formerly re- 
gional vice-president of Ameri- 
can Airlines, Chicago, has been 
named vice-president and director 
of Ross Coles & Co., Chicago, sales 
promotion agency. Eric Dahl, for- 
merly vice-president of Allied Van 
Lines, has been made vice-presi- 
dent and is manager of the eastern 
division in New York. R. B. Doug- 
lass, vice-president, has been elec- 
ted executive vice-president of the 
company. 


Indian Motocycle Shifts 
Several in Shakeup 

Gardiner S. Platt, assistant to the 
president, and Louis Huot, public 
relations director, have resigned 
in a major executive shakeup at 
Indian Motocycle Co., Springfield, 


Mass. Arthur Rogers, brother of 
President Ralph B. Rogers, suc- 
ceeds Mr. Platt, and the public 
relations office has been aban- 
doned. 

At the same time, the company 
named Paul R. Seaman assistant 
sales manager, James Hart district 
manager, and Chester H. Remmell 
manager of the parts and acces- 
sories department. 


Buys Audiometer Division 


Microtone Co., Minneapolis and 
St. Paul, hearing aid manufac- 
turer, has purchased the Audio- 
meter division of Audio Develop- 
ment Co., Minneapolis. Ralph E. 
Allison, president of Audio De- 
velopment, has joined Microtone 
as director and technical adviser 
of the Audiometer division. 


TELL THE STORY 


the Palmetto State. 


Keep Your Eyes on Charleston! 


COMPARISONS 


The comparative table below, prepared by the Charleston 
Development Board from most reliable sources, tells an 
important part of the story of progress and development of 
recent years in Charleston, South Carolina, largest city in 


OF CHARLESTON 


** Estimate 


THE CHARLESTON 


91%, since 1939. 


1945 1948 

1940 Gains During Wer Post Wer Gains 
Bonk Cleorings........... $69,919,460  $126,907,122 $178,326,116 
Value of Mfg. Prod........ 31,758,609 72,636,083 94,245,791 
Trucks Registered. ........ 2,834 3,889 5,962 
Electric Meters........... 18,848 26,536 31,532 
Water Meters............ 12,290 16,594 18,346 
Telephones ............. 12,110 20,331 28,012 
City Population.......... 71,275 81,347°* 85,000** 
Metropolitan Area Pop... . 98,711 157,859° 177,000** 


* Official Report of Special U. S. Census 


Charleston is the hub of the rich 18-county Charleston trad- 
ing area so effectively covered by two great ne 
ENING POST and THE NEWS AND 
COURIER, at a low milline rate. Average net paid circula- 
tion for the first quarter of 1949, M & E 70,063 and S & E 
79,375. Daily circulation up 83%; Sunday and Evening up 


THESE TWO PAPERS IN 1948 CARRIED 
19,817,030 LINES OF ADVERTISING. 
(Gain of 2,824,796 lines over 1947) 


apers, 


THE CHARLESTON EVENING POsT 


— Che News and Courier 
CHARLESTON, SOUTH CAROLINA 
REPRESENTED BY THE JOHN BUDD CO. 


Network Shows 
Rate Low in N. Y., 
WOR Study Finds 


New YorKk—Sponsored radio 
programs almost invariably rate 
below the network average in New 
York, according to an analysis of 
C. E. Hooper, Inc., ratings by Sta- 
tion WOR. 

Released here for the first time 
today (May 30), the study, which 
covers all sponsored network pro- 
grams aired from November, 1948, 
through February, 1949, asserts 
that “network advertisers are not 
getting their money’s worth in the 
New York market.” 

As proof of that contention, 
WOR—one of the principal stock- 
holders and the key outlet for the 
Mutual Broadcasting System— 
cites: 

Ninety per cent of the programs 
received lower ratings in the na- 
tion’s No. 1 market (New York) 
than in the country as a whole. 

New York Hooperatings for 
these shows averaged 23.5% less 
than the network Hooperating. 

Daytime programs were further 
below the network average than 
nighttime broadcasts. 


e Explaining WOR’s purpose in 
compiling this report, Robert M. 
Hoffman, director of research, 
pointed out that it is intended to 
stimulate local sales on which 
the station makes its money. How- 
ever, he added: 

“We certainly don’t want to keep 
anybody from buying time on 
Mutual. This study simply shows 
that an advertiser may miss out 
in the biggest market in the coun- 
try if he doesn’t supplement his 
network coverage with local radio 
—sometimes at the cost of only a 
few hundred dollars extra a week. 

“Of course, it also points up the 
fact that he can reach the market, 
which accounts for 9.5% of the 
nation’s retail sales, by buying 
local participations, spots, etc.” 


w The research department attrib- 
utes the comparatively poor show- 
ing of network broadcasts in New 
York to: 

Unequaled competition for the 
listener’s attention by 38 radio and 
six television stations. 

The fact that New Yorkers are 
less likely to turn to radio for 
daytime entertainment. Sets-in-use 
in this city for the daylight hours 
averaged 15.7 in 1948, compared 
with 17.5 for the 36 Hooper cities. 

WOR’s technique for evaluating 


the programs’ strength in New 
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colors. 


And this ad does all of that. 


appearance. 


lhe Creative Wan Corner 


A great big floral horseshoe to Calvert and its advertising 
agency for this very simple, very telling spread in four 


Little can be done in whisky advertising beyond bringing 
the product forcibly and favorably to readers’ attention. 


The Corner hopes the ad will be repeated on 24-sheets, on 
car cards and on three-sheets. It deserves more than one 


SS 


SWITCH TO CALVERT RESERVE 


York and the nation was to average 
the city ratings and network 
ratings for the four months cov- 
ered, then to express the New 
York average rating as a per cent 
of the network average. This fig- 
ure is referred to as the audience 
differential. 


we Of 175 programs surveyed, 
New York ratings for 155 were 
below the network scores. The 
program which had the least ap- 
peal for people in the Big Town 
comparatively was Philip Morris’ 
Horace Heidt (NBC), with a —71.3 
differential. 

Other programs whose Hooper 
scores in New York were a sharp 
drop from their network ratings: 
Armour’s Hint Hunt (CBS), —47.2; 
Carnation’s Contented Hour 
(NBC), —50.7; Colgate’s Judy Can- 
ova (NBC), —58.6; General Motors’ 
Henry J. Taylor (ABC), —62.1; 
General Mills’ Today’s Children 
(NBC), —65.9; General Foods’ 
House of Mystery (MBS), —26.3; 
Philip Morris’ Queen For A Day 
(MBS), —41.7, and Prince Albert’s 
Grand Ole Opry (NBC), —60.6. 

Eighteen shows ranked higher 
with New Yorkers than with 
audiences in the 36-Hooper city 
area. Among the list (with dif- 
ferentials): General Foods’ Wendy 
Warren (CBS), +13.8; Elgin-Am- 
erican’s Groucho Marx (ABC), 
+28.4; Philip Morris’ Kate Smith 
(MBS), +12.5; Piedmont Shirt 
Co.’s William L. Shirer (MBS), 


TARGET FOR TODAY 
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A HIGH INCOME TERRITORY ... 
agriculture enjoy continued prosperity. 

Our attractive poster panels in 52 cities and towns are 

your guarantee of attention in this rich tri-state area. 


MURPHY ADVERTISING 


MEMBER OUTDOOR ADVERTISING ASSOCIATION of AMERICA and OUTDOOR ADVERTISING ASSOCIATIONS 
of IOWA, ILLINOIS and WISCONSIN 
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where diversified industry and 


+32.1; Texaco’s Milton Berle 
(ABC), +42.7, and Universal's 
American Forum of the Aijir 
(MBS), +62.5. 

The report lists the audience 
differential between New York 
and the remainder of the nation 
for all shows of top network ad- 
vertisers as follows: Procter & 
Gamble, —35.8; Sterling Drug, 
—29.9; General Foods, —28.4; Gen- 
eral Mills, —27.8, and Gillette 
Safety Razor Co. (including the 
Toni division), —27.0. 


Buys ‘Western Farm Life’ 


Western Farm Life, published by 
Farm Life Publishing Co., Denver, 
has been sold to the Seaton inter- 
ests of Hastings, Neb., effective 
June 1. The sale was negotiated by 
Fred A. Seaton for his father and 
associates who operate ten smal! 
town newspapers and three radio 
stations in South Dakota, Wyo- 
ming, Kansas and Nebraska. Pur- 
chase price was reported to be 
$500,000 and did not include the 
Farm Life Publishing Co. plant 
at 1520 Court Pl., Denver. Present 
executives of Western Farm Life 
will be retained. 


Williams Retires 


J. P. Williams Jr., chairman of 
the board of directors of Koppers 
Co., Pittsburgh, has retired from 
active management with the com- 
pany. However, he will continue 
as a member of the board of di- 
rectors and as chairman of the 
board. Mr. Williams will serve as 
an adviser on special problems. 


Triangle Names Perlman 


J. Samuel Perlman, former gen- 
eral manager of the trade publica- 
tions division of Triangle Public a- 
tions, Inc., New York, has been ap- 
pointed publisher of Cincinnti 
Record, Daily Racing Form and 
the Morning Telegraph, incluced 
in the trade division. Mr. Perlman 
joined Triangle in 1938 as mana: er 
of its papers in Seattle and Win: i- 
peg and later Mexico City. 


Three Appoint Snead 


The following companies have 
appointed C. N. Snead Advert s- 
ing, Roanoke, Va., to handle th ir 
advertising: Gravely Novelty Fi r- 
niture Co., Martinsville and Rid¢ >- 
way, Va.; Puritan Mills, Inc., aid 
Safety Motor Transit Corp., Rc i- 
noke. 


Elliot Joins Malone 

Tim Elliot, formerly news dire °- 
tor of WAKR, Akron, has jein°4 
the public relations staff of Ncr- 
man Malone & Associates, Akron. 


Appoints Fred Kimball 

The Highlander, Lake Wal:s, 
Fla., has appointed Fred Kimbz'!, 
Inc., New York, as national adv«*- 
tising representative. 
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3oost Ad Funds 


(0%, Abrahams 
Yarns Retailers 


Syracuse—Retail advertising 
end sales promotion should be 
s epped up 10%, Howard P. Abra- 
hams, manager of the sales promo- 
tion division, National Retail Dry 
Goods Association, told the Syra- 
cuse Advertising Club last week. 

Stores are being deluded into 
thinking they can catch 1949 buy- 
er’s market dollars with 1946’s 
scller’s market advertising ex- 
penditures, he reported. 

Tracing the promotion history of 
stores in the $2-$5,000,000 sales 
volume bracket, he said that in 
total promotion, these stores spent 
3.45% in 1943, 4.01% in 1946, 
4.19% in 1947, and “probably a 
little more in 1948.” 


s “In 1946 the average $5,000,000 
store spent $200,500 in promotion 
expense, including newspapers, ra- 
dio, direct mail, display, produc- 
tion, salaries, etc. In 1939, the 
same store spent 5.1%. It spent 
$255,000—or $54,500 more, which 
actually is over 20% more. Stores 
were glad to spend that amount 
to secure their $5,000,000 volume.” 

“Retailers and manufacturers 
cannot coast along on the skimpy 
war and postwar advertising ap- 
propriations,” he warned. “I feel 
that an immediate 10% average 
increase over current advertising 
appropriations is needed to meet 
today’s business conditions and 
maintain current volume levels... 
Many alert stores are doing this... 
I know one major retailer that 
has upped its appropriations by 5 
to 7%.” 


s Mr. Abrahams’ corollary is that 
advertising money must be spent 
more carefully. He says retailers 
are stretching their 1949 promo- 
tion dollars by: 

1. Buying in small quantities and 
testing results. 

2. Holding to key resources to 
secure the best merchandise. 

3. Building basement and budget 
shop promotions. 

4. Stepping up special promo- 
tions and good sales. 

5. Timing merchandise events 
carefully. 


6. Putting their promotion money 
behind best sellers. 

7. Eliminating advertising on 
weak items, and marking down 
ruthlessly to get weak sisters out 
of the store. 

8. Eliminating ads which run 
because a department head wants 
“to be represented.” 

9. Watching price lines; they 
look for “price points” at which 
the merchandise moves fastest; 
they know the consumer really 
sets price. 

10. Dishing up more informative 
copy. 

11. Concentrating on displays. 


@ 12. Holding post-mortems on 
each advertisement, to see if it 
paid its own way, or if it uncovered 
a merchandise “sleeper.” 

13. Using research to determine 
what to promote—advance test- 
ing, want slips (to discover what 
their customers would like to buy 
which the store doesn’t stock), 
comparison shopping, customer 
questionnaires. 

14. Repeating illustrations. Some 
stores are abandoning original art- 
work in favor of cheaper syndi- 
cated services. 

15. Bearing down on follow- 
through, so their staffs will know 
what is being advertised. 


Morgan Might Replace 
‘Duffy's Tavern’ Permanently 


Bristol-Myers Co., New York, 
has not decided on a permanent 
replacement for Ed’ (Archie) 
Gardner of “Duffy’s Tavern,” who 
will part company with his spon- 
sor after June 29. 

Henry Morgan will get a sum- 
mer trial run on NBC and if he 
rates as a “Trushay and Vitalis 
salesman,” he will continue in the 
fall. If not, there is a possibility 
that “Break the Bank,” now an 
ABC attraction, will be moved into 
the NBC spot. Young & Rubicam 
handles the Gardner show. Do- 
herty, Clifford & Shenfield is agen- 
cy for the ABC giveaway. 


WBKB Starts Theater TV 


On June 16 television Station 
WBKB, Chicago, will celebrate its 
eighth anniversary with a pre- 
miere of its elaborate theater tele- 
transcription projection system in 
Balaban & Katz’ Chicago Theater. 
The new setup will be used by 
the station to pipe in news and 
special events of sufficient im- 
portance to interrupt theater pro- 
gramming. Sponsored shows, such 
as top football games, already are 
in the discussion stage. 


Joins Technical Publishing 


William S. Smith, furmerly with 
Meat Merchandising and Locker 
Management, has been named to 
the Chicago advertising sales staff 
of Technical Publishing Co., pub- 
lisher of Plant Engineering and 
Power Generation. 


Appoints Gray & Rogers 

Gray & Rogers, Philadelphia, 
has been appointed to handle the 
advertising of Paul & Beekman, 
Inc., Philadelphia, manufacturer 
of Conestoga lawn sweeper and 
cement block machine. 


Poisal Joins Knouse Foods 


George Poisal, for the past ten 
years director of advertising and 
sales promotion for C. D. Kenny 
division of Consolidated Grocers 
Corp., Baltimore, has joined 
Knouse Foods Cooperative, Inc., 
Peach Glen, Pa., as director of 
public relations. 


NBC Has AM, TV Rights 
to Cover Cotton Bowl Game 


National Broadcasting Co., New 
York, last week signed a three- 
year contract covering radio and 


Day Cotton Bowl football game. 
Teams representing the North and 
South meet in this Dallas classic. 

The Cotton Bowl in the past 
years has been carried by Mutual. 
NBC lost the Rose Bowl franchise 
to CBS last year. 


television rights to the New Year’s 


SLOGANS 


A good buy-lime can build good will; tell 
your policies; sell your products; premete 
your mame; win you lame. I create slogans 
for amy purpose. Have originated hundreds. 


pd a a 


Lee P. Bett, Jr., 64 E. Jackson, Chicage 


A 


A recent survey by ALFRED 


POLITZ RESEARCH, 
reveals following important 
readership advantages offered 
CHRONICLE advertisers: 


Speaking of 
EXCLUSIVE 
as CIRCULATION 


INC., 


Houston... 


\\ 


more exclusive; -home-deli 
© circulation . . . (or 39,456 


than the POST dail 


more enticive, home-deli 
circulation .. . (or 25,091 me 
families) than the POST Sunday 


The wide margin of leadership enjoyed by The Chronicle in 
circulation and advertising indicates its tremendous selling 
power in the South’s No. One market. 


The Houston Chronicle 
LARGEST CIRCULATION IN TEXAS 


R. W. McCARTHY 
Advertising Director 


M. J. GIBBONS 


National Advertising Manager 


FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING FOR 36 CONSECUTIVE YEARS 


THE BRANHAM COMPANY 


National Representatives 
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No. 3311. Your One Newspaper 
Advertising Buy! 

The Toronto Daily Star has pub- 
lished this brochure, which in- 
cludes data on population, house- 
holds, retail sales, resident tele- 
phones, passenger cars, electric 
meters, radio homes, etc. 


No. 3312. The West Is Different. - 

This file folder has been re- 
leased by Western Construction 
News and highlights the market 
served by this publication in the 
Far West. The presentation is pre- 
pared to approved NIAA pub- 
lishers’ specifications, and Western 
Construction News plans additional 
data units for the permanent fold- 
er. 


No. 3313. Your Shortest and Most 
Effective Route to Sales in the 
Chemical Process Industries. 


Data on the chemical process 
industry, including its size and 
potentialities, equipment, mater- 
ials and services used, etc., is pro- 
vided in this brochure, published 
by Chemical Engineering. 


No. 3314. Selling in New York Is 
Different. 

Facts revealed by the 1949 in- 
ventory of New York homes con- 
ducted by Pulse, Inc., with special 
emphasis on the New York Jewish 
market, are included in this series 
of charts by the Joseph Jacobs 
Organization. Consumption of 
brands in Jewish and non-Jewish 
homes is shown. 


No. 3315. Five Advertising Types 
and the Happy Medium. 


booklet, which highlights the mar- 
kets reached by spot radio, sales 
results, comparative costs of major 
media, etc. 


No. 3274. Breakfast Food Survey. 


This report of a survey among 
Iowa farm subscribers, published 
by Wallaces’ Farmer & Iowa 
Homestead, covers use of break- 
fast foods; family preference 
(ready-to-eat or cooked); brand 
preference; quantity purchased 
monthly; size of family, and dis- 
tance traveled to make grocery 
purchases. 


No. 3288. The New Star in the 
College Market. 


Sport, a Macfadden publication, 
has issued this report on a survey 
of its readership in eight important 
colleges and universities in various 
sections of the country. It tabu- 
lates per cent of regular readers 
in each college; how students se- 
cure their copies of the magazine, 
and a projection showing coverage 
for Sport in each university. 


No. 3299. Fingertip Data for 1949. 


Market data, schedules, circula- 
tion, closing dates, rates and 
mechanical requirements are 
shown in this new folder, issued 
by Electrical West. 


No. 3307. Distribution. 


Distribution’s role in the U. S. 
economy, its costs, and the elimi- 
nation of operating wastes in dis- 
tribution are discussed in this 
pamphlet, issued by J. Walter 


NBC Spot Sales has released this 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 
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Please send me the following (insert number of each item wanted) 


Thompson Co. 
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MAXWELL 
SERVICE 
SALES DEPARTMENT 


OBSCURE SPECIALIST 
GETS JOB OFFERS 


This little story has to be told in gen- 
eral terms to preserve confidential in- 
formation, but its moral may prove 

rofitable to you: A man with certain 
highly specialized qualifications of lim- 
ited applicability wanted to get into 
the agency business. He was earning 
$7,000 in another business. As the result 
of a $20 ad here in these classified col- 
umns of ADVERTISING AGE, he got 
two offers from agencies—one at $9,000 
from a small agency, another at $11,000 
from a big agency . . . mighty fine div- 
idends from a $20 investment. Maybe 
this will suggest something to you— 


RATES: 75c Ser tine, minimum 


lar card discounts on multiple insertions and space over 5 inches apply on display 


HELP WANTED 


FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicago 


AMBITIOUS ACCOUNT 
EXECUTIVE or 
ADVERTISING MANAGER 
Here a very short distance from Chicago 
we have 3 account executives making 
$10,000 to $15,000, and enjoying living 
conditions beyond compare in Chicago. 5 
minutes from the office. Excellent schools, 
college, university. Fine little country 
clubs to enjoy...fresh air, room for 
children to play. Fully recognized agen- 
cy, $1,000,000 billings—with experienced 
staff and good reputation, seeks account 
executive or advertising manager. Let's 
have a confidential talk, here or in Chi- 
eago. We are expanding and can show 
you real and permanent advantages. 

Box 2456, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
GEORGE WILLIAMS CO.—Personnel 
209 S. State St., HA 17-2063, Chicago 


ART DIRECTOR - RETAIL 
Are you interested in California, in an 
outstanding retail jeb of agency caliber? 
Must have knowledge production, art and 
top layout. Excellent spot. 
The Broadway 
Los Angeles, California 

YOUNG ADVERTISING MAN - FRIDAY 
You are in your 20’s. You have a year or 
so praetical experience in journalism or 
advertising. Now you want to broaden 
your background. If you are selected for 
this position, you join the Advt. Dept. 
of a large (Chicago) mfgr. of j r- 
ing and office supplies. Your job con- 
sists primarily of imdustrial copy; bulle- 
tins, circulars, catalog sheets, and other 
sales material. You must be able to 
get the needed facts from our engineers, 
salesmen, and executives—and set them 
down in simple, orderly English. But 
have no illusions. You are also expected 
to make paste-ups, mount photos, do 
proof-reading, and relieve the Advt. Mgr. 
of time-consuming detail. The position 
does not offer a title ner large pay. It 
does offer you the chanee to broaden your 
knowledge of practical advertising and 
to become an important part of an aggres- 
sive and internationally known firm. 
Write fully, and submit samples (they will 
be returned). 

Box 2477, ADVERTISING AGE 

100 E. Ohie St., Chicage 11, Ill. 
Direct faetory representatives for new & 
exeeptional Point-of-Sale Display line 
never offered before. Big DoMar Volume. 
Exc. Territories. Natienal Business. 
Bex 2485, ADVERTISING AGE 
100 E. Ohio St., Chieage 11, Ill. 


ACCOUNT EXECUTIVE 
Who wants an agency 
he can call his own 


Work into a partnership without initial 
investment. Established Chieago agency, 
17 years old, handling national and local 
accounts. All eerrespondence stricthy con- 
fidential. Write: 

Box 2488, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, IM. 


WANTED 
A WRITER WHO IS ALL THUMBS 
But his thumbs must be the green kind, 
the type that are happiest when thrust 
into the soil. A young newspaper man or 
copywriter with a farm background and, 
preferably ag. college training, will find 
an excellent opportunity with an in- 
ternationally-known majer farm equip- 
ment company in the midwest. Duties in- 
clude pubkicity, promotien and public 
relations. If you are ambitious and anx- 
ious to work for a progressive firm, give 
all details ineluding salary requirements 
in first letter to: 
Box 24898, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ll. 


POSITIONS WANTED 


YOUNG, EXPERIENCED AGENGY MAN 
seeks connection with progressive agency 
er advertiser. Alert, single, trained by 
leading agency all phases of advertising. 
Box 2476, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
Space Salesman Available - Sales last year 
$80,000. Aggressive for new business. 
Widely known in Chicago territory. Col- 
lege graduate. 

Box 2478, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ART TRAINEE June high school graduate, 
female wants work in commercial art, 
studio or agency. Willing start as “in- 
experienced” and learn. Pasteups, errands, 
a chance to learn business. 

Box 2486, ADVERTISING AGE 


who knows? 


100 E. Ohio St., Chicago 11, Ill. 


THE ADVERTISING MARKET PLACE 


um charge $3. Cash with order. Figure bold face head» 


publication 


POSITIONS WANTED 


I WELL WO8K HARD NOW for a respen- 
sible, high-paying job in 1955. Will you 
need an advertising and sales promotion 
exeeutive then? I have 4 years intensive 
experienced in sales and advertising; a 
demonstrated creative ability in consumer 
and teehnical copy-writing; a creative 
attitude applied to all merchandising and 
sales planning. You can work me as 
hard as you want provided you give me 
the turther training and experience I need 
to make you a top-flight advertising and 
promotion man in the next few years. I 
think I am worth making a job for. For 
just 3 cents you can find out for yeur- 
self. I am 28, married. 

Bex 2487, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

ARTIST - DESIGNER 

Desires change after four years with 
present employer; preferably with Chi- 
cago Manutacturer or agency. 30 years old 
with 8 years experience in typographical 
design, lettering, layout and art direction. 
Moderate salary requirements. 

Box 2479, ADVERTISING AGE 

100 E. Onio St., Cnacago 11, lil. 
ADVERTISING-PROMOTION MANAGER 
for manufacturer or publication. 20 years 
experience. A compete advertising depart- 
ment in himseif. Copy, layout, produc- 
aon. More tnan tripie sales for last firm. 

Box 248u, ADVERTISING AGE 

ll E. 47th St., New York 17, N. Y. 
ART DMECTOR AND LAYOUT MAN 

44 years agency experience. Necognized 
taient and ability in advertiseng, mer- 
cnandising and packaging. Congenial, m- 
dustrieus, adaptaole and reliable. War 
veteran - avaliable now. 

Box 2441, ADVERTISING AGE 

lv0 E. Omo St., Chicago 11, lil. 

Natural Born Salesman Availabie 
<ollege graduate, ex-Navy fighter pulot, 
experienced in research, real estate ae- 
veiopment & sales work. Excellent saies 
correspondent. 29 years old. Write: 

box 2442, ABVERTISING AGE 

lw E. One St., Cnicago 11, i. 

Avy. OR PUBLICATION 

4 yrs. exp. adv. & merch. (mestly food.) 
successful bkg in agency, retail operations. 


lee E. Omio St., Cmecago 11, Lil. 
SALES rROM. and ADV. MGR. for large 
eectrieal mir. (consumer and mdustriai). 
warts opportumity to preduce in exckange 
sor a future. Tnoroly experienced in copy, 
production, Market amaiysis, media, saies 
yrum, Capabie of preducing own layouts. 
vet., Marr.ed, 3uv yrs. old. 

Box 2444, AUVEXKTISING AGE 

low E. Onio St., Caicago 1i, iil. 


MEPRESENTATIVES AVAILABLE _ 


«<ubluskhers Nepresentative. For New Eng- 
1and and NN. xX. territory. Offices in Boston 
& New xeork. Trade, deaier or business 
papers. AM correspendence confidential. 
Bex 2412, ADVERTISING AGE 
ll E. 4/ta St., New York 17, N. Y. 


MIiSCEL:.ANEOUS 


FINE AGRICULTURAL ART 
John Andrews, 1504 Dodge, Omaha, Nebr. 


Modern, well equipped printing 
plant conveniently located out- 
side Metropolitan, New York, 
excellent transportation facili- 
ties, can offer attractive prices 
and good service for magazines, 
House Organs and Catalogs — 
Box 7359, ADVERTISING 
AGE, 100 E. Ohio St., Chicago 
11, UL 


MAGAZINE PRINTING 
New equipment will allow us to handle one 
more publication of about 18,000 circulation 
64-96 pages, approximately 81,” x 11”. Small 
town somewhat west of Chicago. Good work- 
manship and service. No labor trouble. 


Box 7361, ADVERTISING AGE, 


100 E. Ohio St., Chicago 11, III. 


_ POSTER — 
ADVERTISING 
DISPLAYS 
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SPECTACULAR 
ELECTRICS 
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Atlantic 


The World’s Playground 


Where 18,000,000 annual 


visitors will come face 


with this HARWOOD’'S 


Semi-spectacular. 


May We Serve You? 


The B.C Maxwell Co.Atlantic City Nd 


to face 


wre , 


Advertising Age, May 30, 19 ‘9 
To Air ‘Hollywood Calling’ 


Gruen Watch Co., Cincinna i, 
will sponser half of NBC’s Sund y 
night giveaway, “Hollyweed Ca |. 
ing,” when the Lou Cowan pac -. 
age debuts in August. Gru ;, 
through Grey Advertising Agen ,, 
is set to carry the 7 p.m., ES? 
segment, opposite Lucky Strik: ' 
Jack Benny on CBS. 


Three Appoint Sykes Agency 

Sykes Advertising, Pittsburs h, 
has been named to handle tre 
advertising of Buhl Optical Co. 
Pittsburgh; Wall Mfg. Co., Grove 
City, Pa., and Lee Smith & Sons 
Mfg. Co., Pittsburgh. 


Artloom Names McAvoy V. P. 


John C. McAvoy has been elec- 
ted vice-president and assistant 
to the president of Artioom Carpet 
Co., Philadelphia. He also will 
handle personnel and labor rela- 
tions. 


Gets Modeling School Account 


Yardis Advertising Co., Phila- 
delphia, has been named to direct 
the advertising of the Philadelphia 
Modeling School. 


Well-known magazine pub- 
lisher is seeking a top-notch 
advertising director. The man 
we want is going to be very 
hard to find. He must have 
brains, spirit, enthusiasm, 
knowledge and real organizing 
know-how, and be preferably 
on the young side. This is a big 
job, and only a man who has 
everything that it takes will be 
able to fit it. If you are inter- 
ested and qualified, write us 
about yourself in such detail as 
you consider desirable. Natu- 
rally, all replies will be re- 
spected as privileged. Box 7369, 
ADVERTISING AGE, 11 E. 
47th St., New York 17, N. Y. 


WAR IS DECLARED! 


HOW MUCH will your sales ? 


increase in the next 2 years 
Hard-hitting sales promotion and mer- 
chandising can keep you ahead in your 
field. Able young family man. . . solid 
selling, merchandising, advertising back- 
ground . .. proved creative sales abil- 
ity . . . experienced selling intangibles 
. «+ presently employed, seeks opportu- 
nity with future to direct merchandising, 
sales promotion and customer relation 
activities. 


Write Box 7368, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


LET ME 


do the “‘digging"’ for you! 


’* is needed to solve 
develop creative ideas 
. Can work 


When deeper ‘‘d 


and punch-packing heads. Have several yrs 
copywriting in ad. agency, and in retail on 
telephone, radio equip.; playing cards; sca! 
folding; soda fountains; electricals; powe 
tools; photo equip. Am 30, single, ve 
Trained at Northwestern University and A: 
Institute of Chgo. Can speak, read, writ 
Spanish fluently. Am employed, but war 
change to aggressive agency that offers op 
portunHy, writing mainly consumer cop) 


Box 7370 ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


You can afford this “free lance” 
ADVERTISING MANAGER 


Have you a well co-ordinated sales an: 
promotion program? On a pay-its-own 
way basis, you can get the help of lon: 
agency and sales background includin: 
creation, production, market analysi: 
budgeting and integration of advertis 
ing and selling. Let's talk it over. 


Box 7371, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


: 


GOLF MEMBERSHIP WANTED 


Executive just moved from New Yo k 
is interested in buying a club me’ 
bership. North side preferred. (Chi- 
cago) Call Miss Feeney, St 2-2944. 
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AT REILLY RECEPTION—This group, photographed at the open house reception in 

the new quarters of J. M. Reilly Co., Boston agency, in the former WBZ studio, 

includes, left to right: Lucien Self, television program supervisor for WBZ-TV; Nathan 

Brezner, treasurer, and Robert Shuman, general manager, N. Brezner & Co.; John 

M. Reilly, agency president, and Ted Tinker, New York designer of video and trade 
characters. 


ANA Begins Hunt 
ior Magazine Ad 
ind Sales Data 


ave Project Embraces 56 


oo Publications; Farm 
‘bly Papers Are Included 
big 


New YorK—A new study of the 
rate trends and subscription meth- 
l be his of magazines got under way last 
ter- | Bveek as first steps for gathering 

us he necessary data were com- 
l as leted by the steering committee 
itu- f the Association of National Ad- 


re- ertisers magazine group. 

369, The study will contain all per- 
E. inent data in a single volume, and 

4 s, in a sense, a continuation of 


he yearly study of subscription 
roduction methods issued by ANA 
before the war and of the study on 
rate trends published in 1948. 

The projected study is consider- 
ebly larger than previous projects: 
it will include information on all 
nagazines with $1,000,000 or more 


vour eavertising revenue (as reported 
jolid y PIB), and on those with circu- 
ack- ation of 2,000,000 or more, re- 
a fardless of advertising revenue. 
wan A list of 56 publications will be 
re urveyed. 


Only 21 publications were in- 
ORDER BY MAIL! 
NOW ! BRAND NEW 


GIANT DISPLAY 


mai SCRAP BOOKS 


! 
new low prices! 
| yr : ; 2 
a! | ae 
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ve 
1 Ar 
writ 
war 
§ OP 
cop: 
Plus 
asl Postage 
/OVERTISING AGENCIES! Now, order by 
e”’ ail, — these guaranteed brand new 
ant display albums and scrap ced 
low they defy comparison... and, you 
n save still more when you order in lots 
6 or over. 
an: ». 650 (illustrated). Size 19 x 23 inches, 
th cover of solid black fabricoid, lami- 
owr ted on heavy bookbinders’ board. Includes 
" n ' sturdy sheets held together with screw 
10 Sts. Sheets can accommodate glued sub- 
din ‘ts om both sides. More sheets can be 
4 jed as desired. Ideal for advertising 
ysi: encies, photographers, printers, news- 


° pers and department stores, for keeping a 
ortis splay, or a permanent record of advertising 
1 prized subjects. Smaller sizes available. 
gular $8.00 value. plus postage 
Ye Discount for lots of 6 or more. 
® 780 This album has a rich black cover, 
ade of strong fabricoid, in a lizard grain 
ish, (simulated leather). Otherwise the 
— ne as No. 650. $5.90 plus postage 
'%e Discount for lots of 6 or more albums. 
—— my (De Luxe Scrap Book) With rich 
.ck, heavily padded cover, made of strong 
ricoid, in lizard grain finish (imitation 
ather). Size 19 x 23 inches. Contains 10 
urdy sheets, each covered with crystal 
°ar, acetate envelopes. Subjects mounted 
Yo k these sheets are fully protected, and have 
ded eye appeal. Bound together with 
rew posts. Additional inserts, 90c each. 


meri $12.50 plus postage 
(ct i- '%o Discount for lots of 6 or more. 
44. CHESAPEAKE fsurany 


414 E. Baltimore $t., Balto. 2, Md. 


» 


cluded in the last issue of “ANA 
Study of Magazine Circulations,” 
published in 1945. The 1948 study 
included 14 magazines. 

Several farm magazines will be 
included for the first time, on the 
basis of qualifying for advertising 
revenue or circulation. 

The ANA report will be drawn 
from ABC data; in addition, pub- 
lications are asked to furnish rele- 
vant material. A meeting with re- 
search directors of magazines re- 
sulted in the inclusion of rate and 
circulation data going back to 1937, 
so that advertisers may compare 
the present period with prewar 
statistics rather than distorted 
wartime figures. 


ws A standard questionnaire sent 
to the magazines asks for: Total 
advertising pages for each year 
since 1937 with data on the per- 
centage and actual gain since the 
previous year and number of lines 
per page; reductions and increases 
in rates and cireulation base or 
guarantee for b&w and color over 
the same period; average cost per 
page per thousand; basic price of 
single copies and subscriptions and 
data on number of copies sold at 
discount; information on terms of 
sale at which copies are sold; sub- 
scription production channels, and 
net paid circulation each year 
since 1937 subdivided by subscrip- 
tion sales, newsstand, boy sales and 
bulk sales. 

The work involvéd on the part 
of publications is offset by the 
benefits to national advertisers, 
the ANA committee feels. 

Members of the steering com- 
mittee are W. A. Drisler, Cannon 
Mills; A. S. Dempewolff, Celanese 
Corp.; Wilmot P. Rogers, Califor- 
nia Packing Co.; V. D. Beatty, 
Swift & Co.; Henry Schachte, Bor- 
den Co.; D. S. Frost, Bristol-Myers 
Co.; B. R. Donaldson, Ford Motor 
Co.; W. B. Potter, Eastman Kodak, 
and George Mosely, Seagram Dis- 
tillers Corp. 


Industrial Admen Elect 


B. G. Wasser, vice-president of 
Rogers & Smith, Kansas City, has 
been elected president of the Kan- 
sas City Industrial Advertisers. 
Other officers are: J. Maurice 
Hoare, advertising manager of 
American Asphalt Roof Corp., 
vice-president; Roy W. Maze, ad- 
vertising manager of Marley Co., 
secretary, and Robert G. Evans, 
vice-president in charge of adver- 
tising and sales of Clipper Mfg. 
Co., treasurer. 


Gillis Joins McCann-Erickson 


James P. Gillis, formerly with 
the National Broadcasting Co. as 
an account executive, has joined 
the radio and television depart- 
ment of McCann-Erickson, New 
York. 


ADS Schedules Convention 


Alpha Delta Sigma will hold its 
1949 convention in Eugene, Ore., 
June 24-26, at the Eugene Hotel. 


Appoints Ruth Sedam 


Mrs. Ruth Newburn Sedam, for- 
mer copywriter for Ellington & 
Co., New York, has been appointed 
editor ef Baby Talk, New York. 
Prior to her association with El- 
lington, Mrs. Sedam was with 
Woodward & Lothrop, Washing- 
ton, D. C. 


Elects Little and Marshall 


J. T. Little, regional vice-presi- 
dent of the construction news divi- 
sion, and Robert F. Marshall, busi- 
ness manager of Architectural 
Record, have been elected to the 
board of directers of F. W. Dodge 
Corp., New York. 


Taylor Joins McKinney 


Whilmore H. Taylor, formerly 
with Maryland Casualty Co., Phil- 
adelphia, as a research specialist, 


has joined the Harris D. McKinney 
Organization, Philadelphia, tech- 
nical and industrial advertising 
agency, as a copywriter. 


Motorola Appoints Two 


N. H. Terwilliger, former sales 
manager for Eicor, tape recording 
firm, and Joseph C. Dick, formerly 
with Radio Corp. of America and 
Philco, have joined Motorola, Inc., 
Chicago, as assistant advertising 
and sales promotion manager and 


supervisor of dealer material, re- 
spectively. 


FIRST AID for Clients! 


We've a sure cure for clients who're crying 
about high art costs. Somple treatment and 
details on our low fee on request. 

Dept. 120C€ 


MART MART caters tenes 


“CLASSIFIED ART FOR EVERY USE 


pu Dont Have to Buy a Bee Hive 
. ys Get Yourself SOME HONEY... 


Drawn by John Buckley whose illustrations appear weekly in Pictorial Review 


OPEN LETTER TO ADVERTISING EXECUTIVES: Isn’t it time 
to re-examine your media list to see how you can fit your 
circulation coverage more exactly to your distribution? 
If you agree, remember this: 


Only in PICTORIAL REVIEW can you buy separately, 
without penalty . .. even for color... your selection of 
from one to ten of the nation’s biggest and richest 


Sunday Magazine markets. 


And, with this unmatched flexibility, you get these added 


values: ““Sharp-focused” visibility for each advertisement; 


Distributed With 
The Sunday Issues Of 


CHICAGO HERALD-AMERICAN 
MILWAUKEE SENTINEL 
PITTSBURGH SUN-TELEGRAPH 
BOSTON ADVERTISER 
LOS ANGELES EXAMINER 
SAN FRANCISCO EXAMINER 
SEATTLE POST-INTELLIGENCER 
NEW YORK JOURNAL-AMERICAN 
BALTIMORE AMERICAN 
DETROIT TIMES 


no competitive product pages; 
keen reader interest imbedded in 
home town news. 


Put behind all these the intensive 
street-by-street, market-by-market 
guidance of the famous Hearst 
Sales Operating Controls ...then 
letus show you how PICTORIAL 
REVIEW can help increase busi- 
ness for you right away. 


nll. in Pictorial Revie 
Pea you buy from 1 to 10 
Big City Sunday Magazine Markets, 


'W 


A HEARST 
PUBLICATION 
Represented 
Nationally 
By Hearst 
Advertising 
Service 
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ABC Gross Sales Up, 
But Net Profits Are Down 


American Broadcasting Co., New 
York, increased its gross sales for 
the first quarter of 1949 by 6% 
with a volume of $10,218,410, com- 
pared with $9,631,348 last year. 

However, the company estimated 
its deficit for the first three months 
of this year at $64,000. Net income 
for the corresponding period in 
1948 was $502,000. The drop was 
attributed to television expendi- 
tures. 


Grey Promotes Eckstein 


Bernard Eckstein, who has been 
with Grey Advertising, New York, 
since 1946, has been promoted to 
art director of the agency. 


Falconer Names Martin 

Arnold J. Martin has been ap- 
pointed sales manager of the Fal- 
coner Metal Specialties Co., James- 
town, N. Y. 


number---- 


back. 
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Teleradio Mans Corner 


Want to reduce? Want to lose up to seven pounds the first 
week safely, effortlessly, scientifically? 


No drugs, no diet, no exercise. No bother of any kind ex- 
cept paying for the $2.50 package when it arrives by mail. 
Write tonight, or better still, telephone immediately this 


Try it at the manufacturer’s risk for seven days and then ) 
if you’re not on your way to a slimmer, more glorious you, 
send it back and guess what? The manufacturer will not 
only refund your $2.50 but an extra dollar. You'll get $3.50 


And that isn’t all. The manufacturer is so anxious for you 
to try his remarkable package that free and for nothing with 
every purchase he sends you four (4) silver spoons. Ideal, 
presumably, for eating grapefruit. 


This has no connection with your refund. If you elect to 
take your $3.50 refund on your $2.50 package, you can still 
have the spoons as a gift. The manufacturer is determined to 
keep you satisfied at any cost. 


You may not believe this. You may think it exaggerated 
in the telling. Your Teleradio Man swears that apart from 
a couple of asides of his own, the above is a nearly-verbatim 
report on one of the current radio come-ons. 


The product. Pro-Tan. The moral: Buyer’s market. 


Rejoins ‘Canadian Business’ 


John E. Cooper, formerly with 
Donovan Publications, Toronto, has 
rejoined the Toronto office of Ca- 
nadian Business, monthly publica- 
tion of the Canadian Chamber of 
Commerce, as assistant advertis- 
ing manager. 


Adclub Elects Carson 


The Raleigh, N. C., Advertising 
Club has elected R. H. Carson, ad- 
vertising manager of the News & 
Observer, as president. R. W. 
Youngsteadt has been named vice- 
president; A. Barrett, secretary, 
and Eugene Moring, treasurer. 


and market are right. 


and buying income... 


A. S$. GRANT. Ationta 


@ And when it comes to getting results 
from advertising it pays to be doubly sure, 
too...to know beforehand that both medium 


As for instance, South Florida’s Gold Coast 
market which last year registered a gain of 
over 50,000 in population and reached 
close to the $% billion mark in both sales 


JOUN S. KNIGHT, Publisher 
STORY, BROOKS & FINLEY, Notiono! Reps 


Affilicted Stotions -- WQAM. WQAM-FM 


MIAMI -- An International Market! 


And The Miami Herald, which ranks First 
in the nation for the first quarter of 1949 
with a total of 9,786,306 lines, and whose 


steadily increasing margin of circulation 


leadership points up the fact that it alone 
delivers this entire primary market easily, 
economically, resultfully. 


The Miami Herald — 


AT GREATER WEEKLIES MEETING—Among those attending the recent annual con. 

vention of the Greater Weeklies in New York were, left to right: T. J. Hooking, 

publisher, Glasgow Courier, Glasgow, Mont.; Vice Admiral F. E. M. Whiting, USN 

(Ret.), president of Licensed Beverage Industries and one of the principal speakers, 
and Don Forsythe, publisher and president of Greater Weeklies. 


15% of TV Users 
Won t Repeat in 
‘49, Study Shows 


New Yorx—Only about 64% of 
the advertisers who used television 
in 1948 plan to continue using the 
medium throughout 1949; 15% def- 
initely will not use it again, and a 
little more than 21% have not yet 
decided, according to results of a 
survey released by Sidney N. Wag- 
ner of Broadcast Music, Inc. 

The study, entitled “Some As- 
pects of Television as an Advertis- 
ing Medium in 1948,” is based on 
questionnaires which were sent to 
1,058 advertisers who used TV last 
year. One hundred eighty-four 
questionnaires were returned, and 
the distribution of the respondent 
questionnaires agrees fairly well 
with both classification of adver- 
tisers on the original list and geo- 
graphic distribution. 

More than 50% of the respon- 
dents spent less than $3,500 on 
video time last year although, for 
the large majority, the amount of 
money spent covered a period of 
less than five months (many of 
the stations were not on the air 
until mid-1948). 


ws For 80.3% of the advertisers, 
the total video appropriation con- 
stituted less than 15% of the com- 
pany’s entire advertising budget 
for the year. For 67.5%, the TV 
funds represented new advertis- 
ing money, not previously in- 
vested in other media. Of those 
who used advertising funds for- 
merly spent in other media, the 
largest amount came from news- 
papers, with radio the second high- 
est loser. 

Almost 80% of the TV adver- 
tisers previously had used radio 
at some time, Mr. Wagner dis- 
covered. 

One of the most interesting por- 
tions of the study is the tabulation 
of replies to the question: “Why 
did your company advertise on 
television in 1948?” Almost 30% 
of the respondents declared that 
their primary reason for using tel- 
evision last year was for “prestige 
and/or publicity,” and 27.1% said 
they bought time to “experiment, 
gain experience with the new me- 
dium.” 


ws Only 17.5% said that they 
bought time primarily to boost 
product sales, while 11.4% pur- 
chased time because of TV’s abil- 
ity to carry demonstrations. The 
influencing of retailers was cited 
by 7.3% as their main reason for 
using video, and 3.8% bought time 
to obtain a network time “fran- 
chise.” 

Forty-five per cent of the ad- 
vertisers used spot television ad- 
vertising; 43.7% bought programs, 
and 11.1% used various types of 


cooperative commercials. Abou 
54%% of the commercials wer 
live, and 38.7% were film (6.9% o 
the respondents did not classif 
them). 

Of the 14.8% of the respondent 
who said that they would not us 
TV advertising in 1949, 47.6% gav 
as their reason: “Too expensive i 
relation to results, poor result 
did not pay, etc.” Another 19.1% 
said that the audience was to 
limited, and the scope too smal 
About 10% said that TV was no 
suitable for the advertiser’s pur 
pose or products, and another 10% 
blamed poor technique, and poo 
scheduling. 

The complete survey which, in 
cidentally, was prepared in partia 
fulfillment of the requirements fo 
a master’s degree, is obtainable 
from Sidney N. Wagner, directo 
of statistical analysis, Broadcas 
Music, Ine., 580 Fifth Ave., N. Y. 


‘Newsweek’ Starts 
Microfilm Edition 


New York—Newsweek wil 
make microcard and microfilm ed 
itions available to subscribers afte 
June 1. 

T. F. Mueller, publisher, in an 
nouncing the service, said it wa 
the first time in magazine publish 
ing history that a national new 
magazine will be presented in thes¢ 
forms. The micro editions includé 
all editorial and advertising ma 
terial appearing in regular edition 

The microcard edition will b¢é 
distributed weekly, simultaneous! 
with newsstand and subscriptio 
editions, and will reach subscrib 
ers at the same time as full-sizé 
copies. This edition is printed 0 
3x5” index cards with symbols fo 
filing. The cards are produced i 
cooperation with Microcard Foun 
dation. 

The microfilm edition will )¢ 
distributed semi-annually in 100 
ft. rolls, in September and Merc 
of each year. Each roll contains 24 
issues and an index. The cos’ 0 
each micro edition will be $15 
year—the same as the present °0s 
of Newsweek’s bound volumes. 


C-P-P Expected to Take Over 
Ozzie-Harriet Spot on CBS 


Colgate-Palmolive-Peet Co., ! e" 
York, is expected to take over thé 
CBS 6:30 p. m., EST, Sunday t ™¢ 
spot which is being vacated by [1 
ternational Silver Co. at the en: ° 
the current run of Ozzie & Har. i¢! 
The company has not decided w 52 
it will schedule in this half hou! 

Meanwhile, Columbia is pi'‘*> 
ing hard for Dennis Day, no‘ 
Colgate Saturday night attrac‘\o! 
on NBC. 


Four Name Brooks & Londc2 


Brooks & London, Philadelp»! 
agency, has been appointed ‘9 
handle the advertising of M é 
Sports Stores of Philadelphia 
Atlantic City; Tri-State Candy .° 
Philadelphia; Champion Conta) s¢ 
Co., Philadelphia, and V-Ii0 


Clothes Co., Philadelphia. 
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Sales Execs Buckle on 
Their Fighting Armor 


(Continued from Page 1) 
egments of the population. 

2. That the National Sales Ex- 
cutives take the lead in pro- 
riding “all interested parties” facts 
and data to combat “unfair and 
uninformed attacks on the func- 
ions of selling and the cost of 
distribution.” 

3. That federal, state and local 
governments refrain from raising 
taxes during the transition from 
i seller’s to a buyer’s market, and 
that reduction or elimination of 
excise and luxury taxes be con- 
sidered. 


se 4. “That the right of salesmen’s 
unions to strike be made a public 
issue, to the end that all people, 
in or out of government, may ac- 
curately understand the potential 
dangers involved therein, where 
unwise action of relatively few 
people may seriously and perma- 
nently affect the employment op- 
portunity and welfare of many 
people who would not be a party 
to any such dispute—all this to 
the further end that sound re- 
strictions on the right of salesmen’s 
unions to strike can be made part 
of the law of the land, if in the 
light of full considerations, such 
restrictions are deemed to be in the 
public interest.” 

5. That NSE develop an educa- 
tional program explaining the 
functions and services provided 
to the economy by selling and 
sales management. 

6. That Congress: 

a. Establish a two-year mora- 
torium on the issue of basing point 
selling. 

b. Set a policy of not raising 
postal rates more than “a moder- 
ate amount in any one year.” 

c. Allow credit controls to die 
with the expiration of the present 
law. 


a 7. That the Department of Com- 
merce become the center for the 
collection of data on the reasons 
for the spread between producer 
and consumer prices, to the end 
that there is a better appreciation 
of the reason and necessity for 
distribution costs, including ad- 
vertising and selling costs, on the 
part of the public, the farmer and 
the consumer. 

8. That NSE endorse the recom- 
mendations of the Hoover com- 
mission on governmental reorgani- 
vation, and that a committee be 
set up to work with the national 
citizens’ committee which is now 
vorking for adoption of the Hoover 
recommendations. 

9. That NSE is “opposed to com- 
munism and all other forms of 
socialism and statism which would 
eek to destroy our system of 
wrivate business based on profits, 
ind the free and open right, under 
ll headings, and of all people, 
to sell and in turn to be sold.” 


a The meeting, one of the best 
ittended ever held by the organi- 
ation, was notable for its serious 
iote. Gone were the rollicking 
vertones of the runaway market 
lays, to be replaced, not with 
essimism, but with a sober reali- 
‘ation that sales managers now 
1ave their work cut out for them. 

It was notable that attendance 
it the sessions was extraordinarily 
veavy throughout the three days, 
lespite the fact that the program 
vas crowded with something like 
0 speeches and presentations, and 
essions frequently ran behind 
schedule. 

The consensus seemed to be that 
1949 would be a good year, al- 
‘though with perhaps 10% reduc- 
tion from 1948 sales peaks, but 
that alert company management 


and alert sales management could 
still chalk up sales increases, even 
over last year, for well-managed 
companies. 


s Talks—almost invariably ac- 
companied by slide films, movies, 
recordings, exhibits, etc-—were 
about equally divided between 
high-level policy and inspirational 
addresses and brass-tacks case 
history data, with special empha- 
sis on building better sales forces, 
reinvigorating American youth 
with the desire to sell, and focus- 
ing sales effort on those areas 
which give greatest promise of 
yielding results. 

Asserting that the country has 
arrived at the point where its 
markets can be ever-expanding, 
Mr. Schindler keynoted the con- 
vention by saying that “the only 
limit to our prosperity—the only 
limit to our standard of living—is 
our ability to sell and distribute at 
a profit and put into use the goods 
we now know we can make.” 

Mr. Hood, who was program 
chairman for the meeting, insisted 
that business is “not the certain 
victim of an inexorable business 
cycle, but can master the cycle 
and level out its peaks and val- 
leys.” The fact that there are 
many companies which have made 
profits in every depression in the 
last 75 years proves it, he said. 


w One of the most detailed case 
histories of the conference was 
presented by G. C. Denebrink, 
vice-president, Bigelow-Sanford 
Carpet Co., who took the sales ex- 
ecutives, step by step, through the 
revitalization program of his com- 
pany. This embraced a study of 
the carpet industry, moderniza- 
tion of the organization, stream- 
lining the company’s line, strength- 
ening sales personnel, developing 
highly efficient sales training and 
sales incentive plans, delving into 
salesmen’s thinking and ambitions, 
modernizing retail showings of 
carpets and rugs, installing sales 
analysis and control machinery, 
and working far more closely with 
distributors and dealers. 

“Prewar,” said Mr. Denebrink, 
“we had 9,564 dealers. An analysis 
of 1941 sales showed that 5,129 of 
them—those purchasing less than 
$1,000 per year—accounted for 
only 3.8% of our volume. In the 
fall of ’45, therefore, we withdrew 
our lines from some 5,000 marginal 
dealers.” But Bigelow went farther. 
In a serious effort to receive major 
support from every outlet handling 
its products, it later cut down still 
further, so that, as an example, 
while every department store in 
New York City was formerly han- 
dling the line, this is no longer 
true. 


a The company’s advertising and 
sales promotion activities have also 
been greatly expanded. “This 
year,” Mr. Denebrink reported, 
“Bigelow’s investment in full-page, 
full-color advertising in national 
magazines and in color gravure in 
newspapers, and in the Bigelow 
show on the NBC TV network, 
will be equivalent to about three 
times what the entire carpet in- 
dustry, including Bigelow, spent 
for consumer advertising in the 
average prewar year.” 

At the Monday afternoon session, 
expanding market opportunities in 
Canada, the West and the South 
were described, respectively, by S. 
R. Skelton, general manager, Sat- 
urday Night Press, Toronto; Tony 
Whan, president, Pacific Indoor 
Advertising Co., Los Angeles, and 
Dr. J. L. Brakefield, manager, in- 
dustrial department, Birmingham, 


Ala., Chamber of Commerce. 


SPEAKERS—Shortly before their speeches as recipients of the Parlin Memorial 
Award at the annual dinner in Philadelphia (AA, May 23) are (left to right) Harry 
A. Bullis, chairman, General Mills, and Neil H. Borden, Harvard Graduate School of 
Business Administration, with William C. Gordon Jr., Curtis Publishing Co., president 
of the Philadelphia chapter of American Marketing Association, sponsor of the dinner. 


Contents of a new book on sales 
training, just published as a non- 
profit cooperative venture of the 
National Society of Sales Training 
Executives, were described on 
Tuesday morning by Wallace G. 
Strathern, Eastern Gas & Fuel As- 
sociates, Boston, after which a 
panel presented case histories in 
“sales managing the small bus- 
iness.” 


s Jack Luhn, president, Easterling 
Co., Chicago, which sells sterling 
silverware house to house, re- 
ported that his company’s sales 
have grown from $500,000 in 1945 
to around $5,000,000 in 1948, and 
said that their big job is not sell- 
ing sterling, but developing men. 
“Better than 40% of our sales calls 
result in sales,” he said, adding 
that approximately 80% of his 
company’s men are college grad- 
uates. Sales training, contests, and 
a universally wanted product were 
given the major credit for the com- 
pany’s success. 

Paul Kayser, personnel director, 
Industrial Tape Corp., told how 
sales of some of the company’s 
line have increased 114% in the 
first quarter of ’49, largely as a 
result of an intensive sales train- 
ing program, which incidentally is 
administered by the personnel de- 
partment, rather than the sales 
department. 

Charles A. Morrow, vice-pres- 
ident, Mullins Mfg. Co., described 
how his company is sharpening up 
its sales force through scientifically 
designed and integrated sales pro- 
motion plans. 


a G. A. Renard, secretary-treas- 
urer, National Association of Pur- 
chasing Agents, told the sales man- 
agers that prices are coming down 
on many consumer goods, but not 
yet fast enough to stimulate new 
buying. If the price index, which 
now stands at 160% of the 1926 
average, could be brought down 
to a level of 135-140 within the 
next three or four months, he said, 
“there might be a chance to shake 
off the present recession rather 
quickly—at the price of a quite 
severe but short-lived clean-out 
process.” He acknowledged, how- 
ever, that this is not possible, 
largely because food and farm 
prices are being artificially main- 
tained. 

Leon H. Keyserling, vice-chair- 
man, Council of Economic Advis- 
ers, Washington, told the sales 
managers at lunch Tuesday that 
the big problem facing the econ- 
omy is the ability to distribute the 
goods and services which America 
can produce. We can’t have a static 
economy, he said, and if we have 
a dynamic, forward-moving one, 
we must learn to distribute an ad- 
ditional output which will average 
$40 billion annually over the 1948 
peak during the next ten years. 
To accomplish this, he said, real 
income must go up; otherwise there 
will be no possibility of absorbing 
the goods and services we can pro- 
duce. 


Dr. Albert Haring, School of 
Business, Indiana University, told 
the group that research is vitally 
important to sales management, 
and recited a number of case his- 
tories to show what can be done. 
He warned, however, that re- 
search programs must offer actual 
returns in dollars and cents quick- 
ly. 

The afternoon was completed 
with two panels. One, under the 
chairmanship of Paul Wooton, 
president, National Conference of 
Business Paper Editors, included 
A. W. Zelomek, editor, Modern 
Distribution; Philip Salisbury, edi- 
tor, Sales Management; Edward 
Earle, associate editor, Marketing, 
Toronto; H. S. Webster Jr., pub- 
lisher, Distribution Age; S. R. 
Bernstein, editor, ADVERTISING AGE; 
and G. R. Schreiber, editor, Vend. 

The other, which discussed in- 
tegrating advertising, sales pro- 
motion and sales education, was 
presided over by John E. Wiley, 
chairman of Fuller & Smith & Ross, 
New York, and included Arnold 
Michelson, vice-president, Minne- 
apolis-Honeywell Regulator Co.; 
George Welp, director of adver- 
tising, International Printing Ink 
Division; Roger Bolin, advertising 
and sales promotion manager, 
Westinghouse Electric Corp. ap- 
pliance division; A. G. Nelson, 
Chicago manager, Westinghouse 
Lamp Division; and Alexander 
Rogers, advertising and sales pro- 
motion manager, Libby, McNeill & 
Libby. 


ew At the Wednesday morning ses- 
sion, the new Columbia Broadcast- 
ing System film on television was 
shown, and the remainder of the 
morning was given over to sales 
training. An elaborate symposium 
and demonstration was put on by 
Fen Doscher, vice-president in 
charge of sales, Walter E. Brun- 
auer, director of sales training, and 
Charles H. Schmidt, assistant di- 
rector of sales training, of Lily- 
Tulip Cup Corp. Other speakers 
were William Rados, sales train- 
ing consultant, and Dr. Dwayne 
Orton, director of education, In- 
ternational Business Machines 
Corp. 

Walter J. Murphy, 18-year-old 
Gonzaga High School student, 
Washington, D. C., was present at 
the convention to receive a $1,000 
check from the National Sales Ex- 
ecutives, Inc., as first prize winner 
in a national essay contest on 
“Selling As a Career,” which drew 
almost 13,000 entries. 

The Sales Executives Club of 
Worcester, Mass., and the Rock- 
ford-Rock River Sales Executives 
Club of Illinois won the NSE club 
membership awards for increasing 
their membership 104% and 152%, 
respectively, in the past year. The 
Worcester club also won the Sales 
Management award cup for out- 
standing sales club achievement, 
and the Birmingham, Ala., Sales 
Executives Club was presented 
with the Raymond Bill lectern 
award. 


Katz Proposes 
Joint Ad Drive 
in Watch Field 


(Continued from Page 1) 

The domestic manufacturers— 
partially spurred by Waltham’s fi- 
nancial collapse—have put heavy 
pressure on Congress to change 
the current reciprocal trade agree- 
ment with Switzerland. They have 
asked that Congress either boost 
tariff rates or reduce the quota 
now permitted. The AWAA favors 
extension of the present agree- 
ment. 

The Swiss-made but U. S.-as- 
sembled watches have made great 
progress in the market. One watch 
company believes its estimate of 
the top five ranking to be ac- 
curate, and this is the current 
sales order: (1) Bulova; (2) 
Elgin; (3) Hamilton; (4) Longines- 
Wittnauer; (5) Gruen. 

An AWAA spokesman said Mr. 
Katz’ offer is genuine, that he 
previously had made it to Mr. 
Shennan privately. 


ws The battle between the domes- 
tic manufacturers and imported 
assemblers on tariff revision will 
“impose hardships on both the re- 
tailer and consumer,” Mr. Katz 
said, calling the situation an “un- 
healthy one.” The AWAA employs 
3,900 workers, has an annual pay- 
roll of $14,600,000 and spends 
more than $115,000,000 for domes- 
tic materials, he noted. 

Mr. Shennan was urged to “join 
with our association” to “compete 
as a whole for the consumer dol- 
lar. We believe it is highly es- 
sential that the watch industry ob- 
tain its share of the consumer dol- 
lar in competition with such com- 
modities as automobiles, television 
sets, electrical appliances, etc.” 


Retailers Denounce 
Army Post Exchange 


WASHINGTON—A spokesman for 
the National Retail Dry Goods 
Association told a House armed 
forces subcommittee Thursday that 
the Post Exchange service main- 
tained by the armed services “has 
been permitted and encouraged to 
become a colossus which seriously 
menaces the business and reputa- 
tion of many merchants through- 
out the United States.” 

Leading off for about 20 retailers 
and retail trade associations ask- 
ing curbs on PX activities, Edward 
C. Sullivan, president of Joske’s 
of Texas, said NRDGA considers 
the PX operation “a government 
subsidy pitted in opposition to 
individual initiative and a menace 
to wholesome and legitimate busi- 
ness.” 

Earlier, a subcommittee staff 
member reported that the 374 
Post Exchanges and Ship Service 
stores did $329,000,000 of busi- 
ness in the U. S. in 1948. 


Spray-A-Wave Cuts Price; 
Plans to Increase Ad Program 


Spray-A-Wave Co., Beverly 
Hills, is reducing its retail price 
from $1.50 to $1 a bottle effective 
June 1. The company has just sold 
its one millionth bottle, according 
to John Roosevelt, president. 
Spray-A-Wave is planning to in- 
crease its newspaper advertising 
within the next month or two and 
expand the point-of-sale program 
with more counter cards and dealer 
aids. Dancer-Fitzgerald-Sample, 
New York, is the agency. 


Joins Southern Pacific 


Robert Lehman, formerly with 
Conner, Jackson, Walker & Mc- 
Clure, San Francisco agency, has 
joined the advertising staff of 
Southern Pacific Co., San Fran- 


cisco. 
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Marketers’ ‘49 Mid-Year 
Meeting Program Set 


The program for the 1949 mid- 
year conference of the American 
Marketing Association, scheduled 
for the Sheraton Hotel, St. Louis, 
June 6-8, will accent reperts by 
officials of the Census Bureau and 
the Commerce Department on 
government business, manufac- 
turing and marketing research pro- 
grams. 

Also featured on the program for 
the general meeting are agency, 
advertiser and management con- 
sultant representatives, who will 
discuss sales planning and control; 
shifting wholesale and retail dis- 
tribution patterns, and marketing 
research appropriation problems. 
An entire afternoon will be de- 
voted to discussions of the Ameri- 
can consumer, with leading social 
scientists on the panel. 


‘American’ Is on List 


Admiral Corp.’s campaign for a 
new one-piece plastic console tele- 
vision set will run in American 
Magazine, as well as in other na- 
tional magazines listed in the an- 
nouncement of the drive in the 
May 23 ApveRTISING AGE. News- 
paper promotion of the $249.95 
set has already started, and color 
copy in magazines will begin dur- 
ing July and August. 


SERVICE 

DIE CUTTING CO. 

155 Sixth Ave., N. Y. C. 
Algonquin 5-1740 


Mounters and Finishers 
of Window Displays 


National Nielsen-Ratings of Top Radio Programs 
Week of April 17-23, 1949 


All figures copyright by A. C. Nielsen Co. 
Current Previous Homes Current Points 
Rank Rank Program (000) Rating Change 
EVENING, ONCE-A-WEEK 
1 1 NE 6 ad i ceccasescceeeyineawes 29.4 —2.0 
2 3 Godfrey's Talent Scouts 22.8 wh. 
3 6 Fibber McGee and Molly 20.7 +0.1 
4 4 TD Soo Ueewas copecesctteteredeeet 20.1 —2.0 
5 5 ES Creede een ces vcdbatbbee oeus 19.7 —1.2 
6 2 sn batons hes o0edebocnd abana’ 19.4 —5.2 
7 4 Ts 5d trade eave ds 65000 seb wakiGee ed 18.4 +0.6 
8 7 EE a deed so ben bass cxde eta aeaed 17.9 —2.4 
9 8 RE ee Or 1 Ree ele on 17.3 —17 
10 13 ET, Sn Foss cies casa bh eduneteseveahe 17.3 —0.7 
1l 11 Te... Cc tbcda eeebecobest 17.0 —1ll 
12 16 ee. on conn ce ke Kese wie beae 17.0 —0.7 
13 12 i oo wi eekatna axed 6 ante ddan 16.8 —1.2 
14 15 ES ee 16.7 —1.0 
15 10 Mr. District Attorney ........ 16.3 —2.3 
16 17 Adventures of Sam Spade 15.1 —2.4 
17 21 CP 6 occas scene age de cutee the 15.0 —1.3 
18 9 i ME Sod iors cubhe ss ¢aeeed dw et pat eui 15.0 —3.9 
19 24 uD Ml fol See ed ded uetuar eds decd 15.0 —0.9 
20 30 Ee DOMEE ‘res cewarexedes eeenenwesesees 14.6 —0.5 
EVENING, MULTI-WEEKLY 
1 1 De eis phdcaaeevae code rans 4,816 128 —2.0 
2 3 i Wr "iT. bbs) oc cteena thaws s cuseee 4,364 11.6 —1.0 
3 2 EINE dnc aac c¥assoarcds eptBiencetcoceses 4,327 11.5 -1.2 
WEEKDAY 
1 1 Arthur Godfrey (Liggett & Myers) .............45 4,289 11.4 —0.6 
2 ae OO hes ods oes come depenee one 3,537 9.4 —0.9 
3 3 es ccscekbansancaeviees 3,499 9.3 —0.9 
4 5 EE ED soc wvccecwseecncéoeese 3,461 9.2 —0.1 
5 4 PN EE ED. ccc cn ccceesccdeceerbertes 3,424 9.1 —0.8 
6 ll Pepper Young’s Family ...........0.00eeeeeeee 3,386 9.0 0.0 
7 9 ES nk cious See c ces Ohebe benta 3,348 8.9 —0.1 
8 13 CM: Jiscctnsradapaecessedeseetons 3,311 88 —0.1 
9 8 SE EEE vcchcccaveciocdscesccgeesscned 3,273 8.7 —0.4 
10 6 EE. Joo os obi pees d oe eawede 3,273 8.7 —0.6 
11 12 SE. oss cmeaseues cesbedenseebsedd 3,236 8.6 —0.3 
12 15 Sibi taeheet rien etimedeece 6 bbe 3,198 8.5 —0.2 
13 14 ae pad ohe000 cen ptarceccns seseoes 3,085 8.2 —0.5 
14 10 Romance of Helen Trent ............050eeeeeene 3,085 8.2 —0.8 
15 7 EE o daWeionc db bvccewsdiesss becsaee 3,047 8.1 —1.1 
DAY, SATURDAY 
1 1 ee FR ok ii be csccdseeeecteseeds vas 4,816 12.8 +0.9 
2 2 Perret or cree tee 4,402 11.7 +1.1 
3 4 Stars Over WetmEd once ccccccccccccesevce 4,402 11.7 +2.4 
DAY, SUNDAY 
1 1 True Detective Mysteries .......... 005 ceeeeceeee 3,085 8.2 ~-2.6 
2 2 Be EEE Séscccccvevecccceeenseresece 2,822 7.5 —2.1 
3 3 GF TEED bec ccctcvccciccccesucoseves 2,709 7.2 —2.2 


Ramsdell Appoints Selinger 


Gerald F. Selinger, formerly ad- 
vertising and sales promotion man- 
ager of Muhlenberg Press, has 
been appointed director of the 
newly opened consumer goods di- 
vision of Lee Ramsdell & Co., Phil- 
adelphia. 


Miller Joins WTHT 

Elliott Miller, formerly manager 
of Station WKNB, New Britain, 
Conn., has joined the sales staff 
of Station WTHT, Hartford, Conn. 


Nielsen-Rating List 
Shows Seasonal Drop 
in Radio Listening 

Cuicaco—Most of the top-rated 
shows on the latest Nielsen report 
showed decreases in listenership. 
The seasonal decline found total 
radio usage down 3% from the last 
report, but at virtually the same 
level as was reported for the cor- 
responding week last year. 

Twelve whkodunits found places 
in the list for the week of April 
17-23, but, as usual, they were 
largely confined to the second ten 
of the top 20. “Fibber McGee 
& Molly” (S. C. Johnson) and Bob 
Hope (Lever Bros.) showed mark- 
edly higher rankings. 

However, Jack Benny (Ameri- 
can Tobacco) and “Amos ’n’ Andy” 
(Lever) registered significant de- 
clines in listenership. Three shows 
dropped out of the elite first 20 
on the new report. They are “Duf- 
fy’s Tavern” (Bristol-Myers) , from 
18th to 25th place; Judy Canova 
(Colgate), from 19th to 26th posi- 
tion, and “Truth or Consequences” 
(P&G), from 20th to 3lst. 

The multi-weekly daytimers 
showed generally smaller seasonal 
declines than are customarily 
noted for daytime vs. evening ra- 
dio usage. Only minor changes in 
the current rating list took place. 

“Lone Ranger” (General Mills) 
led the evening multi-weekly pro- 
grams, as usual, but “Counterspy” 
(Pepsi-Cola) and the “Beulah 
Show” (P&G) traded places. 


Patterson-Sargent to D’Arcy 


Patterson-Sargent Co., Cleve- 
land, paint manufacturer, has 
named the Cleveland office of 
D’Arcy Advertising Co. to handle 
its advertising. The company’s 
Flatlux oil paint line will be pro- 
moted in magazines, newspapers, 
trade publications and radio. Its 
1950 advertising budget will be 
the largest in the company’s his- 
tory. 


Polaroid Camera 
National Drive 
Starts in June 


(Continued from Page 1) 
tail as a result of the test drives. 


s Polaroid will put a complete 
copy print outfit on the market 
this July, enabling Polaroid Land 
camera operators to make their 
own duplicate prints. This will sell 
for between $25 and $30. Dupli- 
cate prints can also be obtained by 
sending the original print to the 
Polaroid Corp. 

At the time of its introduction 
in December in Boston, the Jordan 
Marsh department store sold out 
its entire supply of Polaroid cam- 
eras the first day (AA, Dec. 20). 
Last February the company 
launched its second test campaign 
in Florida markets from Palm 
Beach to Key West. During this 
test, Polaroid and camera dealers, 
and Burdine’s department store in 
Miami, ran large ads in Florida 
newspapers. Burdine’s placed spec- 
ial spot announcements on four 
Miami stations, set up a special de- 
partment for the camera, briefed 
all employes on operation of the 
camera, and repainted its outdoor 
poster, the largest in Florida, in 
the form of an invitation to “See 
the Polaroid Land Camera... Fin- 
ished Pictures in a Minute” (AA, 
Feb. 21). 


s Last April Polaroid went into 
Los Angeles, cooperating with the 
May Co. and camera stores, adver- 
tising in Sunday newspapers and 
using large window displays. 

On May 11 New York City was 
hit with the Polaroid “blitz.” R. 
H. Macy & Co. removed the plate 
glass from its 34th St. window and 
opened it to the public. Macy em- 
ployes, operating the camera, took 
snapshots of people in the crowd, 
handing them the prints 60 sec- 
onds later. Macy’s had demonstra- 
tions for an entire week going on 
in five different locations in the 
store. 

It is estimated that Polaroid 
Land camera sales totaled $375,000 
during the week of May 11. The 
company is now producing 10,000 
cameras a month and expects to 
double its output in the near fu- 


Advertising Age, May 30, 194) 


ture. Polaroid has averaged a sale 
of 3,000 cameras during the firs 
week of each of its intensive tes 
campaigns. 

The Polaroid Land camera wa 
invented by Dr. Edwin H. Land 
president and research director o 
Polaroid, a Harvard-educated sci- 
entist who perfected the new pho. 
tographic process in the camer: 
and its special type of film. 


Ad Volume Could 
Be Boosted 50%, 
Gamble Maintains 


Detroitr—“A 50% increase in 
national advertising could be an- 
ticipated if American industry 
were to maintain the business vol- 
ume which has prevailed since the 
end of the war,” Frederic R. Gam- 
ble, national president, told the 
Michigan Council of the American 
Association of Advertising Agen- 
cies at its spring meeting here. 

“A buyer’s market is a normal 
market, the kind of a market in 
which advertising has flourished in 
the past,” Mr. Gamble said. “A 
$200 billion national economy jus- 
tifies a national advertising bill 
of $6 billion, based on the prewar 
historical percentage. But last 
year’s national billing was ap- 
proximately $4 billion for a $200 
billion national income.” 

Mr. Gamble told the 125 rep- 
resentatives of 15 Detroit agencies 
that membership of the Four A’s 
now totals 236 agencies, up 10% 
in the last year. These agencies, 
he said, operate 425 offices and 
employ 16,000 persons. They place 
more than two-thirds of the na- 
tional advertising in the U. S. 


Catalina Offers TV Ad Aids 


Catalina Swim Suits, Los An- 
geles, is now offering Catalina 
dealers a series of one-minute 
video spots and a _ five-minute 
film at no cost and on an exclusive 
basis in each market. The films 
feature Miss America, Schiaparelli 
and leading Hollywood starlets. 
David S. Hillman, Inc., Los An- 
geles, is the agency. 


Carson-Ruff Opens Branch 


Carson-Ruff Associates, New 
York public relations firm, has 
opened a Los Angeles office at 
5657 Wilshire Blvd., with David 
F. Parry as West Coast representa- 
tive. Mr. Parry was senior publi- 
cist for Samuel Goldwyn for the 


past four years. 
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= IPHOTOGRAPHIC REVIEW 


1WO KINDS—Peaches, human and canned, featured the display of Hunt Foods, 
nc., at the recent Super Market Institute meeting in Chicago. Here Frank Oxarart, 


a dunt’s director of advertising and merchandising, gets a dishful of the ice-cold 
A’s peaches dispensed to visiting wholesalers and store executives. 


~ Sy 
Nd 


LIGHTER SIDE—Getting in some golf at 

the Associated Business Publications con- 

vention in Hot Springs, Va., are (left 

to right) Curtis W. McGraw, McGraw- 

Hill Publishing Co., and William J. Rooke, 
W. R. C. Smith Publishing Co. 


HOUSTON-BOUND—A pre-convention gathering in New York of 
some of the people planning to attend the Advertising Federa- 
tion of America’s annual meeting in Houston included, standing, 


Advertising Club of New York, and Grace M. Johnson, Ameri- 
can Broadcasting Co. Seated, left to right: Liliane McKinley, P. 
M. King Co.; Ruth G. Lascoff, promotion counsel; Elon G. Borton, 


left to right: Rose T. Rowady, My Baby and Young Years; Eleanor 
M. Hull, Henry Glass & Co.; Don Francisco, J. Walter Thompson 


Co.; Andrew J. Haire, Haire Publications; Charles C. Green, Brands. 


‘c.% 


OHIOANS VIEW SHOW—Among newspaper and other advertising executives who 
viewed a recent film presentation of the American Association of Newspaper Rep- 
re-entatives in Cleveland were, left to right: Front row, William Farrar, president, 
Cl veland Newspaper Publishers Association; Harry King, Chicago Tribune, and R. 
Ke ineth Kerr, publisher, Lancaster Eagle-Gazette; back row, S. J. Dilenschneider, 
ge reral advertising manager, Cleveland Press; B. A. Collins, national advertising 
menager, Cleveland Plain Dealer; John W. Cullen Jr., national advertising repre- 
se: tative of the Ohio Select List, and L. J. Conroy, national advertising manager, 
Cleveland News. 


president, Advertising Federation of America; Elsa Q. Rice, 
market research consultant, and Jeannette H. Elliott, Standard 
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ABP GOLFERS—This foursome, playing in the Associated Business Publications tourna- 
ment in Hot Springs, Va., includes C. R. Farmer, Oil & Gas Journal; George O. 
Hays, Penton Publishing Co.; P. C. Lavinger, Oil & Gas Journal’s publisher, and 


R. C. Jaenke, of Penton. 


FOURSOME INCLUDES A WINNER—In the ABP tournament at Hot Springs are 

(left to right) Karl M. Mann, Case-Shepperd-Mann Publishing Corp.; Nelson Bond, 

McGraw-Hill, who won the president’s cup for low net; Marshall Haywood, Haywood 
Publishing Co., and Floyd Chalmers, Maclean-Hunter Publishing Co. 


AT HOT SPRINGS MEETING—Enjoying the spring sunshine between sessions at the 
ABP convention are (left to right) C. L. Williams, Sweet’s Catalog Service; Arnold 


Friedman, Chain Store Age, and Sid Crane, American Builder. 


JUDGE NIAA ENTRIES—These judges recently considered entries 
for the $1,000 McGraw-Hill award to the National Industrial 
Advertisers Association chapter which has made the most valuable 
contribution to the advancement of industrial advertising. Left 
to right are Charles H. Berenger, advertising manager, Bradley 
Washfountain Co., Milwaukee; Emory M. Hueston, publicity 
manager, Bucyrus-Erie Co., South Milwaukee; R. C. Freitag, ad- 


vertising manager, Briggs & Stratton Corp., Milwaukee; Blaine G. 
Wiley, NIAA executive secretary; Arthur R. Tofte, advertising 
manager, Allis-Chalmers Mfg. Co., Milwaukee; D. E. Fricker, 
assistant advertising manager, Heil Co., Milwaukee; Sidney L. 
Little, advertising manager, Giddings & Lewis Machine Tool Co., 
Fond du Lac, Wis., and John H. Allen, advertising and sales 
promotion manager, Dumore Co., Racine, Wis. 
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Straus Ousted 
as Eversharp's 
Board Chairman 


(Continued from Page 1) 
the losses were the result of a 
clash of personalities between Mr. 
Straus and Mr. Webster. 

Actually, the writing instrument 
field has changed considerably 
from the prewar era. The “Big 
Four,” Eversharp, Parker, Shea- 
ffer and Waterman, still dominate 
the market, but the introduction of 
ball-point pens and_ intensified 
competition from lower-priced 
lines, coupled with the return of 
the buyer’s market, have posed im- 
portant problems. 

Eversharp managed to consoli- 
date its position during and im- 
mediately after the war by sup- 
plying dealers with pens at a time 
when its competitors found it dif- 
ficult to maintain sufficient out- 
put to satisfy demand. 

And when the war ended, and 
ball-point pens were introduced, 
Eversharp and Reynolds put forth 
an intensive promotion on their 
ball-point pens. For a while, they 
managed to secure an important 
share of the market. 


s Fountain pen sales during this 
era did not suffer greatly, partly 
because of the pent-up demand, 
a hangover from the days of war- 
time scarcity. Then gradually, the 


* Proven by readership, per- 
sonal preference and activated selling. 
Let Diesel Progress sell your product! 
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first blush disappeared from the 
ball-point market, and increasing 
competition forced the price ever 
downward. Today, for example, 
there is a ball-point pen selling for 
ten cents. 

While Sheaffer introduced a rel- 
atively expensive ball-point pen 
in 1946, both Sheaffer and Parker 
concentrated their promotion on 
fountain pens, and they have both 
introduced one pen in the higher 
price range. (Pens can roughly be 
divided into three price groups: 
those below $2; those between $4 
and $6, and those above $7.50.) 


ws Eversharp, its sales high im- 
mediately after the war because 
of both its ability to supply pens 
during the scarce period and its 
promotion of ball-point pens, 
placed less emphasis on new mod- 
els in its fountain pen line than 
its competitors. Increased competi- 
tion began to make itself felt. 

At the peak of the postwar buy- 
ing, the dollar volume of pens sold 
approached $250,000,000, principal- 
ly because of two situations: the 
ball-point pen boom and the uns 
satisfied demand for fountain pens. 
Today, the market has returned to 
a relatively “normal” situation. 
Previous peak sales give an ex- 
aggerated picture of the total mar- 
ket. 


s Total Eversharp, Inc., sales (in- 
cluding the razor division) for the 
fiscal year ended Feb. 28, 1949 
were $17,683,343. Net profit (in- 
cluding the razor division) was 
$1,211,122. Total sales for the year 
ended Feb. 28, 1948 were $22,123,- 
332, while the net loss was $3,416,- 
985. 

Net sales for W. A. Sheaffer Pen 
Co. for the year ended Feb. 28, 
1949 were $22,297,442. Net profit 
was $2,471,162. Net sales for the 
year ended Feb. 28, 1948 were $23,- 
279,530. Net profit was $1,825,582. 

Net sales for Parker Pen Co. for 
the year ended Feb. 28, 1948 were 
$35,086,868. Gross profit was $18,- 
780,758. Net sales for the year 
ended Feb. 28, 1947 were $35,021,- 
431. Gross profit was $18,889,818. 


WNOC Changes to WICH 

FCC has announced approval of 
the change of the call letters of 
WNOC, Norwich, Conn., to WICH. 
The station is under the new own- 
ership of the Eastern Connecticut 
Broadcasting Co., of which the 
principal owners are John Deme, 
general manager of WICH, and 
Harrison C. Noyes and Clifford C. 
Oat. co-publishers of the Norwich 
Bulletin-Record. 


on FILM... 


@ STOP-MOTION 
@ ANIMATION 


1111 South Boulevard 


Television Commercials 


@ SPECIAL EFFECTS 
@ PROJECTED BACKGROUNDS 
@ TRICK PHOTOGRAPHY 


Write or phone for a screening of 
our television commercials 


ATLAS FILM CORPORATION 


Over 35 years experience in 
motion picture and slidefilm production 


STUDIOS and LABORATORY 


Planned, perfected 


and previewed 
before telecasting 


Oak Park, Illinois 


SELECT WINNER—Judges in the annual Easter Seal design contest sponsored by 
the National Society for Crippled Children and Adults include, left to right, 
David Lockwood, art director, Foote, Cone & Belding; Frank Young, director, Amer- 
ican Academy of Art; Otis Shepard, Wm. Wrigley Jr. Co., and Earl Gross. Mr. 
Shepard is placing the first award emblem on the poster done by Robert 
Harrison, 17-year-old high school student, which will be used as the 1951 Easter Seal. 


FCC May Give 
TV Allocation 
Details in July 


(Continued from Page 1) 
completed, and a final decision 
ending the television freeze 
adopted. 

FCC believes the proposed plan 
will resolve the uncertainties that 
have surrounded television since 
the_licensing freeze was instituted 
on Sept. 30, 1948. 

The proposed plan is designed 
to provide full service for the 
foreseeable future, but about half 
of the “upstairs” band is to re- 
main in reserve for additional ex- 
periments with stratovision, poly- 
casting and “high definition” mon- 
ochrome and color. 


# In outlining its policy, FCC said 
it is not “feasible” to lift the freeze 
without first having more channels 
available for an over-all allocation 
plan. By using the lower half of 
the UHF band, FCC would have 
about 30 new channels. 

The commission has not indi- 
cated the impact of the reallocation 
on existing television assignments, 
but, in the past, FCC Chairman 
Wayne Coy has declared that 
existing channels will be retained 
to the greatest extent possible in 
the centers where substantial in- 
vestments already have been made 
in transmitting and receiving 
equipment. 

The commission said that public 
hearings will begin about six weeks 
after the proposed allocation plan 
is published. At the hearings, FCC 
also will invite any proposals 
“looking toward utilization of all 
television channels for six mega- 
cycle monochrome or color, on an 
option basis.” 

The commission said it is pre- 
pared to provide for color trans- 
mission on the proposed channels 
if equipment is available for its 
reception on ordinary sets, “with 
relatively minor modifications.” 

It did not indicate whether it 

has knowledge that any such color 
system exists. 
Columbia Broadcasting System, 
color TV’s perennial protagonist, 
did not comment on the new de- 
velopment. However, radio circles 
in New York recalled that CBS 
demonstrated a color converter for 
black-and-white sets to the FCC 
last October. 

Meanwhile, Dr. Allen B. Du- 
Mont, president of Allen B. Du- 
Mont Laboratories, hailed the an- 
nouncement as the “removal of 
the last deterrent to full-scale, na- 
tionwide television on a truly com- 
petitive basis.” 


Joins ‘Dealer's Digest 


Eugene Shirk has joined the 
sales staff of Dealer’s Digest, 


Seattle. 


|FTC Insurance 


Code Criticized 


WasHINGTON—Members of the 
mail order insurance industry pro- 
tested Wednesday that a trade 
practice code proposed by the 
Federal Trade Commission might 
make it impossible to compose a 
usable ad. 

Speaking for the association of 
insurance advertisers, Wendel 
Berge, former assistant attorney 
general, told an FTC-industry 
hearing that the advertising rules 
proposed by FTC might require so 
much information about policies, 
companies and their financial 
standing that it might well be im- 
possible to compose an ad which 
could be used in print or over the 
radio. 

Later, Walter F. Marteneau, de- 
puty superintendent of the New 
York State Insurance Department, 
complained that the rules are 
“insufficient” and that they should 
be even more explicit. 


Washington Adclub Elects 


William F. Sigmund, a partner 
in Henry J. Kaufman & Associates, 
has been elected president of the 
Advertising Club of Washington, 
succeeding Ben Strouse of Station 
WWDC. Other officers elected are: 
Tom Griffin, Washington Daily 
News, ist vice-president; John S. 
Bartlet, Potomac Electric Power 
Co., 2nd vice-president; N. Ward 
Guthrie, Guthrie Lithograph Co., 
secretary, and Stanley Bell, WRC, 
treasurer. 
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Bendix Low Price 
Washer to Get 
Big Ad Drive 


New YorK—Bendix Home 4A ).- 
pliances, South Bend, Ind., intro- 
duced its new Economat automa ic 
agitator washing machine here |:\s; 
week. Retail price of the new ma- 
chine is $179.95, “lowest-priced 
automatic washing machine in the 
world,” according to Judson § 
Sayre, Bendix president. 

Advertising for the new ma- 
chine starts June 6 with Bencix 
ads in newspapers in 152 markets 
These newspapers will carry six 
ads spaced one week apart. In ad- 
dition, there will be factory and 
distributor newspaper advertising 
in 220 additional cities. Nationa! 
magazines will be used next fall. 

Announcements about the new 
machines will be carried on 86 sta- 
tions throughout the country and 
complete store promotional ma- 
terial has been provided, including 
window displays, counter cards, 
direct mail material, pennants, en- 
velope stuffers and a special tab- 
loid, in newspaper style, called 
“The Economat Echo.” Tatham- 
Laird, Chicago, is the agency. 

The tub of the new machine, 
made of Metexaloy and guaranteed 
for five years, is manufactured by 
General Tire & Rubber Co. The 
Econornat is the result of several 
years of experimentation by James 
H. Rand 3rd, the son of the presi- 
dent of Remington Rand, Inc. 


Appoints Beaumont & Hohman 

Beaumont & Hohman, nr aay 
has been appointed to handle the 
advertising of the Whirlpool divi- 
sion of Nineteen Hundred Corp., 
St. Joseph, Mich., manufacturer of 
home laundry equipment. The 
company is launching its largest 
campaign this fall, promoting its 
line of Whirlpool washers, ironers 
and dryers in national magazines 
and key city newspapers (AA, 
May 23). 


‘Journal-Gazette’ to Branham 

The Fort Wayne Journal-Ga- 
zette, morning and Sunday news- 
paper, has named Branham Co. 
as its representative. It formerly 
was handled by Shannon & Associ- 
ates. 


Armour Drops ‘Hint Hunt 

Armour & Co. has dropped “Hint 
Hunt,” effective with the May 13 
broadcast. The company has made 
no plans for replacing the CBS 
show. 


207 N. MICHIGAN AVE., 
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All Over the Mop, its MERCURY! | 


GET TO KNOW YOUR MERCURY DEALER! 
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PEAK SHOWING—This outdoor poster is going up on 4,300 locations throughout 


ever undertaken by the Lincoln- 


the country in the biggest panel post 


var , 


Mercury division a Ford Motor Co. 


Esso Launches Drive 
June 1 to Introduce 
New Motor Lubricant 


New York—A new motor oil 
known as Esso Extra will be in- 
troduced to the public June 1 by 
Esso Standard Oil Co., supported 
by what is said to be the most ex- 
tensive advertising campaign ever 
used by the company for a new 
product. Newspapers, radio, out- 
door posters, television and sales 
promotion will be used in a co- 
ordinated campaign throughout the 
company’s 18-state marketing ter- 
ritory from Maine to Louisiana. 

The theme of all advertising, re- 
gardless of medium, according to 
R. M. Gray, manager of Esso’s ad- 
vertising-sales promotion depart- 
ment, will be the new oil’s three 
features. These are: The detergent 
which has been added to the oil; 
the protection which it affords 
engines at extreme operating tem- 
peratures against oxidation and 
bearing corrosion, and the econo- 
mies it is said to make possible 
because of reduced consumption. 


s Four advertisements will com- 
prise the newspaper campaign and 
will run in about 800 dailies and 
weeklies. Six additional ads will 
be made available to Esso dealers 
in mat form for insertion on a co- 
operative basis. The first of the 
ads, in color wherever possible, 
will appear this week. 

One thousand commercials will 
be broadcast over the 42 radio sta- 
tions which carry the company’s 
Esso Reporter news program. A 
series of one-minute spot televi- 
sion programs has been prepared. 
Two separate outdoor posters will 
appear on 3,200 panels, one in June 
and the other in July. 

Teaser mailings to dealers, ser- 
vice station pennants, metal signs, 
window posters, giveaway blotters, 
book matches and similar material 
will also be used. 

McCann-Erickson is the agency. 


Industrial Admen Elect 


Fred Roper, of the advertising 
staff of Standard Oil Co. of Cali- 
fornia, has been elected president 
ot the Northern California Indus- 
trial Advertisers Association. John 
O'Rourke, head of John O’Rourke 
& Associates, San Francisco, has 
been mamed vice-president and 
Mildred Crowhurst, of McCarty 
Co., San Francisco, has been re- 
elected secretary-treasurer. 


Swan Joins White Rock 


James C. Swan, former adver- 
tising manager of Hiram Walker, 
lre., New York, has been appointed 
d rector of advertising and sales 
promotion of White Rock Corp., 
New York. Prior to his association 
with Hiram Walker, Mr. Swan was 
a sistant advertising manager of 
Cimnada Dry. 


Appoint Paddell A. M. 


Douglas W. Paddell has been ap- 
pointed advertising manager of 
Huron & Erie Mortgage Corp. and 
the Canada Trust Co., London, 
Oat., succeeding G. L. Spry, who 
is retiring after 31 years. Mr. Spry 
will continue in an advisory ca- 
pucity until the end of the year. 


International Ad 
Affiliation Plans 
Syracuse Meeting 


HAMILTON, OntT.—The Interna- 
tional Affiliation of Sales and Ad- 
vertising Clubs, composed of some 
14 clubs in both Canada and the 
United States, survived a serious 
threat to its existence at its 40th 
— convention here May 20- 

a 

The crisis developed from with- 
drawal, during the year, of the 


Cleveland Advertising Club, larg- | 


est unit in the affiliation. Directors 
of the Advertising Club of Toronto, 
largest remaining unit, were in- 
structed by their club to exercise 
their own judgment as to con- 
tinuing membership and support 
of the organization, and during the 
course of the meeting decided in 
the affirmative. 

Peter C. Keischgens, Coe Ad- 
vertising Agency, Syracuse, was 
elected presicent of the group, suc- 
ceeding Harold E. Dennison, Rus- 
sell T. Kelley Ltd., Hamilton. The 
1950 conference will be held in 
Syracuse. 

Other officers elected include: 
Evan W. Hayter, Goodyear Tire 
& Rubber Co., New Toronto, Ist 
vice-president; Thomas A. Boris, 
Buffalo, 2nd vice-president; Arch- 
ibald Heber, Windsor, 3rd vice- 
president. Walter Kiehn, J. J. Gib- 
bons Ltd., Toronto, was reelected 
treasurer. 


Viscount Leverhulme, 
Unilever Head, Dies 


MINNEAPOLIS—Viscount Lever- 
hulme, 61, soap, oil and margarine 
industrialist, whose Unilever Ltd. 
controls more than 500 companies 
in about 40 countries, including 
Lever Bros. Co. in the United 
States, died in a hospital here May 
26. 

Despite several blood transfu- 
sions, Viscount Leverhulme suc- 
cumbed to an internal ulcer fol- 
lowing a severe attack while 
aboard a train enroute from Banff, 
Alberta, to Minneapolis on the last 
part of a trip around the world 
with his wife and daughter. 

With him at the time of his 
death were his wife, his daughter, 
Jill, 18, and Charles Luckman, 
president of Lever Bros. Co. 


FRANK B. LOWER 


RocHESTER, Minn.—Frank B. 
Lower, 30 years with Automatic 
Washer Co., Newton, Ia., as ad- 
vertising manager and more re- 
cently as national service manager, 
died here May 18 following an 
operation. 


Insurance Group Elects Guy 

Harry L. Guy, assistant general 
manager of the Mutual Life Assur- 
ance Co. of Canada, Waterloo, Ont., 
has been elected president of the 
Canadian Life Insurance Officers 
Association. 


Sylvia Lenson to Ellington 
Sylvia Lenson, formerly on the 
copy staff of Federal Advertising, 
New York, has joined the copy 
staff of Ellington & Co., New York. 
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Last Minute News Flashes 
Goodrich to Promote ‘Rythm Ride’ Tires 


AkKRonN—B. F. Goodrich Co. is launching a new campaign in Life, 
Look and The Saturday Evening Post promoting the new manufac- 
turing method used on its tires. Theme of the campaign for the re- 
mainder of 1949 will be the “New B. F. Goodrich Rythm Ride,” the tires 
with “rythmic-flexing cords.” Batten, Barton, Durstine & Osborn is the 


agency. 


Celotex Names John Hash Assistant Ad Manager 


Cuicaco—John A. Hash, a member of the company’s advertising de- 
partment since 1944, has been appointed assistant advertising manager 


of Celotex Corp. 


Resigns Electric Steam Radiator Account 


LouIsvILLE—Farson & Huff has resigned the Electric Steam Radiator 
Corp. account. The concern, which manufactures portable steam radi- 
ators, baby bottle warmers and vaporizers, is located in Paris, Ky. 


TWA Ads Promote Sky Coach Service 


New YorkK—Transcontinental & Western Air, Inc., is using eight 
newspapers in New York, Chicago and Pittsburgh announcing its new 
TWA Sky Coach service, which starts May 31 from New York to Chi- 
cago with one stop for $29.60 plus tax, and New York to Pittsburgh non- 
stop for $12.80 plus tax. Batten, Barton, Durstine & Osborn is the 


agency. 


“Welcome Travelers’ Moves to NBC 


Cuicaco—American Broadcasting Co.’s morning show, 


“Welcome 


Travelers,” will move to the National Broadcasting Co. July 11. Procter 
& Gamble, which has sponsored the program on ABC, is expected to 
continue sponsorship after the network switch. 


Mathes Likely to Get Capehart-Farnsworth 


\NEw YorK—J. M. Mathes, Inc., reportedly is slated to get the adver- 
tising account of the Capehart-Farnsworth division of International 
Telephone & Telegraph Corp. As Farnsworth Radio & Television Corp., 
it was handled by Warwick & Legler. Mathes is IT&T’s agency. 


‘Twice as Easy, 
Twice as Fast,’ 
Is New Toni Theme 


Cuicaco—The most intensive ad- 
vertising and promotion campaign 
in the history of the Toni home 
permanent wave will be launched 
in June for the new Spin curler 
and new $2.29 package, according 
to R. N. W. Harris, president of 
Toni Co. 

The campaign will kick off about 
the third week in June in more 
than 150 newspapers, using the 
theme, “Twice as Easy—Twice as 
Fast,” to be followed by a spread 
in the July 11 Life and ads in 
Parade, Puck—the Comic Weekly 
and This Week Magazine. The new 
Toni will also be promoted on the 
company’s three Columbia Broad- 
casting System shows (AA, May 
16). 

The new plastic curler called 
the Spin curler, which requires 
no rubber bands, will cut wind- 
ing time in half, Mr. Harris said 
at a conference here. The complete 
set of Spin curlers, with a retail 
value of $2, plus a Toni refill kit, 
valued at $1, will be promoted at 
a special combination offer of 
$2.29. 

On June 26, 20,000 stores 
throughout the country will fea- 
ture window displays on the new 
Spin curler. The Toni Twin ads 
will continue in the company’s reg- 
ular list of national magazines. 

Foote, Cone & Belding is the 
agency. 


Offers Technical Book Data 


“Selling Technical Books at Re- 
tail,” is the title of a new booklet 
issued by American Book Pub- 
lishers Council, Inc., New York. 
Written by Margaret Specht, who 
is in charge of the technical and 
scientific book department of 
Brentano’s, New York, the booklet 
offers information on the market 
for technical and scientific books; 
the techniques of organizing a 
technical book section and train- 
ing the staff for selling such books. 
Copies are available free to all 
U.S. booksellers and 50¢ each to 
others. 


DeMuller Named President 


Marcel F. DeMuller, vice-pres- 
ident and general manager of 
Willys-Overland Export Corp. and 
Willys-Overland of Canada, has 
been named president of both com- 
panies. 
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Coca-Cola to Start 
Trademark Series 


New YorKk—The proper use of 
trade names in print—including 
Coke, of course—will be made 
more clear in a long-range pro- 
gram Coca-Cola Co. will launch 
in June in a total of 48 trade pub- 
lications. 

Coca-Cola plans a series of 
monthly insertions in these pub- 
lications, and believes it is the first 
educational campaign of its kind 
to be sponsored by a national ad- 
vertiser. The series will run in 15 
nationally-circulated papers in the 
advertising and publishing field 
and 33 additional regional papers 
and bulletins, including state and 
district press association bulletins 
in all sections of the country. 

The series has been prepared 
for the information of editorial 
staffs on the working level in the 
nation’s newspaper, magazine and 
periodical fields. Ads point out a 
specific story for the company, but 
also tell the story of trademarks 
and the legal protection accorded 
their owners. 

D’Arcy Advertising Co. handles 
the account. 


Four A’s Lends BMB Funds 


The American Association of 
Advertising Agencies last week 
advanced Broadcast Measurement 
Bureau a $15,000 loan to help meet 
current operating expenses. The 
loan, which supercedes the Four 
A’s commitment to underwrite up 
to $15,000 a possible BMB tax defi- 
cit, is the second granted to the 
bureau, which received a $75,000 
advance from National Associa- 
tion of Broadcasters. 


Duftus Opens Sales Office 


W. Clare Duffus Ltd., Waterloo, 
Ont., wholesale distributor of ply- 
wood and veneer, has opened a 
Toronto sales office and warehouse 
at 180 Wicksteed Ave., Leaside. 
Colin A. Henry, formerly with C. 
Noel Legh Co., Liverpool, England, 
importer of lumber, has been 
named Duffus sales representative 
for the Toronto office. 


Thornburgh to Head WCAU 


Donald Thornburgh, vice-presi- 
dent in charge of the western di- 
vision of Columbia Broadcasting 
System for 13 years, has resigned 
as of Aug. 1 to become president 
of WCAU, Philadelphia. CBS is 
not expected to name his successor 
until Frank Stanton, the network’s 
president, returns from Europe. 
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NAB Defections 
May Force New 
Membership Push 


WASHINGTON—The National As- 
sociation of Broadcasters may be 
forced into an intensive member- 
ship and member retention drive 
this fall in order to stem the un- 
easiness which has resulted in at 
least four important station re- 
signations in the past few days. 

NAB’s staff is not convinced that 
the defections are a “trend,” but 
there is no concealing its mis- 
givings over the loss of large sta- 
tions which bear important shares 
of the association’s $772,000 bud- 
get. 

Among the departures within 
the past three days were three 
big NBC outlets: WOAI, San 
Antonio; WWJ, Detroit, and KPRC, 
Houston. The fourth was WPEN, 
Philadelphia independent. 

In pulling out, the stations give 
a variety of reasons. Television is 
a big sore spot, with some com- 
plaining that NAB is spending too 
much money nursing a competitor 
for sound broadcasting. 

NAB’s officialdom believes that 
the biggest factor is the decline 
in radio profits. A short time ago, 
three stations of the Fort Industry 
chain pulled out, largely, it is said, 
for budgetary reasons. 


a Membership promotion may be 
a lost art with NAB. For nearly 
a decade of radio prosperity, it 
has done little more than sit back 
and approve membership applica- 
tions. From 635 in 1944, the mem- 
bership has expanded to over 1,800. 

If the defections continue, the 
association will try a membership 
campaign in conjunction with the 
district meetings next fall. 

One big aspect of the drive, 
according to Robert K. Richards, 
director of public relations, will 
be the job of explaining NAB’s 
services to the members. 

Labor relations activities alone 
more than repay the dues con- 
tributions made by large stations, 
Mr. Richards believes. He anti- 
cipates that the Broadcast Ad- 
vertising Bureau now getting un- 
der way will pay additional divi- 
dends to members. 

Some of the dissidents main- 
tain that they are not interested in 
supporting an association which is 
spending their money to speed the 
arrival of television. But Mr. 
Richards points out that 53% of 
the association’s income comes 
from members who have TV appli- 
cations, construction permits or 
licenses. 


American Safety Razor 
Elects de Mesquita President 


Jules B. de Mesquita, executive 
vice-president of American Safety 
Razor Corp., Brooklyn, has been 
elected president, succeeding Mil- 
ton Dammann, who becomes chair- 
man of the board. 

Sidney Weil, previously vice- 
president and director of sales, 
has been named executive vice- 
president. Richard W. Dammann, 
of the law firm of Dammann, 
Roche & Goldberg, has been elected 
secretary and Louis Klein, former 
secretary and controller, treasurer 
and controller. 


To Russell, Harris & Wood 


The Pacific Coast Trotting As- 
sociation has named Russell, Har- 
ris & Wood, San Francisco, to han- 
dle its advertising. Newspaper, 
radio and transit advertising will 
be used. 


Cogan Quits Geyer, Newell 


Eugene J. Cogan has resigned 
as media director of Geyer, Newell 
& Ganger, New York. His future 
plans will be announced after a 
few weeks’ rest in Bermuda. 
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‘Nowadays Demise 
Set for May 29 Issue 


Nowadays, Chicago, weekly sup- 
plement developed for non-metro- 
politan newspapers, will definitely 
stop publication with its issue for 
the week of May 29, as indicated 
by ADVERTISING AGE two weeks ago 
(AA, May 16). The 306 participat- 
ing newspapers already have re- 
. ceived and will distribute that is- 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de 
yeloping sales prospecis on certain 
types of products and services. 
New Booklet No. 10 “How Business Uses 
Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 
FARM 


BUSINESS GENERAL 
PAPERS PAPERS MAGAZINES 


343 So. Dearborn $t., Chicago 4 


sue. 

Principal reason for cessation of 
publication was the reluctance of 
advertisers to buy the magazine 
on a sectional basis (distribution 
was confined to 13 midwestern 
states). Although linage had in- 
creased markedly in the past few 
months, the board of directors 
frankly announced: “Because it 
would have required an indeter- 
minable length of time to reach 
the point of profit on the present 
sectional circulation basis, it was 
felt that the wisest decision was 
to cease publication.” 


Fairall Names Wiggins 


David Wiggins, formerly in the 
editorial department of the Cedar 
Rapids Gazette, has been named 
head of the public relations de- 
partment of Fairall & Co., Des 
Moines agency. 


Toni Cancels Video 


Toni Co. has canceled plans for 
its proposed television show (AA, 
May 2). The company has not de- 
cided whether it will have a pro- 
gram this fall. 


— 


TRADITIONS OF ENGRAVING 


Anthonie Van Dyck 


Ip91-66S1 


~ 


> 
Versatile 
Born in Antwerp, and a full member of the Antwerp 
Guild of painters before he was nineteen, Van 
Dyck became in his life time the leading por- 
traitist of Europe. He was an extensive traveller, 
a painter in oils and an accomplished etcher. 
His manner in every medium he employed, ex- 
hibited a freshness and vitality that seemed to 
spring from an overwhelming interest in life 
itself. The apex of his career came after 1632 as 
portrait artist to the English Court. The art of 
portrait etching, scarcely in existence before his 
time, reached the highest point of excellence in 
his work. The personal nature of both insight 
and execution were admirably suited to this 
medium. Illustrated is Wan Dyck’s etched self 
portrait, owned by the Art Institute of Chicago. 


VERSATILITY of execution can only be interpreted through 
versatility of reproduction. Jahn and Ollier produce every 
form of photoengraving in their modern and efficiently oper- 
ated shop. But true versatility is something more. J. & O. 
believes that the final successful plate must be the result of a 
truly versatile approach to the given problem in order that the 
intent of art work may be preserved. Jahn and Ollier have 
been careful to cultivate for almost fifty years in the engrav- 
ing business, the personal and creative approach to each job. 
This is the true versatility which ensures not only faithful 
reproduction of the artist's intent, but of his spirit as well. 


Jahn & Ollier 


ENGRAVING COMPANY 


817 West Washington Blvd., Chicago 7, III. 


Fine Photoengravings for Letterpress Printing 


Buyer's Market 
Requires More 
Data: Harper 


Says Admen Must Find 
Out What Results Ad 
Dollars Will Bring 


Los ANGELES—Proper adjust- 
ment to the returning buyer’s mar- 
ket on the part of advertisers and 
agencies requires increased know- 
ledge in at least three broad areas, 
Marion Harper Jr., president, Mc- 
Cann-Erickson, told the eighth an- 
nual spring convention of the 
Southern California chapter, 
American Association of Adver- 
tising Agencies. 

First, he said, marketing men 
must acquire a greater understand- 
ing of the basic buying motivation 
of the consumer. 

Second, he said that more pre- 
cise knowledge of the appropria- 
tion function is a necessity if ad- 
vertisers and agencies wish to be 
able to predict “how many dollars, 
if used in what ways, will result 
in what action.” 

Third, while the accumulation 
of audience data is enormous and 
increasingly precise, there is still 
much to learn about audiences in 
terms of frequency of product use, 
loyalty to product brands, and sim- 
ilar information. 


a The reason this information is 
becoming increasingly important, 
Mr. Harper told the 400 agency and 
media men, lies in the changes 
which have taken place, during 
the past ten years, in all phases 
of marketing. In fact, he added, 
advertising not only has felt these 
changes, but has helped create 
some of them. 

For example, educational stand- 
ards have improved. Consumers 
are better educated people than 
ever before. Population is up 12%. 
The number of family purchasing 
units is at an all-time high. There 
is a record number of children 
under five years of age whose im- 
pact will be felt increasingly each 
year. Real disposable income is up 
54%. 

In addition, there has been a 
steady movement of population 


‘away from the country to medium 


sized cities, which became impor- 
tant industrial centers during the 
war. 

These changes, he continued, 
have forced marketing men to re- 
evaluate advertising media and re- 
vise marketing and merchandising 
practices. One result of such study 
has been the inclination to increase 
pressure close to the point of sale 
—through cooperative advertising, 
retail display and demonstrators. 


es During this same period, he 
pointed out, there have been at 
least four important developments 
in the field of distribution. One is 
the trend toward self-service in 
all types of retail business, requir- 
ing more emphasis on package de- 
sign and point-of-sale merchan- 
dising. 

A second trend is the growing 
tendency for manufacturers to sell 
directly to retailers, bypassing job- 
bers and distributors—and thus 
obtain an intimate knowledge of 
retailers’ needs, habits and prac- 
tices. If a manufacturer does not 
obtain this knowledge, he must 
chance the penalties of operating 
without it. 

A third trend has been the ex- 
pansion of outlets, both in number 
and type. He warned: “While uni- 
versal distribution of impulse and 
convenience merchandise has been 
expanded, many types of shopping 
and specialty lines have over- 
looked the fundamental lessons of 
the depression and have developed 


HUMOR—Laughing into the camera is John E. Wiley, chairman, Fuller & Smith & 
Ross. Others in the picture, left to right, are Dr. Lyndon O. Brown, Dancer-Fitz 


gerald-Sample; S. R. Penfield, Curtis Publishing Co.’s Chicago manager; Lewis W. 

Trayser, vice-president and manufacturing director, Curtis, and Charles Rees, manager, 

Country Gentleman. The picture was taken at a party before the fifth annual Parlin 
hemorial lecture in Philadelphia. 


outlets incapable of performing 
either merchandising or service. 

“We will,” he asserted, “un- 
doubtedly see costly withdrawal 
in many fields such as home fur- 
nishings and household appliances, 
and a rediscovery of selective dis- 
tribution.” 


s A fourth trend, allied to the ex- 
panded number of retail outlets, 
is a tendency toward more spe- 
cialized sales forces. In some cases, 
he said, manufacturers formerly 
had the entire sales force selling 
the company’s whole line of prod- 
ucts. Today, there are often three 
or four specialized sales forces, 
each assigned to one product or 
product group, or assigned to out- 
lets by type. 

Since we are now in a time of 
downward movement of prices, Mr. 
Harper said, manufacturers may 
find “‘a real strategic advantage in 
making and announcing them 
sooner rather than later.” But 
“in this connection, management 
should not rely too confidently on 
the assumption that any price re- 
duction is followed automatically 
by an increase in demand. A para- 
mount condition of this generality 
is that the customer must be told.” 


JOHN V. ZWINAK 

New YorkK—John V. Zwinak, 47, 
art director of Kudner Agency, 
died of coronary thrombosis May 
22 at his home. 

Mr. Zwinak had been a com- 
mercial artist for 24 years. In 1936 
he won the first prize of $3,000 in 
a poster contest sponsored by Out- 
door Advertising, Inc., while at 
Young & Rubicam. He also had 
been art director of Good House- 
keeping and was formerly with 
Ward Wheelock Co. He had been 
with Kudner for six years. 


EDWARD S. ROGERS 


GREENWICH, CoNN.—Edward Sid- 
ney Rogers, 74, chairman of the 
board of Sterling Drug, Inc., New 
York, and a specialist in trade- 
mark law, died at his home here 


May 22 after a long illness. 

Mr. Rogers had been counsel for 
Sterling for almost 50 years and 
became chairman of the board in 
1941. He was the author of “Good 
Will, Trademarks and Unfair Trad- 
ing,” published in 1915. He served 
as a member of the Patent, Trade- 
mark and Copyright Board of the 
Federal Trade Commission in 1917 
and 1918, and with the National 
Research Council’s committee on 
synthetic drugs in 1919. 


LOUIS PAUL 


Cuicaco—Louis Paul, 53, space 
buyer for Henri, Hurst & Mc- 
Donald, died at his home May 23 
following a heart attack. He had 
been associated with the agency’s 
media department for more than 
20 years. 


SAMUEL O. RALSTON 


Worcester, Mass.—Samuel 0. 
Ralston, 68, former national mag- 
azine representative, died May 21 
Until his retirement ten years ago, 
Mr. Ralston was associated with 
such publications as Harper’s Ba- 
zaar, Woman’s Home Companion, 
Cosmopolitan and Scholastic Mag- 
azines. 


STANLEY E. GUNNISON 


GREENWICH, N. Y.—Stanley E 
Gunnison, 73, former head of the 
advertising agency bearing his 
name, died May 23 after a long 
illness at his home here. 

Mr. Gunnison was a past presi- 
dent of the Brooklyn Advertising 
Club. 


ARTHUR SINSHEIMER 


Brook_tyn—Arthur Sinsheimer, 
62, radio director of Peck Adver- 
tising Agency, New York, until his 
retirement last year, died May 24 
in a hospital here. 

After a career in show business, 
Mr. Sinsheimer joined the Dry 
Goods Economist as radio editor 
In 1931 he joined Peck as racio 
director. 


ries over to us. 


Our complete facilities include: 


© ABC Statements. Micro-rec- 
ords and Correspondence! 


© Regular Renewal Follow-up’ tribution! 


HN~ 
PUBLISHERS? 
Dhont AY 


Wise 9-3773 


IS YOUR Met eae SHOWING? 


COMPLETE CIRCULATION MANAGEMENT 
FOR BUSINESS PUBLICATIONS 


When circulation slumps, advertising lineage also 
takes a nosedive. That's when the publication’s man- 
agement lines up at the ulcer clinic. Many paid and 
controlled circulation publishers have eliminated this 
No. | trouble by turning their entire circulation wor- 


© Subscription Sales Promo- © Daily List Maintenance! 
tren! 


© Addressing and Complete 
Fulfillment Service! 


© Nation-wide Newsstand Dis- 


Want more information? Write or call: _ - 


selapmant? Coys 


538 South Clark Street, Chicago 5, Illinois 


rae eer oy he oS 8 ee, hh Te a ; fi i ae se comes cae oe : Ope te i Tate -! ad ape A oe eee ee 
a A ae >. a a . ae I... le ae ee es “hig i ae? See ee ¢ Dae 
ee i a pe, ee ee ee ae Oe ae a ae on nem me , ” 
ee Advertising Age, May 30, 1:49 Adv 
Cie 
ibe ie 108 
, 3 ‘ Ca 
im aie. UU 
oe ' eae st B. ie ‘ 
peat cs . er oe ee ad 
Be re » Aas pos i ~~ .% - ere o - ps ie ie v e 
ee i mb _ ~ ii e em x, 
ft el ia aes ——a OS E 
See: ft * ae . a 
ee psi , err oe i :) . a ieee ees 
Par ; ’ me ee; Fi in : a f a - a 
oT - Cs A aS 
coc Me Bit, 2 nat 4. / 2 es: ¥ a Wis it. ce a Ee es ae ; easte 
7 oan a a —_— new 
i : ark tes ical ji 3 calle 
Bie | Plan 
i ee | 
a | | Tr 
_ | 600 
— | diffe 
occu 
>. a | és a Salstncibetieeibiaes - ‘ each 
2 ver ; 
4 signs 
 —. | the 
= TI 
signe 
parti 
7 | to M 
clud 
i YC-” SS with 
( ‘G eee ek ie the | 
a Say — their 
Af 8 em oY a weel 
; P ‘ ae =s 
A 4 ae > a a to 
y x " AS reas¢ 
4 Pay 8 ii cove 
Gj <e ‘ . Soi ae 
‘ a) os “ e — reast 
i "> oe / pres: 
(als , ee ¢ y sand 
5 i  . —_ 
ae 4- = ES a.” (tle 
haa CY y eT) 
ek tes: ah i TBs eos a P : 
eo at am the 
: eT ~~ Se one 
- F to tl 
a vidu 
3g majc 
aa baby 
ae Und 
oe class 
i ig “ 
eee a “ce 
ea mar] 
TI 
pee | ee food 
a uP the 1 
Bic: list 
sige ie only 
steel indi 
aaa ee prec 
Baar 
ie aed page 
saaaheles TI 
Sates: 
eigen =. even 
cone eS ulati 
ee a negl. 
. pear 
od Frid 
aan = 
sce es pe 
te 250,( 
AN eee 
= a ZX | 
ee ey \ — » 
es Bee 6 ——= ee 
ois es nes 
aoe Bas oe : 
Pe ‘ 
ee | : 
ee —<—<—$, 
oe Po 
oe a INN - y 
Dai ee a te 
si ae ae = é 
ae. ) ee 
a Se are 


ith & 
r-Fitz 

is W. 
nager, 
Parlin 


——_—___ 


sel for 
S and 
ard in 
“Good 
Trad- 
served 
“rade- 
of the 
1 1917 
tional 
ee on 


el O. 
mag- 
ay 21 
'S ago, 
with 
's Ba- 
anion, 
Mag- 


ey E 
of the 
g his 
| long 


presi- 
‘tising 


Advertising Age, May 30, 1949 


New Shopping 
Column Set for 
September Debut 


Eight Dailies to Carry 
_ Initial Series; Column 
Lists 600 Food Items 


Cuicaco—Beginning in early 
September, eight midwestern and 
eastern newspapers will carry a 
new type of shopping column, 
called “The Lucky Shopper—Meal 
Planner and Weekly Shopping 
List,” in an 11-week test. 

The column, which lists almost 
600 separate food items under 67 
different classifications and will 
occupy about 1,700 lines of space 
each week, was originated by Oli- 
ver M. Presbrey, who recently re- 


" signed as midwestern manager of 


the American Newspaper Adver- 
tising Network, in order to develop 
the idea. 

The “Lucky Shopper” is de- 
signed to do four things for the 
participating advertisers, according 
to Mr. Presbrey. The objectives in- 
clude: Providing food advertisers 
with a method for advertising at 
the moment women are planning 
their grocery shopping; providing 
weekly frequency of impression at 
a total cost within the limits of a 
reasonable budget; providing broad 
coverage of urban markets at 
reasonable costs, and offering im- 
pressions at a low cost per thou- 
sand, because of relatively high 
readership. 


e The actual method is simple. 
“Lucky Shopper’s” 1,700 lines list 
the 600 food items so that each 
one is opposite a square similar 
to that used on ballots. The indi- 
vidual items are classified under 
major headings, such as canned 
baby meats, packaged soups, etc. 
Under about two-thirds of the 
classifications are eight lines of 
a “commercial” boosting a product 
marketed by the advertisers. 

Thus, about 40 non-competing 
food advertisers pay the cost of 
the meal planner-weekly shopping 
list service. The housewife need 
only look down the list and check 
individual items to plan her meals 
and her shopping tour at the same 
time—and can then tear out the 
page and take it with her. 

The column is scheduled to run 
eventually in all cities with a pop- 
ulation of more than 75,000, with 
negligible duplication. It will ap- 
pear in Thursday evening and 
Friday morning food sections. 

About 45 newspapers in cities 
with populations of more than 
250,000 already are on the sched- 
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MEAL PLANNER-SHOPPING LIST—Beginning in T biashitihes oO. M. telah Inc., 


Chicago, will conduct an 11-week test of the new “Lucky Shopper,’ 


‘ a combination 


meal planning guide, shopping list and advertising medium in weekly food sections 


daill 


The col will begin on a permanent 


of eight eastern and midwestern 


basis in January, in newspapers of cities with more than 75,000 population. 


ule (they comprise “Unit A” and 
will be sold as a group). In addi- 
tion, arrangements have been made 
with 114 papers in cities with pop- 
ulations between 75,000 and 200,- 
000, and will be offered to adver- 
tisers as “Unit B.” 


w Circulation of Unit A is 13,100,- 
000, of Unit B, 7,700,000. The rate 
(13-time base rate) for Unit A 
is $2,050, and for Unit B, $1,688, 
subject to the usual 15% agency 
commission and 2% cash discount. 

Actual cost of participating in 
the column is about 20% higher 
than the national rate but, like 
the Nancy Sasser columns, Mr. 
Presbrey expects readership to be 
greater than that of the average 
national advertisement. 

The initial 1l-week test will 
run in papers measured by Starch 
and by Publication Research Ser- 
vice. Special rates are being of- 
fered advertisers who will parti- 
cipate in the test, which will ex- 
tend through mid-November. The 
test rate is $498 per week, com- 
missionable. 

Newspapers carrying the 11- 
week trial are the Boston Herald 
Traveler, Chicago Tribune, Hart- 
ford Times, New York Sun, New 
York World-Telegram, Philadel- 
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phia Inquirer, Providence Bulletin 
and Toledo Blade. 

When the food column is 
launched, Mr. Presbrey plans to 
introduce a similar weekly shop- 
ping list with items carried in 
drug stores. One important ob- 
jective of the latter, of course, 
will be to stimulate weekly visits 
to drug stores. 

Offices of the O. M. Presbrey 
Co., Inc., are located at 360 N. 
Michigan Ave. 


Stewart-Warner Unit Names 
Milner Sales Manager 


H. W. Milner has been appointed 
sales manager of all gas-burning 
domestic heating equipment pro- 
duced by the 
South Wind divi- 
sion of Stewart- 
Warner Corp. 
Indianapolis. He 
will direct all 
sales, distribution 
and promotion 
activities of Saf- 
Aire wall fur- 
naces and South 
Wind wall and 
turnace-type zone 
heating systems. 

Mr. Milner 
joined Stewart-Warner in 1948 
when physical assets of Heating 
Research Corp., Anderson, Ind., 
manufacturer of Saf-Aire heaters, 
were purchased by Stewart-War- 
ner. He was vice-president in 
charge of sales of Heating Re- 
search. 


H. W. Milner 


Plan Annual Outings 


The annual outing of the New 
York Dotted Line Club will be 
held June 3 at the Wee Burn Coun- 
try Club, Darien, Conn. About 75 
advertising agency men and 75 
publishers’ representatives are ex- 
pected to attend. The New York 
chapter of the National Industrial 
Advertisers Association will hold 
its annual outing June 9 at the 
Plandome Country Club, Plan- 
dome, L. I. William W. Quarles. 
New York manager of Power and 
Operating Engineer, McGraw-Hill 
publications, and president of the 
New York Dotted Line Club, is in 
charge of both outings. 


Sindlinger Names Murray 


Dr. Albert Francis Murray, 
Washington television consultant, 


has been elected a member of the) 
board of directors of Sindlinger & | 
radio research organization, | 


Ce., 
Philadelphia. 


Un-named New Line 


Puts Renamed Old 


Liners into Service 


New YorkK—Advertisements for 
two new ships for the Atlantic 
trade appeared a week ago in New 
York newspapers. They announced 
a new luxury service to Europe, on 
two liners—the “Atlantic” and 
“Italia.” 

The ad was signed by Cosmo- 
politan Shipping Co. 

Behind these facts lay an inter- 
esting story. Cosmopolitan is 
merely the passenger agent for the 
two ships, which were scheduled to 
go into service May 25—with the 
Atlantic sailing for Genoa via Bar- 
celona and Cannes. 

The owner didn’t sign the copy 
because the name of the line is not 
yet definitely settled. It is likely 
to be “Home Lines,” if the U.S. 
Maritime Commission approves. 
As such, it will be the first new 
ship line of the postwar period, 
and the first new company to buck 
the stiff competition on the At- 
lantic routes. 

The ships have new names, The 
“S. S. Atlantic” was familiar to 
many Californians as the “Mat- 
sonia,” when she was sailing to 
Hawaii and other Pacific ports. 
The “M. S. Italia” is the former 
“Kungsholm.” 

Kelly, Nason is the advertising 
agency for the new line. First copy 
went into the New York Herald 
Tribune and Times, and four for- 
eign language newspapers. Copy 
will be expanded into magazines 
later, according to present plans. 


Thompson Named V.P. 


John R. Thompson, Western dis- 
trict manager in charge of adver- 
tising sales of Simmons-Boardman 
railway publications, with offices 
in Chicago, has been named a vice- 
president of the company. Wayne 
Hickey is vice-president in charge 
of advertising of all Simmons- 
Boardman transportation publica- 
tions, with headquarters in New 
York. 


Black Joins McKinney 


James Black, assistant commer- 
cial manager of Station WTHT, 
Hartford, Conn., has resigned to 
join the New York staff of J. P. 
McKinney & Son, newspaper and 
radio station representative. 


Local Market Data 
Needed for Sales, 
Barnes Tells Club 


Sr. Lours—Sharply attacking 
some advertisers’ habits of using 
broad, general criteria such as 
income and automobile ownership 
data as guides to market potentials, 
Harold S. Barnes, director, Bureau 
of Advertising, American News- 
paper Publishers Association, told 
the Advertising Club of St. Louis 
last week that those popular 
standards are often in direct con- 
flict. 

He contrasted Boston’s figure of 
one car for every 10.3 persons with 
Tacoma’s average of a car for 
every 3.2 persons, while Boston’s 
per capita income tops Tacoma’s 
by 24%. 

Such sharp variations, he said, 
point up the need for stringent 
market analysis to improve the 
effectiveness of advertising. 

More efficient and economical 
sales and advertising methods con- 
stitute the nation’s “last frontier of 
profits,’ Mr. Barnes declared. 
“Business men have made every 
possible economy in administra- 
tion, in purchasing and in pro- 
duction. Stil! their break-even 
point is dangerously high. The 
chief remaining hope of main- 
taining or increasing profits is to 
step up the volume by more effi- 
cient and economical methods of 
sales and advertising.” 


Hessel Names Schulhoff 


Morris Hessel, Inc., furrier, has 
placed its advertising with Marcel 
Schulhoff & Co., New York. News- 
papers and television will be used. 
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lower cost. 


THE BUYER’S MARKET has landed and 
taken the situation in hand. No need to harp 
on this theme...to re-emphasize the growing 
importance of more efficient advertising at 


Let’s get down to cases—to facts which 
will help you get more for your money. This 
we have tried to do—by showing how the 
Mutual network, as an advertising medium, 


Hunting for facts that will help you 


get more for your advertising dollar? 


can fit into your selling plans for today and 
a highly-competitive tomorrow. 

On this page are a dozen salient facts 
about Mutual —its facilities, coverage and 


distribution of power; its programs and 


audiences; and how Mutual’s flexibility helps 
sponsors meet special marketing problems— 
how Mutual’s economy can help you sell at 
a profit. 


With 517 affiliates, Mutual is “the 
World’s Largest Network.” Far from 
meaningless, this phrase is important 
to advertisers. It means more cover- 
age from within of the Metropolitan 
districts; and dominance in much of 
middle and small town America. 
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The 137 Metropolitan markets account 
for over 59% of U. S. Radio Homes; 
more than 64% of total Retail Sales. 
Mutual delivers 136 of these markets, 
daytime; 130 at night. And covers 119 
from within, daytime; 113 at night. The 
others are reached from nearby stations. 


eo, he 


The rest of the U. S. (41% of Homes, 
36% of Retail Sales) Mutual serves with 
392 stations. More important: 320 of 
these are in one-station markets—more 
than other networks combined. Without 
serious competition, Mutual dominates 
listening in 32% of Radio Homes. 


Total power (of all stations on a net- 
work) is less valuable to a sponsor 
than strategic distribution of power. 
Mutual, with 173 stations of 1,000 watts 
and over (compared with 110, 123 and 
137 for other networks) puts its power 
where people live and sales are made. 


Nielsen records that Mutual reaches 
large audiences. One reason is its fine 
schedule of top-flight sports. The World 
Series, an exclusive, always gets record 
ratings; football, boxing, races and 
cther MBS exclusives add measurably 
to its popularity and pulling power. 


Another reason for big Mutual audi- 
ences is swift, accurate, complete cov- 
erage of U. S. and world news. 
Frequent news “beats” and name com- 
mentators, Special Events broadcasts 
and lively shows like “Newsreel” help 
Mutual stay the No. 1 News Network. 


On April 25, we started our new week - 
night scheduling. Gabriel Heatter, for 
years our traditional 9:00 PM feature, 
moves to 7:30 PM NYT; Bill Henry 
goes to 8:55. With new vertical pro- 
gramming and strong sequences, Mutual 
will build new listening. 


National network advertising gains 
power when you add local punch. Mu- 
tual’s “Cut-In” Plan, which identifies 
dealers and directs buying, is the only 
one that localizes selling in 517 markets 
(including most Metropolitan areas) ; 
and we make no extra time charge. 


For advertisers who can invest $630,000 
net annually for time, Mutual’s “$1,200,- 
000 Plan” provides maximum value and 
flexibility. Program schedules, station 
line-ups and other considerations are 
tailored to fit such factors as distribu- 
tion, season, regional sales pressure. 


A small budget is no bar to network 
radio. Mutual’s flexibility encourages 
“small” starters, helps them grow. One 
advertiser, starting with 11 stations, is 
now using 323; others have gone from 
17 to 501, from 29 to 422. Even big 
advertisers find this flexibility valuable. 


“Going back for more money” to meet 
untimely rate increases can upset ad- 
vertising plans and budgets normally 
made for a year. Mutual advertisers 
avoid this annoyance; Mutual is the only 
network protecting sponsors with a full 
12-month time-rate guarantee. 


Mutual Broadcasting System 


WORLD’S LARGEST NETWORK 


Sponsors’ dollars also buy more on Mu- 
tual in terms of homes actually reached 
The six highest-rated Mutual show: 
(Nielsen Oct.—Nov. 1948) deliver fron 
443 to 540 homes per dollar (time anc 
talent) — more than all except the toy 
2 of Nielsen’s 20 top-rated shows! 
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